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WORKING WIVES 


WORKING wife is a woman who has two 
A or three hours a day to do the housekeeping 
job for which her mother took 12 hours. 

That 27.9 percent of Chicago’s married women 
bet4een the ages of 20 and 29 years are holding 
jobs, and 33.6 percent of those between 30 and 39 
years of age do so, has just been revealed by a survey 
made by the Chicago Tribune under the heading 
“Population Characteristics of Metropolitan Chi- 
cago.” You can go farther and find that 24.2 per- 
cent of the wives between 40 and 49 years of age are 
also employed. 

There are 1,285,784 households in the metropol- 
itan area. In 22.4 percent of these homes there 
are no children at all. 
children in Chicago. 


There are even fewer small 
Only 26.5 percent of the fam- 
ilies have one or more children under five years of 
age. Some 53.6 percent have children under 20. 
Family income is shown as being between $3,000 
and $3,999 per year in largest percentage of cases 
(21.8 percent). The survey demonstrates that 
there are 175,560 homes whose head was a woman. 

In the struggle to maintain a standard of living 
it is clear in Chicago that the family is doing with- 
out children and the wife is working in order to 
enjoy advantages that 
afforded. 


otherwise might not be 


DVANTAGES such as what? 
tion is one. 


Electrical refrigera- 
76.7 percent of families in the 
Windy City own electrical refrigerators (national 
average is 71.2 percent). Gas refrigerators are 
used in another 6.6 percent of the homes. 

What this survey reveals is the number of women 
with both homes and jobs to be run. They have to 
keep a comfortable home bn the three hours or less 
a day that the working wife is able to devote. The 
household task also must usually be accomplished 
without even the casual maid that once was available. 
The answer to this problem is more electrical labor- 
savers per home, especially the automatic operations 
that enable the working wife to start the operation 


going, to leave it, and forget it, whether it’s cook- 
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ing a meal, doing the dishes, or washing the clothes. 

By the same token that they are capable job 
holders (37.6 percent earn from $2,000 to $2,999 
a year), they will be careful buyers. 

Growing markets can be sold only by sales initia- 
tive and better sales methods. This particular large 
market will be reached by after-hour selling and by 
better informed sales people. These sharp-witted 
women will want to know all about an appliance 
before they invest. The retailer will need better 
than average salesmen, better informed, more alert 
than are reported today. From everywhere that 
shopping surveys have been made come accounts of 
languid and indifferent sales people. 


HICAGO has been for all the years of the appli- 

ance business a high spot of sales promotion 
and activity. With the exception of ranges and 
water heaters Chicago has led in pioneering electric 
services. 

Commonwealth Edison by its advertising afd 
aggressive merchandising, and the vigorous competi- 
tive selling by independent dealers, department 
stores, and manufacturers, made this city the first 
in many records. It has always been electric appli- 
ance and lighting conscious. 

This Chicago activity inspired other parts of the 
country in the possibility of appliance sales. But 
today the reports are that Chicago has let up on 
the sales tempo. The same stories of relaxed sales 
effort come from there as from other sections. 

This working wives’ market exists in all large 
cities and most smaller ones. It is only that data 
on this opportunity has come first through the initia- 
tive of a Chicago newspaper. 

Having a clear picture on what a potential exists 
in this class of buyer, let us hope that the Chicago 
electrical trade will be prompt in showing the indus- 
try how to capitalize upon it. 
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Tell Your Customers The Story of This 








Soaring Deda 


- -- and Sessions “Catnapper” Alarm 
Will Help You Sell More Clocks! 


THE SESSIONS “‘CATNAPPER” Alarm is one electric clock on the 


market today with an honest-to-goodness sales story behind it. 


IT SLEEPS YOU QUIETLY — (Without even a pur-r-r!) because 
Sessions clocks have only half the number of moving parts found 
in ordinary clocks. The fewer the parts, che quieter the clock! 


IT WAKES YOU PLEASANTLY — gently, with a rhythmic, slow 
harmonious bell. Not a buzzer! The bell clapper is built into the 
movement itself without additional gear trains to complicate Banjo (463W) $15.80° 
it or become noisy. 

When you consider that, in addition, the Sessions “Catnapper” 
is a very handsome clock, modestly priced, and liberally adver- 
tised in the leading national magazines, you'll understand why 


e 
it’s so easy to sell. Give your customers the full story, and watch CSSIONS 


Sessions Clocks help you boost clock sales! 


FREE! ATTRACTIVE DISPLAY il lo ck + 
For counter or window, to tie in with ’ S 


current advertising. Wooden base backed 
by photo cutout of sleeping kitty. They . SELF-STARTING + ELECTRIC 


dress up any counter or window. Ask THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
with order, or write to The Sessions Clock _— In Chicago: The Merchandise Mart; 

— giving your jobber's name and In San Francisco: Western Merchandise Mart 

address, 


Pilot Wheel (456W) $10.20* 
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By TOM F. BLACKBURN 


Spadework in experimental areas 


has been done, and the trade is 


learning how to merchandise them. 




















NV ter the art of getting a laund: 
Cay yne quickly. When it first appear 
Pur g yver the horizon in 1936 a lot of fol 
Go t | 1 said, “Oh, it is very well for peoy 
wou t itt th no ba yards, or those tan 
Phe o live ul north where the il 
in st Chi tior that bitter outside.” Meaning, of course, 
it 1s ¢ tG é ip- it wherev« clothes line and sun 
posed to « sho t bu the e were handy, folks simply 
abits and isto! of the last 10, } wouldn't use clothes dryers. 
years l] Hamilton Mfg. Co., whicl 
[his preconception moved W. L. pioneered the clothes dryer, had 5,181 
Mit of the R » dryers out in domestic use when the 
Equipment Co., | naj distrib var started. They were sold mostly 
tor, to c t We set » people with money. Not so long 
our sights too low vw t came to igo Hamilton wondered just how their 
the clothes dryer.” ustomers liked the dryers after having 
Gradually it is becoming appreciated had them several years and sent out 
that the clothes dryer is t rreat ©) uestionnaire to 500 users. 
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IT IS JUST AS EASY to put clothes into the Westinghouse dryer and take them 


out, as it is with the washer 


\s m 


ght be expected, time saving 
in doing the laundry was the great 
bonanza these owners enjoyed. Some 
91 percent said they saved time with 
a dryer; 1 percent said, no; 8 percent 
said they saved some time. 

On analyzing the cards it was re- 
vealed that 4 percent thought they 
saved 1 hr. each washday; 17 percent 
felt that a dryer saved them 2 hr.; 16 
percent said 3 hr.; 11 percent said 4 
hr.; 6 percent said 5 hr.; and 5 per- 
cent said 6 hr. 


lere 


As might be supposed 
was some redundancy. Fully 81 
percent said the most important thing 
the dryer did for them was to save 
vork; 60 percent the 
the time saving; 4 percent 
said money saving was their gain. 


said 


greatest 
benefit was 
Of these people replving it 1s 

. i -_ s . 


esting 


nter- 
to note that 75 percent of them 


owned automatic washers; 15 percent 
vringer-type machines, and 10 percent 
vere the possessors of spinners. All ot 


ch indicates that the early clothes 
Irvyers are fairly pros- 
A side check revealed 
i t/ percent ol 

electricity and 51 percent with 
gas. Some 60 of the questionnaires re- 
ealed that the owners popped the 
lothes directly into the dryer as they 
ime from the wringer or spinner. 
Three families held them wet until 
hey were ready to iron. 

One of the great advantages of the 
dryer is that it enables the housewite 
to push through her washing all at 
once without any waiting for clothes 
on the line. 


going to a 
“ous market. 


these owners cook 


To the question, “Does 
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the dryer keep up with your washing 
and ironing?” four replied that the 
dryer was faster; 29 said it keeps uy 
O.K., and 28 reported the dryer was 
slower, but not much. 

Asked whether the heat of the dryer 
gave any discomfort when putting in 
clothes or taking them out, the over- 
whelming said no. One 
woman that 


majority 


complained her glasses 


were steamed up. 


The Venting Question 


P. Eduard Geldhof, chief engineer 0! 
the Nineteen Hundred Corp., the other 
day remarked that the cute little laun- 
dry right beside the kitchen mig! 
good in magazine articles 
the dryer is concerned, the 
fashioned basement laundry is best. 
In the first place, 
breathe and have lots of room about 
t in its operation. It 
lb. of water per hour, a1 
8 Ib. of water takes anywhere f 9 
to 45 min. Thus, the t 
basement laundry has the best locatio 
for a dryer. There has been a great 
deal of pother about vents. But the 
owner seems to be the least perturbe 
about it. In the first place, in winter 
the average home is greatly improve 
with an abundance of moistur¢ 
air. Hot air furnaces are designed 
evaporate water, and hot water heating 
systems call for pans of water to | 
put on the radiators. Stepping up th 
moisture of the content in the hom 
acts to protect the furniture and make 
life more pleasant for the potted plants. 


t lool 


but where 


rood Old- 
a «arver mus 


evaporates 


12 
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RYERS are’ Over the Hump 











what this Hamilton dryer is doing. 


Some of the early owners of dryers 
have rigged up their own vents, hook- 
ing the dryers up with chimneys. Un- 
fortunately a backwash of some of 
these experiments has been the tend- 
ency for the chimney to choke up with 
lint. In another case a booster fan was 
put on at the end of the vent, and it 
was discovered that it sucked a lot of 
the heat up the chimney and thus 
slowed up the drying of the clothes. 


Political Football 


In some of the large cities venting 
as been a political football. Although 
basically all dryers are alike, in some 
towns a vent is needed for one brand 
4 machine and none for another. In 
other cities the reverse is true. 

Actually, a vent on a dryer is no 
more than 
authorities 


necessary 


fange, the 


one on a gas 
hold, and it 


the trade which is more 


seems to | e 


excited about it than the owners. 
Lint is another question. Many a 
lousewWite 


owning her first dryer is 


surprised at the amount of lint that 


omes out of a dryer. If she has been 
Tunning a washing machine for years, 
she | picked up an equal amount of 
it Irom the machine, but when it is 
‘t, it is not noticeable. 
Says one successful dryer salesman 
N answer to this problem: “This ma- 
he dries your clothes lint-free. The 


er 


‘yer removes the lint.” 
The Kind of Clothes Dryers Handle 


()n ¢ . — — ° 
ne of the staple bits of information 
femonstrating dryers is to tell the 
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IDEAL SPEED for a clothes dryer is to keep pace with a washer and ironer, which is 


customer that the dryer will take the 
moisture out of anything that you put 
in your washing machine. Dryers are 
intended for family laundry, not for 
the fragile stuff that women do by 
hand. Anything you can safely wash in 
a washer you can dry in a dryer, but 
that doesn’t apply to your dainty 
things. 

Nylon hose, for example, tend to 
cling to the revolving cylinder, which is 
too hot. If fragile fabrics must be 
dried, put them in a cloth bag, 
perts advise. 

Although Good Housekeeping maga- 
zine not long ago said that you could 
dry woolen articles, nevertheless one 
manufacturer that you take 
wool out before it is entirely dry. When 
the woolen material hits the air the last 
drving action takes place. The great 
difficulty with wool is not the dryer, 
but the fact that the 
has a tendency to f¢ 


e€xX- 


advises 


tumbling action 
It the wool. 


Sales Demonstrations 


Distributors that sell them say that 
the future 


going to call for running demonstra- 


dealer franchises of are 


tions. It takes approximately 25 min. 
for a light load to go through a dryer. 
It is possible for the customer prospect 
to put in her load of clothes and do 
other business while it is being run. 
In Detroit the J. L. Hudson Co. is one 
of the pioneet S In operating dryers on 
the floor. There is nothing like seeing 
it done and feeling the clothes as they 
come out to convince the customer. 
(Continued on page 222) 
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ANYTHING THAT CAN SAFELY be washed in a washer can be dried. The dryer 
featured here is a Bendix. 


THE MYTH OF SUNSHINE 


That sunshine is necessary to have nice white 
clothes is a myth, declares P. Eduard Geldhof, 
chief engineer for the Nineteen Hundred Corp., 
and high in the councils of the American Washer 
& lroner Assn. In fact, it is bad rinsing that is the 
cause of tattle-tale gray in laundry, and not the- 
drying process. 


Because the drying operation follows the washer, 
the efficiency of the machine depends on the 
wringing that went before. There are around 8 |b. 
of water to every 8 Ib. of dry clothes as they come 
from the machine, on the average. True, certain 
centrifuges will reduce this amount to as low as 
6 lb. While standards are being set up by the 
Washer Association for dryer performance, by and 
large, it has been found it takes 30 to 45 min. for 
the machine to turn out a completely dry batch. - 
From 20 to 30 min. is enough to have them ready 
for the ironer. Ideal performance for the dryer is | 
for it to handle the laundry as fast as the washer 
turns it out. 
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GREETING 







ease as soon as he or she enters the store. 



































Mayer-Marks of Cleveland use a six- 
point program of prospect cultivation de- 


signed for maximum sales efficiency. 





S. M. ROBINS, manager of the Mayer-Marks store holds forth in an open- 
office in the corner of the first floor. Here he talks over advertising with 
C. M. Marvin of the Cleveland Shopping News. Robins drills his salesmen 
on the “personal touch” approach used so successfully by this firm. 
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Hetzel sights an incoming customer and advances to meet her. No salesmen linger on the sidelines. This 
first impression is important, is varied according to Hetzel’s judgment. His courtesy helps put the customer at 












INTRODUCTION 


Customer has stated her interest in an appliance, and Hetzel 
calls George Veil, salesman, left, who is introduced to the 


customer. Veil is as friendly as he can be, puts the customer 
in receptive mood as Hetzel returns to his greeting post. 


sive, thoroughly schooled corps 
of appliance salesmen, bustling 
about an attractive sales floor all day 
long. Let’s go further, and say you 
have all the appliances you need, too! 

But suppose you find something is 
lacking. Your sales total shows it. 
What has been overlooked, you won- 
der. 

Here we lend an ear to S. M. 
Robins, manager of Mayer-Marks, 
Prospect Ave. at East Fourth St, 
Cleveland. 

“Have you ever tried the personal 
touch?” he queries, relaxing in his 
strategically located open-office, over- 
looking his appliance sales floor. 

“This ‘personal touch,'—as we term 
it, for want of a better phrase—has 
helped us keep pace with exponents 
of any other merchandising method 
you want to name,” he states. “Espe- 
cially today, as we get back to pre-war 
selling ground, where you can’t push 
the customer around as has been the 
inclination during war years, does our 
system pay off. Here’s our six-point 
program for the ‘personal touch’ sale :” 


pe say you have an aggres- 


> 


Six-Point Program 


1—Mayer-Marks has a personable 
“greeter,” Milton S. Hetzel, an ex- 
tremely courteous floor man who 
works hard to put the customer at 
ease as soon as she or he enters the 
store. He advances from a central 
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The Personal \ouch 


position on the sales floor, midway 
between two street entrances, and 
meets the person coming in. 

No salesmen—and this is important 
—linger on the sidelines, in a pouncing 
attitude. 

His greeting is patterned to the 
personality he sees, as nearly as he 
can judge it from long years of sell- 
ing. In other words, the casual 
“hello” is out. Practically any other 
salutation that fits the weather, for 
instance, and the customer’s demeanor, 
be it hurried, cagey, the leisurely 
shopper, or what-have-you, is spoken. 

This keynotes the whole selling pro- 
gram. The practice is an assured 
smile-provoker, and then Hetzel in- 
quires as to the customer’s wishes. 
With this information, he moves 
deeper into the store toward a sales- 
men’s lounge, a corner location where 
sales personnel relax, smoke, chat to- 
gether and enjoy a breather. 

Hetzel calls the name of the pat- 
ticular salesman he thinks most quali- 
fied for the moment’s selling require- 
ments, 

2—The customer is introduced to 
the salesman informally, the threesome 
moving to the appliance display pertin- 
ent to the prospective sale. Hetzel 
then moves back to his station 4s 
“greeter” and the salesman takes 
over. 

The above takes only a few se 
onds. Already the customer is flat- 
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SALE 


Veil really begins selling, when the customer is fully at ease More often than not, the salesman can make out this sales slip, the fourth step in the procedure at Mayer- 
and standing near appliance she is interested in. Demonstra- Marks. Discreetly, the salesman moves away from this background and toward cashier's station at rear of 
tion is the big thing now, making sure the customer under- store. But he also, while enjoying customer's full confidence, begins suggestive selling— 


stands operation of new appliance. 


TIE-IN FOLLOWS 


“COME AGAIN” 


The customer is invited to look at a table radio, and salesman tells her it would go Sensing the customer's will to conclude her shopping, the salesman finishes his “personal 


nicely in her gleaming, white kitchen or laundry, matching her appliances, and she can 


listen while she works. 


tered 
ered 


by the attention being shown 
ler. She feels among friends. Her 

mind is receptive. 

_3—“The salesman’s first job then 
ecomes one of cementing that feeling 
{ friendliness,” explains Robins. “We 
n't believe in the ‘well, here we are, 
ere’s the appliance you spoke of, what 

you say?’ frame of mind. There 
ité a hundred ways to please the cus- 

‘omer first, relax her, make her feel 
tt home, gain her full confidence. 

“When a salesman senses that he 

las achieved this end, he begins selling, 

# such, Demonstration is the big 

‘ing now. He goes over the points 

% pleasure that the appliance can 
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touch” selling with a leisurely “so-long”; the customer may sit if paper work is to be done, 
then the salesman escorts her to the door, shakes hands and invites her to return. 











afford. He enumerates in detail the 
benefits to be derived from its use, the 
economical aspects, the time saved, 
the ease with which the appliance op- 
erates and is maintained. 





Suggests Other Products 





“He makes sure the customer un- 
derstands the operation of the ap- 
pliance, pleasantly suggests that she 
check this over with him. That’s a 
big point, and can make the difference 
between satisfaction and good will, or 
dismal rejection of all our efforts. 

4—“We've found more often than 
not at this point the salesman can 

(Continued on page 226) 












—— 
we 


j 
: } 
= 














2-TEMPERATURE REFRIGERATORS—Freezing compartments across top have plate WRAPPING IS IMPORTANT—The steak going into the freezing compartment wos UNIF( 
temperatures of zero or colder for freezing and storing food. “This compartment should wrapped in cellophane, sealed, and a final protective outer wrap added. Mrs. Kiene plished 
be used as a checking, not a saving account, getting planned meals into and out of suggests using old nylon tops, washed and bleached, as an economical substitute for 5 loin 
refrigerator in a reasonable time,” Mrs. Kiene said stockinette. process 

















REFRIGERATOR} a 


SINGLE PURPOSE—A quick 30-min. meal is the purpose of this 
demonstration—steak, French fries, peas, lettuce, strawberries, ice cream, 
rolls and butter, all came out of the refrigerator 
































EMPHASIZE FEATURES—The Eject-O-Cube tray, one of the features ADVANCE PREPARATION —"Neatly arranged trays of equipment at demonstrator’s fingertips, 0 
of the Westinghouse two-temperature refrigerators, is demonstrated so timer for cooking operations, a bowl of water for clean-up, help make a successful demonstration,” 
entire audience can see said Mrsr. Kiene, as she checked her list. 
667° HE main purpose of any dem- Choosing the Demonstration which to choose in planning a re- “Another good refrigerator talking , 
| onstration is to sell,” said trigerator demonstration, she added: point is the fact that it’s the greatest |; 
M julia Kiene, manager, It is necessary to gain the interest “Everyone takes refrigeration for labor-saving device ever to be designed 
Home conor Institute, Westing of the audience at once and to main- granted. They overlook the fact that To be sure, the consumer is required lirec 
Electric Corp., in her lecture tain it through the entire demonstra- there is an accurate and efficient way to use her head—the refrigerator n't dain 
Demonstration Techniques for the tion, in Mrs. Kiene’s opinion. There- to use this important appliance in the plan for her-—but if she will sit down her | 
Elect Refrigerator.” ore, the demonstration must be fast home, and they need to be educated in at least one day a week and plan meals nique 
\nd the sooner the beginner unde1 moving : it must be done without effort: its proper use. in advance, she will be rewarded in said : 
that selling is the motivating nd it must not be too complicated. “The consuming public also needs to time and money saved—especiall t age 
of all demonstratior the more \lso, an audience should not be ex- be educated and sold on the advantages the two-temperature models.” ‘B 
nstrations will be pected to remember too many things. to be found in the new refrigerators ‘ : rites 
overed basic o. a good demonstrator will have one coming on the market—such as the Kinds of Demonstration agin} 
tratior jor point—a single purpose—to two-temperature models with freezing The presentation of a demonstratio! that 
itizing tress, with several secondary points. compartments across the top, where must always be fitted to the grouf KnOv 
good many points from _ food can be frozen and stored. (Continued on page 228) niqu 
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t was UNIFORM PACKAGING —This space-saving suggestion for homemakers is accom- 
Kiene plished with an ordinary refrigerator tray in three simple steps shows above: 1. Pack 
te for 5 loin lamb chops in the freezing tray, wrap in cellophane and complete the freezing 





process. 2. Remove from tray, wrap in double thickness of cellophane and heat-seal 


Niand FREEZER 


I Demonstration Techniques 





By ANNA A. NOONE 


Third in a Series 


Reporting two more lectures included in the 





Demonstration Techniques Course given by 
The Electrical Women’s Round Table, Inc., 
N. Y. at Hunter College. Installments, 
covering home laundry and cooking tech- 
niques, appeared in the December and 





February issues. 


tips, a 
ation,” 
ng \MPHASIZING the importance: phane, stockinette, locker paper, and 
reatest |. of proper packaging for the the various moisture-vapor-proof cat 
ned freezer, Miss Verna L. Miller, tons available.” 
quired rector, Home Economics Dept., Frig- Wherever possible uniform packag- 


(aire Div., General Motors Corp., in ing is also desirable. It makes ior 
better storage arrangement and saves 
space. The refrigerator ice cube tray 
an be used to advantage here in pre- 
paring packages of uniform size and 


lecture on “Demonstration Tech 
ques for Food Freezing Equipment.” 
said: “Proper packaging and zero sto1 
ge are most essential to best results. 


‘Because flavor and appearance ar« ~hape. 
iter acrificed through improper pack Advance Preparation 
ging, it is of the utmost importance 
that a home freezer demonstrator “A frozen food demonstration is t! 
all the best packaging tech- <implest of all demonstrations,” cor 
ties: whan aad tw to est celle. (Continued on page 232) 
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against moisture loss. 3. Overwrap with stockinette or locker paper to give added 
storage protection, label and store in freezer. Loose-paks of lima beans, peas, or corn 
cut from the cob can be prepared in the same way. These neat packages of uniform 
size and shape save space in the freezer. 











DEMONSTRATION DRAMA — Few homemakers know bread, rolls and cakes com- 
pletely iced can be frozen and stored in a freezer for a period of months. When bread 
is reheated and cellophane wrap removed during a demonstration, it gives off a very 
pleasing aroma of newly baked bread. 


ADVANCE PREPARATION — These meat loaves were frozen solid in ordinary bread 
pans lined with cellophane. Can be removed from pan when frozen, given added 
overwrap of cellophane and stockinette, labelled and stored ready to carry to point of 
demonstration. Bacon strips were added to loaf on right to lend interest. Note assortment 
of proper packaging materials in background. 
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ALWAYS 
‘The Right Customer 


Mingledorff's, Inc., of Augusta and Savannah, Ga. came to the 


fore because the owner found practical ways and means of 


getting and hanging on to new buyers of electrical equipment. 


LIT TLI more than two years 
A a tall, dark haired gentle 

man with a Southern accent 
walked into the New York 
ELECTRICAL MERCHANDISING and 
asked for the editor Les Moffatt 
wasn't in at the time, but the 
man nevertheless found a sympathetic 
ear among those on the office staff. 

“Uh Lee Mingledorff of Savannah, 
he said, “and I’m getting 
ready to open up an electrical appli- 
ance business. [I expert 
advice and I’ve come to the best place 
I know to get it.” 

(Editor’s note: Not an advertisement 
—this really did happen.) 

When Mr. Mingledorff left the 
office, he had his advice. He recalls 
today that the competent assistants of 
Mr. Moffatt told him just about ev ery- 
thing there know about the 
trials and tribulations, the opportuni- 


othces ot 


gentle- 


Georgia,” 


want some 


was to 


ties and drawbacks, the fun and the 
fallacies and the errors and ecstasies 
of dealing in electrical appliances. 
jut the 1jOr impression which re- 
mained with him after that visit, he 


recalls, was that everything told him 
about how to be in the ap- 
pliance field, could be boiled down to 
a few 


successful 


Get new 
please those you've 


words: customers, 


rot 


ind keep on 
getting new one 


Outstanding Dealer 


Needless to say, Mr. Mingledorff 
has followed his advice we ll. He went 
out and got customers the hard way: 


his efforts to please the 


I 


that the old adage “the 


has proved 
customer’s 


always right” can be changed into 
“always the right customers”, and he’s 
adding new business to his books 


every day. At the present time, Mr. 
Mingledorff is recognized as one of 
the outstanding and most successful 
appliance dealers in West Georgia. 
He owns and operates a modern shop 
at 10 Whitaker Street, Savannah, and 
a branch store almost as large as the 
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By A. B. WINDHAM 


parent one at 735 Broad Street, 
Augusta. His climb to the top is a 
real success story which lies in the fact 
that he diligently applied the 
world’s successful business for- 


has 
most 
getting customers and hanging 
on to them. 


mula 


angle of our 
functions to build future 
trade,” says Mr. Mingledorff. “Service 
rendered, sales training, advertising, 
arrangement of displays—everything 
make cus- 
keep old But 
when we started out, there were just 
about which we went 
after Looking back 
over the past two years, I can Say they 
sful they 
practical, and we are still using them 
today.” 
Now Mr. Mingledorff isn’t much of 
a believer in 
he would be 


“Nowadays, every 


business 





coordinated to new 


—Iis 


tomers and to ones. 


four ways in 
new customers. 


were succes because were 


maxims and slogans, and 
the last to set down a 
group of hard and fast rules for suc 
cess in business, but the four ways in 
which he went after new 
might be summed up handily under 
separate headings to form an object 


customers 


lesson for almost any dealer in simi- 

lar circumstances and surroundings. 

The methods by which Mingledorff’s, 

Inc., became a leader in two Georgia 

cities and which ring the bell in profits 

for the firm today are: 

1. By grasping and fully exploiting every 
opportunity to sell appliances regardless 
of the amount of work involved. 

2. By cashing in on existing business rela- 
tions with friends and acquaintances. 

3. By letting one opportunity set up an- 


other. 
4. By profiting from experience. 
“In the first instance,” says Mr. 


Mingledorff, ‘““when we opened up we 
knew there were opportunities aplenty 
for a new firm to sell appliances but 
we also knew it was a bad policy to 
sit around and wait for those oppor- 
tunities to come knocking at the door. 
Obviously we had to go out and grab 
them. Those first months were a con- 


dessin 


tinual study of how to get new busi- 
ness, and our waking hours were spent 
in putting the study into effect. Our 
experience in getting new customers 
through Rural Electrification Associa- 
tions is an example.” 


REA Prospects 


Mr. Mingledorff, assisted by Carl 
Clausen, sales manager for the Savan- 
nah store, and James K. Rankin, sales 
manager for the Augusta branch, spent 
hours poring over the installation of 
REA lines in their immediate 

When they had these lines 
spotted and mapped out, they set out to 
get a list of the new customers whom 
the lines served. Along with this list, 
an estimation of the buying power and 
probable immediate needs of each new 
customer was compiled. This was a 
foot-weary and back-breaking job, Mr. 
Mingledorff recalls now, but when the 
task was completed, the firm had one 
of the finest lists of prospects for new 
appliances, which could be compiled. 

“We divided the into terri- 
tories and followed up the list by con- 
tacting these customers at once,” the 
young Georgian says, “and we found 
groundwork paying off hand- 
We made sales of complete 
electrical equipment which ranged from 
ranges, refrigerators, auto- 
matic washers and radios, to all kinds 
appliances. Now, when 
new REA lines open up, we get right 
on the ball immediately with a fol- 
low-up and it is a sure way of getting 
new customers.” 

Other 
firm’s 


new 


areas. 


area 


our 
somely. 


ft eezers, 


of smaller 


methods employed the 
salesmen to conduct and sell 
new buyers are just as industrious and 
just as profitable. A close study of 
crop-harvesting time in the vast 
rural areas of Georgia and South 
Carolina reveals the time when the 
rural families will do their buying, 
and it is important to contact them at 
such time. For example, the tobacco 
selling season extends from about 


by 
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THIS BUSY CORNER of Mingledorf’s 
Inc., on one of Savannah's major traffic 
arteries, is almost always crowded by buyers 
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A SAVANNAH HOUSEWIFE shows pleas- 
ure during her inspection of a late model 
range at Mingledorff's, while a shopping 


Sept. 15th to Dec. Ist and rural bud- 
gets in the tobacco belt are tailored to 
fit the selling season. The dealer who 
designs his sales campaigns in those 
areas accordingly, is the dealer who 
sells the equipment. 


Checks Equipment Sold 


Friendly follow-up calls to check up 
on equipment sold at earlier dates and 
the practice of giving a little more in 
service than originally bargained for, 
are standard routine which pays off 
for Mingledorff. Another important 
step is the maintenance of pleasant con- 
tacts with county agents, home agents 
and field workers who know the needs 
and buying capacity of rural families 
probably better than anyone else. 
These workers usually are first 
allies in the drive to institute elec- 
trical living on the farm and through- 


class 
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seeking both large and small appliances. 
Displays are well worked out and conven- 
iently arranged for demonstration. 


HUSBANDS ARE JUST AS INTERESTED as their wives in the 
workings of washing machines, Mr. Mingledorff (left) believes. 
The trick is getting them in for a demonstration. 











eet 


LEE 








couple and a seersucker-suited gentleman 
hear the merits of a refrigerator explained 
by Carl Clausen, sales manager. 


out the countryside in which they oper- 
ate, 

By cashing in on existing business 
relations, Mr. Mingledorff means 
simply the time-honored art of sell- 
ing friends and acquaintances. Ordi- 
narily this is not too satisfactory a 
method of merchandising because the 
ist Of prospects is strictly limited and 
it is always harder to sell an acquaint- 
ance than it is to sell a stranger. But 
Mr, Mingledorff found himself in a 
fortunate position as far as friends 
ind acquaintances were concerned. 
For about 25 years, the Mingledorff 
lamily has operated a large foundry, 
machine shop and shipyard in Savan- 
nah, the total employment of which 
Tuns between 2,000 and 4,000 heads of 
families, all living in the city or in 
areas adjacent to it. Mr. Mingledorff 
knows these workmen, having worked 
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CARL CLAUSEN, right, sales manager for the Savannah store, 
lets a customer hear the tones of a late model radio. The radio 
and record-player room contains comfortable chairs and sofas. 


with many of them and he finds selling 
them appliances a comparatively sim- 
ple matter. He makes it a point to 
give them the best possible service 
and dollar value because he knows that 
even friendship can be strained where 
a matter of buying and trading is con- 
cerned. To them, the name Mingle- 
dorff means something and by his con- 
stant fair dealing and quality work- 
manship, he has retained hundreds of 
these workmen as regular customers. 
The Augusta branch also has utilized 
the store owner’s name to good advan- 
tage in this respect and like the Savan- 
nah store, operates on the policy that 
a good name must be maintained. 

“Tt’s not a question of cashing in on 
the Mingledorff name,” Mr. Clausen 
explains. “It’s a question of living up 
to it. If we can’t do that, we can’t 
sell.” 
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The Mingledorff idea of letting one 
opportunity set up another has resulted 
in excellent business for the firm, the 
owner points out, particularly in the 
sale of refrigerators and home freezers. 
For some time, Mingledorff’s, Inc., 
has operated a large air-conditioning 
and freezer locker plant department, 
building locker plants in small towns 
around Savannah and Augusta. 

“Through these installations, we 
have made contacts which have been 
invaluable to us in the sale of home 
freezers,” says Mr. Mingledorff. “The 
knack of selling freezers lies in get- 
ting the customer thoroughly ac- 
quainted with the product—how it 
operates, how it saves time and money, 
how simple and practical it is in the 
home. Anyone who observes a locker 
plant in operation for a while learns 
these things at close range and be- 


MINGLEDORFF (right), one of West Georgia's leading 
appliance dealers, opens the door of his display room to show 
a customer the difference that air conditioning makes. 


AN OVERALL VIEW of the major display room at Mingle- 
dorff's, Inc., shows a tasty arrangement of appliances enhanced 
by comfortable seating and expert lighting. 


comes a prospect for his own home 
freezer. Naturally, our follow-up on 
the installation of a plant reaches into 
the homes of the area and we sell 
freezers. 

“Our air-conditioning jobs also are 
utilized as a means of selling appli- 
ances because we observe the need for 
new equipment at the time of installa- 
tion and follow up with advice and 
suggestions to the buyer. Ajir-condi- 
tioning still is a relatively new and 
luxurious development. Few persons 
who go in for the latest in air-condi- 
tioning are going to be satisfied with 
anything but the best and latest models 
in other equipment. It is a patent fact 
that one sale leads to another if it is 
followed up correctly. 

Like all good merchandisers, experi- 
ence has been one of Mr. Mingledorff’s 

(Continued on page 236) 
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Appliances 
Arent 


Hardware 


BOCAUIE vv vere 


The trend of progressive hardware firms from 
appliance-handlers to appliance-sellers took 
a big jump when Ott’s, Santa Barbara, Calif., 
opened a separate appliance store with dis- 
plays, atmosphere and selling techniques that 


have many specialty men looking with envy. 


By HOWARD J. EMERSON 











HERE was no interlocutory de- 
cree when the Ott Hardware Co., 
Santa Barbara, Calif., divorced 
electrical appliances from their rela- 
tionship with the hardware department 
There were final papers ending once 
and for all this long-standing misal- 
liance. 

From their position as twice-yearlys 
sharers of front window and choice 
floor space—garden supplies went up 
front in season—appliances at Ott’s 
have been given a brand new, full- 
size, permanent, 3,000 sq. ft. home in 
a separate, connecting store where they 
can be displayed and sold without rela- 
tion to the company’s many other de- 
partments, 





Behind the move was a view of the 
past—the long-coming, much-needed 


realization in the hardware field that 


appliances no longer were hardware, no 


longer could be displayed and_ sold 
profitably by the same methods; and a 
view of the future—which hinted that 
the appliance-handling hardware deale: 
could meet the competition of up-to- 


date, aggressive specialty appliance re- 


tailers only by approaching the public 
with the same up-to-date, progressive 
methods of display and specialty sell- 
ing. 

Sparkplugging the move was the 
progressive management policies of C. 
A. Ott, second generation to head this 
75 year old concern, and alert sales 
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general manager Graham D. 
The future success lies in 


deas ot 
George. 
the lap of appliance sales manager A. 
Stanley Clem, 


who has 18 vears of 


ppliance sales experience. 

Result of the move, a hardware-store 
owned appliance store sufficient to make 
envious, 
enough to make other hardware dealers 


many independent dealers 
vonder if a separate appliance store 
or at least an isolated department were 
not the solution to the quest for more 
appliance profits. 


Look At The Past, Plan The Future 


Ott’s management knew what it 
wanted. During the war years when all 
selling people analyzed the past, be- 
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INCE CON TET 


moaned the 
the future, this concern jelled its ideas 
on appliance selling. Nearly 30 years 
of appliance retailing experience helped 
the decisions. Long known were the 
disadvantages of having appliances 
share the hardware department’s floor 
and window space, vie for 
attention. Into the 
and management oj the separate “Ott’s 
\ppliance Center”, that opened in late 
1946, went an analvsis of the relation 
between hardware and appliances that 


present and planned fo1 


salesmen’s 


design, displays 


become a primer for appliance-handl- 
ing hardware retailers. 
andising factors considered, and cor- 


3asic merch- 


rected, were: 


Electrical appliances need adequate 
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display space—most hardware doesn't. 


Appliances suffered when they shared 
space with the hardware department. 
Variety and selection is the key to 
hardware display; attractiveness and 
appeal are added, important necessities 
for appliances. Neither can use the 
other’s method of display, a combina- 
tion hurts both. 

Ott’s moved appliances out of the 
hardware department into 3,000 sq. ft 
of modern design. Now the appliance 
department has space for model kitch- 
ens, space for departmenting within the 
appliance section, adequate areas for 
groupings of small appliances, space for 
a commercial refrigeration display, a 
corner for emphasis on radios. Impos- 





sible within the hardware department, 
no easy task even in the new appliance 
center, was the locating of even one 
sample of each appliance line—Ott’s 
handles the G-E, Norge, and Westing- 
plus seven makes of 
washers, five brands of ironers, four 
trade names in electric ranges, four in 
vas ranges, seven lines of radios, etc. 


house full lines, 


More Sales Props 


Appliances need atmosphere — dec- 
oration, color, lighting, all the psycho- 
logical, eye-appealing props that aid in 
specialty selling. These are appliance 
would be hardware 
department luxuries. Ott’s left the 
(Continued on page 242) 
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Suggests Reserve for “RETURNED for REPAIR” 





WHAT IS GIVING DEALERS GRAY HAIR 


While the manufacturer furnishes the parts on a no charge basis, the dealer 
stands all the expense of service. As you can conclude, this not only is causing 
us an immediate expense, but is destroying our business and tearing down our 
reputation, writes one dealer. 


If you don’t believe it, he says, look at some specific troubles that are on our 
hook right now: 


1 Mrs. W. R. Strong: Needs lamp assembly top for range. Ordered Sept. 23, 
1947. Calls us continuously and is mad clear through. 


2 Mrs. Beverly Enders, R. R. 3: Needs new relay for refrigerator. Ordered 
Sept. 27, 1947. She has not had as much as three days use out of her refrigerator. 
She has not made any payments and will not do so until such time as she is able 
to get use of the refrigerator. Also she has on order a range and automatic 
washer of the same brand. She has refused both of these and is doing all she can 
to tell people of our poor service. 


3 Mrs. H. B. Brown: Needs new oven control and thermostat for range. 
Ordered Sept. 29, 1947. Mr. Brown has a stomach condition making it necessary 
for him to eat oven prepared meals. Mrs. Brown has to go to the neighbor's with 
each meal to cook for him. She has called us, told us we were hopeless, and that 
she was going to the distributor as well as to the factory. She says she is telling 
everyone about our poor merchandise and that she is going to consult a newspaper 


for permission to write an open letter telling of the service she is receiving at our 
hands 


4 Mrs. Frank DeFrees: Needs exchange fan for refrigerator. This woman 
complained several times. We were out and tried to fix it and finally the fan went 
bad. We ordered this part Aug. 22, 1947. Finally received it the other day with a 
charge of $8.22. Our cost, $12.95 list. This customer refused to pay the bill as 
she complained long before the end of the first year. She feels she has been most 
patient, never has had a satisfactory refrigerator and does not owe us or the 
factory one cent. She is absolutely right. This must be replaced free of charge 
as the unit wos defective long before the end of the guaranty. 


5 Mrs. J. Chwelek: Needs oven element guide for range. Ordered March 4, 
1946 


6 Mrs. Charleine Eminger: Needs door strip for refrigerator. Ordered Sept. 
13, 1946. This woman comes in or calls about once every other week. She is 
completely disgusted and does not hesitate to tell us what she thinks about us, 
distributor and factory 


7 Mrs. John Nagy: Needs speed control handle for ironer. Ordered June 11, 
1947. This customer also proceeds to tell us off about once a week. 


8 Mrs. Gordon Smith: Needs new oven thermostat for range. Ordered July 
19, 1947. This woman has been in often. The last time she actually cried and 
carried on in the presence of several customers, which was not a pretty scene and 
caused no goodwill for the factory name. 


9 Mrs. C. Kelley: Needs new oven thermostat for range. Ordered July 19, 
1947. This customer gets madder every time she comes in and still we can’t help 
her . 

10 Mrs. John Romanelli: Needs new oven control and thermostat for range. 
Ordered Aug. 15, 1947. She comes in regularly to demand a new range. Is 
foreign and makes scene each time. 


11 Mrs. A. L. Hoppopeter: Right side of range damaged. Ordered Aug. 14, 
1947. We ordered this new frame, which was a mistake on our part. One of our 
service men changed a front on an electric range several months ago. It took 15 
man-hours and when they got the new panel on it cracked and crazed whereupon 
they entered a pact that before they would change another frame they would 
rather go out of the range business. We feel this is definitely a factory job. One 
of the larger manufacturers of ranges has a policy whereby they allow the dealer 
$20 in case of this type of damage and then they allow the dealer work in it with 
the customer any way he pleases. This seems like a good solution to a bad problem. 


12 Mrs. E. Jozwiek: Needs new switch for door which controls light in 
refrigerator. Ordered Oct. 1, 1947. Is delinquent on payments and feels she is 
justified in holding up the money. 


13 Mrs. S. L. Kistler: Needs new back surface unit for range. 


Ordered 
Oct. 1, 1947. Keeps calling up and getting out of patience with us. 
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APPLIANCES 


Twenty percent of new units coming 


through bring complaints, is esti- 


mate; postwar demoralization blamed. 


HE gentleman at the adjacent 
desk bought a new vacuum 
cleaner. It had a bug in it, so 
he carried it back to the Chicago loop 
store where he made his purchase. 
“What!” cried the clerk. “Another 
one?” 

“Just what do you mean—another 
one?” meekly inquired my gentleman 
friend. 

“We're getting back too many 
cleaners we sell returned for repairs. 


That’s what I mean,” snapped the 
peevish clerk. “And it’s getting mo- 
notonous,” 


Perhaps this is an exaggeration, but 
the fact remains that “Returned for 
Repairs” is the ticket on many items. 
The trouble is general. In South Bend, 
Indiana, a dealer lists a dozen items 
from refrigerators down that are hung 
up through defects. 

“Tt means that we have to take a loss 
through pick-up and delivery, through 
stoppage of installment payments, and 
on new merchandise on which the dis- 
counts are not too long anyway,” he 
says. “And the worst of it is, the 
manufacturers don’t seem to appreciate 
what is going on through lack of 
inspection.” 


Complaints Up 4 to 1 Over Pre-war 


Ray Jones of Denver, who whole- 
sales washer parts from a number of 
manufacturers, and is in contact with 
a great many dealers, agrees that the 
situation is bad. 

“T think the number of complaints 
on new appliances is four to one over 
the pre-war rate. All are not due to 
mechanical defects. Some are caused 
by lack of instruction to the user at the 
time of delivery. 

“As to the cost of correcting the 
faults as we encounter them. They are 
usually very minor and the factories 
have, for the most part, been willing 
to accept the judgment of the man in 
the field as to replacement of parts— 
no charge. In many instances entire 
units or mechanisms are replaced on 
this basis, and in some cases the fac- 
tory will stand the freight both ways 
if the replacement seems justified. 

“The dealer who sold the appliances 
is required to pay the local delivery 
charge and the actual labor charge. 
Our experience would indicate that 
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the average in warranty complaint 


would cost the dealer from $3 to $5,” 
Build-up for a Black Eye 


Mr. Jones goes on to point out that 
the customer who buys from a dealer 
with a service department is getting 
the best of the bargain these days, 
because it offers him quick, intelligent 
relief. Customers who make the mis- 
take of buying where there is no serv- 
ice get a merry runaround when some- 
thing goes wrong. As with the orphan 
brands that could not be repaired dur- 
ing the war, lines in this fix receive 
a black eye with the public. 

Solution, says Ray Jones, is for 
manufacturers to confine their fran- 
chises to those who will understand 
and accept their responsibility as to 
repair work. 

One of the best known factory serv- 
ice directors in the country was in- 
terviewed on the subject recently. 
“Make the talk anonymous,” he sug- 
gested. “It won’t do to have me ad- 
mitting there is anything wrong with 
our line. 

“You can get work out of about a 
third of the population only when it is 
two jumps ahead of starvation,” he 
said. “Today, with 60 million em- 
ployed, it means that every bum that 
wants one can have a job at the snap 
of his fingers. He can’t be pinned down 
to doing painstaking, responsible work. 
Have that situation prevail in every 
factory, and it soon is beyond the con- 
trol of the manufacturer to put out 
the quality he wants to. 


How Virtuous Can You Be? 


“Then, too, the demand is so great 
that the factory can sell anything 
You read of refrigerators going fot 
$60 above list prices, of builders re 
selling equipment on the black market. 
The temptation is to pass units that 
would be sent back for check-up 
pre-war days. Add to this the bugs 
that appear in the parts that are as 
sembled, and you soon have a pretty 
kettle of fish. 

“We are all—dealer, distributor and 
manufacturer alike—caught in a boom 
market. The way appliances are used 
as premiums indicates that they have 
greater drawing power than money. 


(Continued on page 76) 
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IN THE FOOD MARKET 


IN THE THEATRE LOBBY 


Promotion Pays 


UCCESSFUL appliance dealers 
S are generally promotion minded 
The appliance business by its 
itself to colorful 
promotion and showmanship. And at 
no time in the history of the business 
has this been truer than today when 
we have so many interesting and color- 
jul products to promote. 
lake the automatic washer, for ex- 
mple. Here is a product that is glam- 
orous, exciting, appealing to men as 
And, brother dealer, 
you aren’t planning to this 
product by stunts and showmanship, 
like a producer stars a 
glamorous personality in his new show, 
then you are, in this writer’s humble 
opinion, missing a merchandising op- 
portunity. 


ery nature lends 


ell as women. 
star 


somewhat 


One Way to Do It 


How to do it? Well, here’s what 
we did with our Millionth Bendix. 

In September of last year we pur- 
chased a replica of the gold and silver 
3endix sent by Bendix Home Appli- 
ances, Inc. to the Dearborn Institute 
to memorialize the building of one 
million Bendix washers. We had no 
particular promotion in mind when we 
decided to obtain one of these beauti- 
ful display models. And, as far as I 
know, neither did the factory nor dis- 
tributor. That may have been just 


Editor's Note: 


Manufacturers do not always find 
it easy to get their retailers to tie 
in to a national advertising campaign 
or promotion. This article is by a 
dealer who made a most complete tie 
in with such a campaign and bene- 
fited by selling as many of the prod- 
ucts promoted in three and a half 
months as he had sold in the pre- 
ceding eight and a half. 
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How one dealer capitalized on a manufac- 


turer's special promotion and paid off in sales 


By DAVE URNER 


Urner’'s Appliance Center, Bakersfield, Calif. 


as well because generally the most ef- 
promotion is the one the in- 
dividual dealer plans to fit his particu- 
lar business. 


iective 


Arrange Bank Display 


Following display of the handsome 
Bendix in our show windows and inside 
the store itself, we decided to arrange 
for further showings in other public 
places. The Bank of America seemed 
a likely prospect. An attractive display 
in the bank’s lobby would be viewed by 
thousands in the course of a week. 

Armed with a Life magazine show- 
ing a double page advertisement of the 


One Millionth Bendix in color, | 
called on the manager of the bank to 
make my request. 

I spread out the Life magazine and 
explained that we had an exact replica 
of this model that we would like to 
put on display in his bank. Not only 
would the showing of this gold and 
silver Millionth Bendix be of special 
interest to the bank’s customers, I ex- 
plained, but our display cards would 
feature — “Time Plan’ — Bank of 
America’s low-cost financing. Further, 
I explained we would like to advertise 
our display in the local paper and over 
the radio, stressing the tie between the 
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IN THE BANK 


bank and the dealer in financing the 
purchase of home equipment. 

In years gone by banks were prone 
to shun publicity. But Bank of America 
was the first bank to adopt aggressive 
advertising methods and first to pro- 
mote low-cost financing to assist the 
working man in the purchase of things 
he needed. The local manager gave 
his gracious consent and our display 
was a success beyond our expectations. 
Our radio announcements, caused more 
than usual comment because they 
treated the display with levity some- 
what in manner of Henry Morgan. The 
bank was taking in washing, quipped 
the radio announcer, imagine being 
able to get your washing done while 
waiting for the teller to take your 


money. I wasn’t sure just how the 
officials would react to this joking, 


but they took it mighty well and every- 
one about the bank laughed and joshed 
about it. 

Our advertisement in the local af- 
ternon paper headed—“Out to Sell An- 
other Million”’—reviewed the history 
and growth of the Bank of America 
and compared it to the amazing record 
of the Bendix. We took a picture of 
our display and Mr. Dimon, the man- 
ager, sent this picture, together with 
our advertisement, to the San Fran- 
cisco headquarters of the Bank of 
America. I was delighted to receive 
in a few days a letter congratulating 
us “on our fine merchandising pro- 
gram” and thanking us for the com- 
plimentary comments about the bank. 
It was signed by one of the top ex- 
ecutives. 


Next the Theatre 


We next took our display to the 
largest and finest theater of our city. 
(Continued on page 238) 
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Hermeticolly Sore 





“FREEZER 


(OR THARP FREE LONG AMD WR TRO 
STORAGE OF PROZEN FOODS 








A HOME FREEZER DEMONSTRATION is given by Mr. Moore to an interested Chat- 


tanooga housewife 





NN a ¢ 1 I l ft the big 
| ger Hospital in Chattanooga, 
l'enn., a patient gazed at the ceil- 
ing quietly w e listening to a Sunday 
tternoon radio program. The patient 
idn’t had visitor all day, but he 
eel lonely because the wonder 
radio had brought the outside world 

t sick ! 
Atte while patient grew 
drows 1 before ing over for a 


ful and healing nap, reached over 
to turn the radio off. With a slow smile 
irt full of grati- 
tude, he read mall, unobtrusive sign 


on the top of t ibinet: “This radio 

loaned to you through the courtesy 
of Modern Home Appliances, 115 East 
7th Street, Chattanooga.” 


The idea of lending radios to the 
1ospital is one of several merchandis- 
originated by Fred H. 
Moore, owner and operator of the 

ttanooga firm, and Richard B. 
\litchell, his assistant manager. These 
two live wires, scarcely out of their 
‘teens, have set up an enviable business 
by carefully f 


} 


stunts 


analyzing the buyers of 


eir city 





'y instituting selling 


ethods which strike responsive chords 
these buyers, 


Study Brings Results 


As Mr. Moore expresses it, the sell- 
ing methods thus devised are the result 
f a thorough study of the business as 
it was handled by former owners and 
the application of remedial methods 
where needed 
PAGE 50 


A properly sold customer can become a word-of-mouth advertiser. 


NEW IDEAS PAY OF 


“Take the idea placing radios in 
says Mr. 
was not done haphazardly. 
had a long talk with several church 


the hospital, 


Moore. “It 


T 


oie. ie 
eXa lipie, 


pastors here and got their opinion as 
ll their cooperation on it. Of 
urse, if we never sold a radio as a 
esult of the move, it would be perfectly 


all right with us, since we feel we are 
loing a charitable thing, anyway. 

“On the contrary 
hat it has resulted 


however, we find 
several radio 

ales for us, as well as creating a great 
sunt of good will among the church 

people and the hospital patients.” 

Mr. Moore and Mr. Mitchell have 
used other selling ideas with great 
Most of these ideas are built 
the firm’s efforts to obtain 

rd-of-mouth advertising, which the 
owner considers the best possible me- 


lium for merchandising. 


uccess 


1round 


Word of Mouth 


“If we can make our customers 
happy and satisfied with the equipment 
we sell them,” he explains, “we know 
they'll tell others. Therefore, this is a 
lling factor that we have concer 
trated on. Our procedure is first to sell, 
install and service an appliance. In 
later contacts, we casually suggest to 
the customer that she drop into the 
store with some of her friends and 
receive a copy of The American Wom- 
an’s Cookbook, free of charge. After 
this is done, we then offer her the 
choice of some other merchandise when 
1e brings in other customers. The 
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CLARITY OF TONE and beauty of workmanship are described by Mr. Mitchell for two 


customers interested in a radio. 


stunt works perfectly and I can truth- 
tully say the best customers we have 
were brought to us by other customers. 
Only last Saturday, we had a car load 
of ‘word-of-mouth’ customers who 
same from as far as 50 miles away.” 


Church Business Good 


Mr. Moore has made it a point to 
meet and cultivate many of the church 
leaders in Chattanooga, since he sells 
quite a bit of equipment to local 
hurches, such as heaters, fans, air-con- 
ying and smaller appliances. In 
order to get such business he goes far 
yut of his way to assist the churches in 
other matters. For example, he has 
been able to obtain for the churches 
much-needed lumber—at $75 per 1,000 
feet—through his personal connections. 


Naturally, the churches are grateful 
and the relations are mutually profit- 
ah) 

apie. 


Mr. Moore reads the newspapers 
carefully and uses them as a source of 
prospects. When marriage licenses are 
issued, he sends a card to the bride-to- 
be, reading: “Congratulations on your 
forthcoming marriage. If you will stop 
by Modern Home Appliances, we will 
present you with a present.” The gift 
is a small but valuable appliance such 
as a toaster, percolator or iron, and ac- 
cording to Mr. Moore, many valuable 
customers have been obtained through 
the gift idea. 

The newspapers also afford Mr. 
Moore and Mr. Mitchell other oppor- 
tunities to bring traffic into the store. 
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Careful analysis of buyers and a freshness in 
merchandising methods have spelled success for 


Modern Home Appliances in Chattanooga, Tenn. 


When the World Series is played, or 
on Saturdays when a top-notch football 
game is scheduled, the store advertises 
a special radio matinee with comfort- 
able chairs for the listeners and on 
these occasions, the store usually is 


filled. 
Special Is Popular 


A regular practice of the store is the 
tri-monthly special sales event. Three 
times during every month, some par- 
ticular appliance is placed on sale bear- 
ing a bona fide price cut and the event 
is announced in the firm’s newspaper 
and radio advertising. According to 
Mr. Moore, Chattanoogans have come 
to look forward to these special sales 
and many buyers wait for their advent. 

Mr. Moore’s sales ideas are the re- 
sult of his eight years in merchandis- 
ing appliances. His advice to his out- 
side salesmen is to make fewer calls 
and make them intelligently rather than 
trying to cover everything. His major 
lines are Gibson, Norge, Philco and 
Presteline. 


Trial and Error 


“We haven’t been in business here 
so many months,” he says. “But our 
first move on opening up was to study 
the arrangement and selling procedure 
of the former owners. Those methods 
which were good, we have retained, 
but those which did not click, we have 
changed or tried to improve on. By 
this trial and error routine, we have 
doubled our business volume.” End 
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AN OVERALL VIEW of the Modern Home Appliance Shop shows an arrangement both convenient for and BY OFFERING A GIFT to couples who obtain marriage licenses, 
attractive to shoppers. The youngsters appreciate the big lounge in the center of the store but they are not Modern Home Appliances has made many valuable customers, who 
the only ones who do. naturally are interested in displays of modern home equipment. 











FRED H. MOORE, OWNER of the firm right) and R. B. Mitchell, A FAMILY, WITH ALL AGES REPRESENTED, here listens to a radio matinee which is regularly featured 
assistant manager, talk over new ideas in selling appliances. These live by Modern Home Appliances. An event such as the World Series or a major football game, packs traffic into 
wires recently have doubled sales volume with selling stunts. the store 
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R. B. MITCHELL, ASSISTANT MANAGER, shows a customer the inner workings of CUSTOMERS smilingly and willingly hand over checks for equipment bought during the 


some kitchen equipment. Mr. Mitchell is responsible for many innovations in merchandis- store’s tri-monthly special sales events, during which substantial price cuts are made on 
ing used by the Chattanooga firm. standard merchandise. 
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IT’S SMART MERCHANDISING to put space heaters 


in the window before the weather gets cold 


When a 


SALESMAN 


Becomes a 


STOREKEEPER 


The proprietor of Meridian Electric Co., Indi- 


anapolis, tells of the things he had to learn 


when he switched over to the management job. 


On that job he learned every foible 
He knew where 
they foregathered for coffee an 
doughnuts about a mile away from the 
othce. He knew the movies they snug- 
gled into on rainy days. He knew ex- 
actly how many calls the average man 
actually made. In short, he had out- 
side selling pegged from every angle 


So, when Nathan Regan, who oper 
ates a bakery on South Meridian St., in 
Indianapolis, asked him to take over 
and manage an electrical appliance 
business which he also owned, Mitch 
Epstein was in an ideal position to run 
1 group of outside salesmen—possibly 

e first group t is re ed work 

g Indiana e the wa 


But ed ove ] nrst 

at the were a t thing n ope 
iting a store tha esman has only 
1 vague idea For example é 
learned that a deale isually h t 
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yn financial deals, and is usu- 
lly stuck with them. The morning 
ELECTRICAL MERCHANDISING called 
ere was some paper on his desk 
buy back. 

“We operate on a non-recourse basis 

er three months,” he explained. ‘The 
finance company is supposed to check 
up the man’s credit on each sale. You 
can see from this they didn’t. They 
accepted the sale and figured they could 
throw it back on me within three 
months if anything went wrong. Here 
I have the whole mess on my desk. 

“Another thing: If a man once gets 
1 bad rating he is off the finance com- 
pany’s books forever. Now sometimes 
there are circumstances. Here is a case 
n which a chap had a couple of bad 
falls which I believe happened through 
no fault of his own. I am convinced 
that under normal circumstances he 
will pay off. Here I, as a dealer, have 
to pass judgment. It’s things like this 
that keep life from being dull.” 

Mr. Epstein has discovered that it 
is in radio and in small appliances that 
the dubious credit risks occur. Major 
stuff with numbers attached is easily 
picked up and resold. So far, he has 
been fortunate with losses of only $150 
on $6,000 in radio sales. 





WHY NOT TIE IN pots and pans when you make a 
range sale, asks Mr. Epstein. 


BECAUSE IT WARMS THE STORE, the Sun Flome 


oil heater is always ready for a demonstration. 








THE BOYS NATURALLY PREFER to sell complete kitchens because here they can 


make the most money. 


The Meridian Electric Co. carries a 
$25,000 stock, and Mr. Epstein esti- 
mates he turns it about four times a 
year. 

What makes his operation notable is 
the fact that he is one of the few deal- 
ers, if not the only one in Indianapolis 
who is operating an outside sales crew. 


Outside Men Prefer Kitchen Business 


Salesmen, of whom there are two, 
are paid a draw of $25 a week, plus 
5 percent on the first $500 in sales; 8 
percent on the second $500 in sales; 10 
percent on anything from 1,000 to 
$1,500; and 12 percent on $1,500 or 
over. 

Having been an outside man himself, 
Mr. Epstein knows just how to pick 
the boys who will deliver the goods. As 
quickly as merchandise gets more 
available he expects to expand in this 
direction. 

“Of course the boys are selling com- 
plete kitchens. It’s difficult to get a 
man to sell cleaners outside today when 
he can get around $600 a crack for 
kitchen sales. Incidentally, we could 
sell a lot more of them if we could get 
delivery from Youngstown.” 

Meridian Electric has a deal with a 
plumber, a carpenter and an electrician. 
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Mr. Epstein pays them off wher 


customer signs a release under the 
FHA system. 
Like many small dealers, Meridian 


Electric figures all the angles. For ex- 
ample, the trucker that delivers the oil 
heaters installs them, for economy. 

In the store he is learning that time- 
liness is important in electrical appli 
ances. Electric heaters were being 
moved up to the window when this 
call was made. 

The firm operates two stores, both of 
which have low rent because the neigh- 
borhoods are rather poor. Two girl 
operate the record and radio end in the 
main one. In the other side the stock- 
room and office is combined. The Ep- 
stein technique is to have islands in 
the store displaying Youngstown 
Pressed Steel kitchens, Arvin water 
heaters, Philco radio, Admiral and Es- 
tate ranges, and Sunflame oil heaters. 
Since the store is heated by a Sunflame 
heater, a demonstration is going on all 
the time. 

“There are a lot more things to run- 
ning a store than selling,” he told 
ELECTRICAL MERCHANDISING. “And 
the operator of a store does not get 
nearly as much time for fun as 
salesmen, either.” End 


s 
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tion to the entire neighborhood. The owners expect business to grow with the community. 
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business staging a 


Fall Range Show 





Lafayette. We Are Were 


THE AUTUMN RANGE SHOW, staged some fifteen months after the store opened its doors, 


Li, 
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THE PARTNERS, Bill Schedler 
Connelly Jr. started the business. 


served as a formal introduc- ond Matt 


ost firms. The sales floor is 50 x 120 they have water heaters, 
with a corresponding basement f{ 


Tl 


ne 


gas ranges; 
radio, home freezers, small appliances, 
air conditioning,—in fact, most lines 

the of conventional 
type washers, which they are still hop- 
ing to add to fill out the picture on the 


le the 


rvice and store 


1t 
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storage. 


main highway and with with exception 


windows, plus effective 
it can hardly 
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t! THE WESTINGHOUSE MODEL KITCHEN was the center of interest on the elec- 
9 trical side. 

NG ELECTRICAL MERCHANDISING—MARCH 





FOR THE RANGE SHOW the general appliance display was moved to the sales 
room at the back, while the entire front of the store was devoted to a range display. 











~and? 


THE RADIO AND RECORD PLAYER SECTION of Monnig’s is a magnet for music 
lovers who moy buy as they like without high pressure talks from the salesmen. 


HONESTLY... 
It's The Best Policy 


Monnig’s, the oldest department store 





























in Fort Worth, Tex., keeps alive one of 
the finest traditions of the old West 
with its policy Riceg | dealing.”’ 











SALESMEN IN THE HOME FREEZER section of the appliance department learn the 
workings of the product they sell by an intense study of the manufacturer's literature. 
The customer, with a booklet in hand, can follow the sales talk easily. 
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IT IS AN EASY MATTER TO SHOP in the spacious and roomy appliance department 
of Monnig’s. Placed near the credit department of the store, it never lacks traffic. 


NOME observant sage once re- 
S marked that an institution is but 
the lengthened shadow of a man. 
In few instances is this more true than 
in the case of Monnig’s big department 
store in Fort Worth, Texas, where the 
electrical appliance department is re- 
garded as the heart of the store. 

Otto W. Monnig, president of the 
firm, is one business man who believes 
that appliances are as vital to modern 
living as are clothing, shoes, hats, fur- 
niture and automobiles, and the accent 
placed cn the electrical appliance de- 
partment in Monnig’s new million dol- 
lar store proves it. Mr. Monnig liter- 
lly grew up with the firm and through 
has kept his finger on the 
merchandising pulse of Fort Worth. 
It is thus interesting to note that his is 
ne of the first large department stores 
n the Southwest to feature the elec- 
trical appliance section as a major, if 
not dominant, department. 


the years 


Appliance Space Doubled 


In June 1947, after a careful analysis 
of merchandising trends and a con- 
ference with his managers, Mr. Mon- 
nig allotted the appliance department 
double the amount of space previously 
assigned to it and moved the depart- 
ment to the most prominent and de- 
sirable location possible. The new site 
placed the appliance section right next 
to the credit department of the store 
where thousands of customers daily 
must pass through it to reach the cash- 
Besides a radio and 
phonograph section, there are sections 
devoted to small appliances, to ranges 
and refrigerators, to complete kitchen 
equipment and to freezers. The present 
location, on the second floor, is situ- 
it and lingerie 
lepartments of most department stores 


iers’ windows. 


1 


ited where the dress, CO 


ire placed. 


“What influenced Mr. Monnig to 








A PERSONAL INTEREST IN THE WORK of each salesman is taken by C. M. Harris, 
right, manager of the appliance department, who here discusses a new type of cooker 


with one of the department's veterans. 


MARCH 1, 


i 


ff 
ida 
Fa -_ 


ry 















1948—ELECTRICAL 











MERCHANDISING 





SMA 


are | 


eleva 
majo 
Char 
of th 
partr 
than 
catin 
No | 
the f 
elect 
chan 








EL 





iffic. 


‘on- 
[on- 
lent 
usly 














rris, 
oker 

















elevate the appliance department to a 
major section of the store,” says 
Charles R. Stall, advertising manager 
of the firm, “was the fact that this de- 
partment actually handles more credit 
than any other part of the store, indi- 
cating its importance in selling volume. 
No other merchandise has forged to 
the front in the past few years as have 
electrical appliances and no other mer- 


chandise has as bright a future. That’s 
vhy Monnig’s intends to keep up with 
the p t sets.” 


The steady growth of Mon ig’s to a 
tion as one of General f&lectric’s 
ijor retail outlets in the Southwest 
s attributed by Mr. Monnig to one 
factor—‘‘honest dealing.” It is a phrase 
which most Texans appreciate heart- 
ily, conscious as they are of Western 


lore which is heavy with phrases 
as “dealing from the bottom of 

the deck” or “a shady dealer.” 
“But honest dealing is a policy with 








SMALL APPLIANCE SHELVES HOLD a wealth of taasters, percolators, irons, etc., and 
are backed by shiny mirrors which the woman shopper loves. 





us rather than just a catchy phrase,” 
says Mr. Stall, “and it works three 
ways—honesty in advertising, honesty 
in selling and honesty with ourselves. 
Naturally, almost every dealer likes to 
think of himself as honest and he 
wants his customers to regard him 
that way. But Monnig’s has made a 
special point of practicising it since 
1889 and it influences every decision 


the store makes 
Honesty In Advertising 


“Take the matter of honesty in ad- 
vertising. A store may run an ad ona 
refrigerator with a picture blown up 
to heroic proportions and containing 
phrases such as ‘a better refrigerator.’ 
Now, on the surface that’s apparently 
honest. But if the customer asks him- 
self, ‘Better than what?’, then the 
phrase means nothing at all. No dealer, 
1 for that matter, no manufacturer 

(Continued on page 240) 








A FAIR TEXAN GETS A DEMONSTRATION of a radio from one of Monnig’s salesmen 


who specialize in demonstration without exaggerating claims of a product or offering 


inducements to buy. 
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C. M. HARRIS, MANAGER AND BUYER of the electrical department, (left) explains 
to three of his salesmen how equipment may be sold on the “honest dealing” policy. 











THIS MONNIG SALESMAN IS TRAINED to see that customers such as this one get 
an “honest deal” in buying. 











A PROMINENT FACTOR IN THE TRAINING of new salesmen is the instruction they 
get from older men in the department. First sales are usually made in collaboration with 
experienced salesmen. 
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“LUHMAN’S C 











SALES “REPORT CARD” is studied to eliminate closing pitfalls. Carl Luhman, 
left, who lends his name to “Luhman’s Corner” in Tonawanda business history, is an 
exponent of aggressive selling. Ray Ahrens, right, is sales manager. 





CHRIS VOELKER AND AL PEARSON, two of the Luhman service men, like their 
jobs because they “fit” into a happy organization; they sell nights, if they care to. 
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Two spark plugs, Carl Luhman and Ed 


Watson, have made their appliance and 


radio business location at Tonawanda, 
N. Y.,a drawing card for a $300,000 volume 


HEN you learn that “Luh- 
W man’s Corner” is a highly suc- 

cessful electrical merchandis- 
ing center in Tonawanda, N. Y., 25 
minutes out of Buffalo, you are in- 
terested. When you sit down to talk 
about it with Carl Luhman, partner- 
owner, hear the facts and his straight- 
forward manner of giving them, you 
know why. 

“The business has been good to me,” 
he smiles, “but you understand that it 
took some doing, too, on my part and 
on the part of my very cooperative 
partner and personnel. In February, 
1939, my first, small store was opened 
at 1299 Fillmore Ave., Buffalo, with 
a capital of $100 borrowed from my 
father. 

“Rent was $25 a month, payable in 
advance. I used the sides of casket 
cases to make my first office. Since I 
had no money for help, nor for adver- 
tising, I had to go out and contact 
prospects through the kindness of 
friends. I fought for appliances, 
naturally, and did pretty well with 
Zenith radios and Crosley refriger- 
ators. I literally had to drag custom- 
ers back to the store those early days.” 

By March of 1940, he was able to 


move into a larger store in a better 
shopping area, 1555 Genesee St. The 
first location was closed. 

Then came the war. He went t 
Chevrolet in Buffalo as part of their 
engineering department, but he opened 
his store evenings for his growing list 
of steady customers, and during the 
daytime he had one salesman out in 
the field or at the store. 

“Like everywhere else, I guess, it 
was ‘catch-as-catch-can’ for quite a 
while,” admitted Luhman. “Then in 
the spring of ’45 I made one of the 
nicest decisions of my business life. 
You know that there is a theory that 
you should join with a person of like 
temperament for successful relation- 
ships of any kind—but Edward Wat- 
son and myself gambled the other way. 

“We're opposites. He’s a pessimist 
and I’m great on flourishes and blind 
to detail. We incorporated, with my- 
self as president, and Watson as treas- 
urer. He handles all office issues and 
the service end of our business, and 
upkeep of “Luhman’s Corner,” while | 
take care of sales, sales promotion.and 
purchasing. 

The partners put their heads to- 
gether back in °45 and decided tha 
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enable him to better $1,000 in daily gross. 


J. G. RAY, sal 
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lonawanda, one of the oldest shopping 
listricts in western New York, was for 
them. It is the center of about 100,000 
people and surrounded by diversified 
industries. The partners figured that 
all these factories couldn’t close at 
once, come a depression. At 3 S. Ni- 
igara St., they leased a 40-foot front- 
age 
Out of the scramble for merchandise 
they had a tie-in with General Elec- 
> that was fortunate, being exclusive 
ith its major products. They care- 
iully began to lay the groundwork for 
mtinuous success in the merchandis- 
ig of appliances. 

“You might say we have a two- 
‘int program,” said Luhman. “We 
elieve firmly in having a happy, well- 

t organization; and we stress ag- 
gressive salesmanship. The proof of 

pudding comes from our $150,000 
ross during our first year, 1945, and 

» and three days out of every week 

en had to be spent in ‘crying and 
buying.’ 

‘We expect to do better than $300,- 
000 annually now. In November of 
1946 it became evident that we had an 
excellent location and that the public 
liked our way of doing business. That’s 


} 
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RICHARD J. NEVINS, right, one of the Luhman sales corps, knows the “report card” system will 








‘s Corner” radio and television department, thinks the full-year 
unconditional guarantee behind every console sale paves the way for coming television sales. 


when we got the idea for ‘Luhman’s 
Corner.’” 

The partners reasoned that a modern 
store, with a lively merchandising 
policy, could revive interest in what 
was formerly known as the shopping 
center of Tonawanda, but which had 
seemed to lie dormant of recent years. 
By April of °47, they had acquired 
three adjacent stores, and eight first 
and second story apartments in the 
building. Their investment came to 
about $100,000. By July of ’47, a chil- 
dren’s wear shop was out of the build- 
ing, and Luhman’s radio and television 
center was opened. 

In September ’47 the remaining area 
was given over to a large display of 
major appliances and a grand opening 
was planned with new flooring, fix- 
tures and redecoration of the premises. 

Over show windows that line the 
corner, Luhman had hung an impres- 
sive 180-foot sign, about four feet wide 
and projecting out from the building 
nearly a foot; it bands the entire store, 
which juts into a busy intersection at 
less than a 45-degree angle. 

October 15 was set as opening day, 
and both male and female employees 
worked hard the previous evening to 
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clean the store and arrange displays, 
outside help having quit at 5 p. m. 
sharp with the job half finished. This 
incident of cooperation between em- 
ployes and employer is typical at Luh- 
man’s. 

A clocker in front of the store on 
that opening day recorded a new shop- 
ping high for the area—5,700 people 
visited the store, with Tonawanda’s 
actual population only 7,800. Demon- 
strators from Bendix, Eureka, General 
Electric, Philco and Zenith were on 
hand to help the “show.” 


Luhman’s Two-Point Program 


“To keep our sales organization 
happy and aggressive, we of course 
pay a salary to start with, but it isn’t 
enough to live on. We want salesmen 
to know they have something to pick 
up, but not enough to destroy incen- 
tive. Then they get sales bonuses 
regularly. In addition, we have semi- 
annual bonuses. 

“The latter are paid July Ist and 
December Ist, the mid-year sum being 
to help with vacation plans, while the 
December bonus is aimed for making a 
merrier Christmas. In the offing we 
have plans for an_ end-of-the-year 











RAY AHRENS, sales manager, interests a housewife in a Youngstown 
Kitchen at one end of the large display room at Luhman’s. 


bonus that will distribute portions of 
our annual profits. 

In the Luhman service department, 
another important facet of the organ- 
ization under Watson’s management, 
harmony has been attained by making 
personnel responsible in individual 
lines—Robert Miller, w&h an excellent 
radio background, handles radios ex- 
clusively; Al Pearson is the Bendix 
washer man, making installations and 
servicing, and also working on refrig- 
erators; Chris Voelker handles all 
electric servicing in connection with 
ranges, both gas and electric. 

In addition to their regular salaries, 
the service personnel are free to come 
in the store evenings—Luhman’s is 
open every weekday evening,—and do 
a selling job, if they care to, and one 
fellow even financed his new home 
with this additional revenue! 

A “report card” system is the secret 
of Luhman’s aggressive selling pro- 
gram. Heretofore they have been 
plain file cards, about 4x 6”, along the 
top of which are written “Prospect,” 
“Interest” and “Disposition.” Luh- 
man is getting cards printed up, how- 
ever, for this purpose. Every cus- 

(Continued on page 227) 
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2 Now turn the 











After putting the food in the oven, turn the selector control to read 
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3 Move the pointer to the numeral on the “cooking hour” ring that indicates the totap 
cooking hours required. In this case the oven is going to cook for 3 hours. 
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4 The time has come to turn the switch on the right of the electric clock to the position 


marked “set.” This will show that the timer circuit is in use and that the oven cannot 
be operated manually. 


Demonstrating 
The Kelvinator ia, \ : 
Range Timer 


A 


Home Economist Pearl Wilkinson Shows = | 
How Simple It Is to Demonstrate Pll | ‘0 
his 
One of a Series 


O NE of t ou mav meet itomat timer on the Kelvinator 
MM ts Willie : ‘ 
vi i ¥) LIK ( . \ 


range when engaged in testing recipes, 
graduated in 











dressing refrigerators for photographs, 


, . , , 
acKaging 1o0o0ds to De 


Waune 1) leeedl tn a Now turn the combination thermostat and oven switch knob directly to the desired 
Ve l¢ I piaced ne 7 ° P 

ae % ; temperature. The oven will turn on automatically at the time cooking should start 
now ve the ome freezer, or is involved in other 


; : oe The thermostat will maintain the temperature throughout the cooking period and 
aiSKS requiring undivided attention, automatically shut off. 
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The “NEW LOOK" 


Sells Appliances 


Joe M. Bernstein, owner of the Dallas Appliance 


Store, is not competing with the dressmakers, but 


he has found a good way to draw Texas housewives 


into his store. 








MONG those cashing in on the 

rastic change in fashion — be- 
Hattie Carnegie, Sophie 
and Schiaparelli—is Joe M. 
Dallas, 
Mr. Bernstein, 


Gimbel 
Bernstein, of Texas 


however, doesn't 


| his time creating and designing 


women’s clothes—he’s far too busy 
selling and servicing electrical appli- 


rt 
ances at his shop, the Dallas Appliance 
Store, 2116 Greenville Ave. Indeed. 
so profitable is his h 

Dallas newspapers fre 
uently read: “Sold out again. Watch 
this space for new shipment.” And Mr. 
Bernstein isn’t kidding—he sells ap- 
pliances like hot cakes because he has 
been smart enough to institute a sys- 
tem of merchandising which 
f the big Texas city into 

a steady stream. 

rhat’s where the “new look” comes 
in. Mr. Bernstein operates a sewi 
center as part of his business, complete 
with butt 


1 1 
DUsINess that 


Ils in the 


brings 
housewives 
his store 
Wing 
ymns, belts, buckles, hemstitch- 
ing, alterations and advice to custom- 
ers on all sewing matters. He points 
out that he doesn’t make much money 
on the sewing center itself but 
Clares it is the best traffic puller for 
appliance customers ever devised 
“My experts in the sewing depart- 


he de- 
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ment are ready to give advice and help 
m almost any kind of problem con- 


nected with dressmaking,” says Mr. 
Bernstein, “while my experts in the 


store are ready to do the same with 
ippliances. It is an arrangement which 
sells much equipment because of the 
heavy traffic which passes in and out 
t the store.” 


\s set up by Mr 


Bernstein, the sev 


ig center is a department of the store 
which has five sewing machines—with 
perators, a fitting room, a counter 
with buttons, belts, buckles, thread, 
needles, etc., and a lounge where cus- 
tomers may wait whil iving goods 
sewn. The department does not mak¢ 
lresses but has done so in special re- 
quest cases, according to Mr. Bern- 
stein. Its chief functions are minor 


alterations and 
solving sewing 


repairs, hemstitching, 
issisting customers 
problems 


Among the problems posed to the 


sewing center may be questions of 
how to save cloth, what effect to gain 
what to do 

over material. Trimming for 
i fur collar or dress, if done properly, 
may yield enough material for a hat, 
Mr. Bernstein points out, and his 
workers make it a point to study and 


by certain alterations or 


with left 
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been made through such procedure, h« 


A FITTING ROOM IS ONE OF THE features of the sewing center. Workers are 
prepared to give advice on almost every question about sewing a customer can ask. 


A TYPICAL TEXAS BEAUTY —they grow ‘em down that way—gets a demonstra- 
tion of a reconditioned sewing machine from Joe Bernstein, who knows such machinery 
as well as he does ranges and refrigerators. 


ALMOST EVERYTHING FEATURED IN THE sewing center is advertised on 
the front of this shop along with major electrical appliances. The shop is one of 
Dallas’ busiest thoroughfares 


SANIT _ 

¢€ a 
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suggest such economies. Many fast bought on a wholesale basis trom a 
friends and long time customers have house in Brooklyn with which Mr. 


-ontracts. He takes 


Bernstein has 





the 


of this Brooklyn firm, 


re- 


the 


through 


says, and a smart salesman also entire output 

suggest just the appliance in whicl checks them over carefully after 

savings from clothing economy may be ceiving the shipment and places them 

invested. on sale lis st announcing 
The firm does a brisk business in the arrival of each new shipn 


sale of sewing machines as a result ot 
the center’s work and since new ma 
chines are still scarce, a department 


Machines Not Rented 


f reconditioned machines is at pres “We do not rent sewing 
ent a leader in sales, explains Mr. Bernstein, “because 
These reconditioned machines (Continued page 214) 
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FOLKS IN TULSA, where W. L. Mitchener HAYES A. HOLLIBAUGH, vice president H.D. HOLLIBAUGH is in charge of air SIX PEOPLE ARE in the advertising de- 
started as a salesman, remember him. and general manager, Radio Equipment Co conditioner sales for the company. partment headed by Harry Goodpasture. 


Getting Dealers to SELL 


Radio Equipment Co., Indianapolis Dis- 
tributor, Believes in Following Through 
After Merchandise is Shipped 


ECENTLY some 800 automatic specialize just as Radio Equipment 
washers were on the floors of knew it must specialize. 


some 74 dealers of the Radio 


Equipment Co., Indiana and Michigan Distributor First to Specialize 


distributing house. First thing eliminated was the type 
“That was too many, and we set out — of wholesale salesman who runs in and 
to investigate,” declared W. L. Mitch- asks for a “ham, lamb, ram, sheep or 





ener, sales manager of the Indianapolis mutton” order. The 30 salesmen with 
branch. Radio Equipment became specialists. 
What was discovered was the fact 
that the era of people taking things 
away from you was at anend, Flitting 9 
over the horizon, about to join the van- 


1. Radio was given seven men and a sales 
manager. 

. The automatic washer got four men and 
a sales manager. 











ishing buffalo, was the great sellers’ 3. Records got four men and a sales manager. 
RECORD ORDERS ARE FILLED by an assembly line. Dow W. Jackson is manager. market on appliances. 4. Three ae were put on the job of selling 
Well did the Radio Equipment Co. complete kitchens. 
know that dealers would sit around on 5. One man was appointed to contact build- 
their hands for a while and then start ers on complete kitchens, automatic wash- 
screaming, “These things can’t be ers and to supervise installations. 
sold !” Some six people are employed in Ra- 


Going back to the dear dead days dio Equipment Co. advertising depart- 
when selling was a battle, the Radio ment. It is their job to see that the 
Equipment Co. needs only to look at printed material actually gets out to 





its history to see what was wrong. the public. For big accounts they will 

“Appliance selling calls for follow even write advertising. For fellows in 
through and that is invisible,” said Mr. too small territories they are perfectly 
Mitchener. “Just because it is invisible willing to address postcards and send 
is no reason it should not be behind out to his trade. The publicity must 


every deal going through these days.” reach the prospective customers and 
keep beating on them like waves on a 


Evolution of Policy rock. All too much promotional liter- 

Like other distributors, Radio Equip- ature gets stowed away in cellars, Mr. 
ment has sold toys, tools and anything Mitchener said. 

they could get their hands on during One of the great difficulties in get- 


the war days. They had had six men _ ting the dealer’s salesman going is the 
in the field. They had started to be fact that so many are satisfied with 
generous with franchises away back in What they are now making, relates Mr 
1944. All their dealers were eligible Mitchener. “In one Indianapolis de- 
for them at first. It was obvious that partment store alone the salesmen are 
THE IDEA IS to have aisplays that dealers can copy this couldn’t continue. Dealers must (Continued on page 90) 
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yiNeneral Mills Home Appliances 
fast recovering from fire 


Be spit 


ee. 





IN JANUARY THE PRESSUREQUICK SAUCEPAN PLANT AND STOCK OF STEAM IRONING ATTACHMENTS WERE DESTROYED BY FIRE. 


Saucepan production being resumed... Steam 


Ironing Attachment will be announced this spring 


»-- no slowdown of Tru-Heat Irons 


The fire is out. The smoke has cleared 
away. What has happened to the home 
appliances “‘sponsored by Betty Crocker’’? 


Here are the heartening facts: 


The PressureQuick Saucepan. Within a few 
weeks shipments of this new kind of 
pressure saucepan that “‘seals itself” will 
begin to reach the trade again. A new 
plant in Bloomington, Illinois, is now 
going into operation. Advertising on the 
“Betty Crocker Magazine of the Air” 
continuing; the magazine advertising 
schedule has been revised and is continuing. 


The Steam Ironing Attachment. This remark- 
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able new invention that converts the Tru- 
Heat Iron into a steam iron will be 
announced in the Saturday Evening Post 
in two or three months. Since the day of 
the fire, production has been accelerated 
to replace loss of inventory. 


The Tru-Heat Iron. America’s fastest selling 
iron was not affected by the fire at all. 
Production, shipments and sales are 
breaking records every day. And next 
month, extra advertising push will be put 
behind the Tru-Heat Iron in the Saturday 
Evening Post. 
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The development program on new 


Minneapolis Star photo 


appliances is proceeding without inter- 
ruption. 

And now—our sincere thanks to our 
friends in the trade who have sent us so 
many understanding expressions of co- 
operation. We assure you that we are 
emerging from this temporary set-back 
in a better position than ever to serve 
you and your customers. 


Betty Crocker 
isa 
trade name of 


Copyright 1948, General Mills, Inc. General Mills 
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New 2-way tests absolutely prove Bendix 
tops 3 leading non-automatic washers — 
‘+n washability —in germ removal! 


No general words here—no vague statistics — any washer so completely proved its superiority 
but actual, unretouched photographs definitely over its competition on both points! 
prove that the Bendix automatic Washer gets What’s more, the wonderful, do-everything 
clothes cleaner—with less soap—with less hot water! Bendix automatic Washer produced these out- 
The Pittsburgh Testing Laboratory, conduct- standing results using 40%, less soap and 10 gal- 
ing these amazing tests matched a Standard lons less water On a single load of clothes than the 
model Bendix against three leading non-automatic average of the other washers tested. 
washers—all bought on the open market. AWIMA Study these results yourself! Think what a 
standard procedures were followed for soil smashing story they tell to the housewife! Then 
removal tests. Then the loads were tested again —get in touch with your Bendix distributor. Ask 
for germ removal. him how you can tie-in with this great new story 
The results are dynamite! Never before has —to make more sales, more profits! 


Summary of results of two-way tests of washing thoroughness 


IN SOIL REMOVAL: IN GERM REMOVAL: 


The Bendix removed 28% more soil than The Bendix did more than 10 times as 
the average of the other three washers good a job of germ removal as the other 
tested! The Bendix removed 23.3% more three machines tested. 

soil than the best of the three competing 

washers tested! 


HOW THE TESTS WERE MADE: 


The soil removal tests were made in accordance with the the machines used. The Bendix was used in accordance 
Test Manual of the American Washer and Ironer Manu- with the manufacturer's published instructions. Staph- 
facturers’ Association, with water temperatures of 160 ylococcus aureus bacteria (bacteria commonly used for 
for the automatic machine and 125° for non-automatic test purposes) were used to measure efficiency of germ 
type machines as specified by the Manual. removal. 


For the germ removal tests the washing procedure as The four washers used, three non-automatic and a 
above was supplemented by a pre-determined rinse pro- Bendix automatic Washer, were purchased in the open 
cedure established from contact with authorities in the market by Pittsburgh Testing Laboratory. 

field of home laundering including the manufacturers of 


MARCH 1 
, 1948—ELECTRICAL MERCHANDISING 





look at these 


Machine ‘ 


BEFORE 


Here’s an actual photo of the germ 
colonies on the Bendix load before 
the washing test was run off. 


Machine “ 


AFTER 


Now look! Germs are practically 
gone! The load is sparkling clean 
two ways, after it’s washed in a 
Bendix! 


(All photos unretouched) 


“A” 


AFTER 


photographs! 


(All photos unretouched!) 


BEFORE BEFORE 


Machine “B”’ Machine “‘C” 


And here—the loads for the other three washers. 


AFTER AFTER 


= Machine “‘B” Machine “C”’ 


But here! Germs are still very much at home! 
These photographs show 10 or more times as 
many bacterial colonies as the Bendix left after 
washing! 


‘BENDIX HOME APPLIANCES, INC., SOUTH BEND, INDIANA 
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NO RUSTING! NO CORRODING! A Permaglas Water Heater has 


a tank of glass-fused-to-steel. Ii CANNOT rust or corrode under any water 


condition. 


Dealers everywhere are profiting now from the strongest national adver- 
tising in the industry .. . frequent color ads in the big magazines all of your 


customers read ... backing up the sales of this great discovery. 


More than that, dealers are using complete new merchandising materials 


... practical sales tools .. . that carry the great “Permaglas” story right into 


your store. 


Can we tell you about it? Use the coupon below .. . today! 


THERE’S ONLY ONE “PERMAGLAS”—A GREAT AID TO SALES 


SEER EERE EERE EEE ESESEESSEHSSSSSESSSSSSSSHSESESSHSSSSSESHSHESSHESHEHESSHESSHESSHEHHSESSESEs 


It 1S an Amazing New Discovery! 


“Packaged -in-Glass 





See 


Hot Water 


COOCOSOOSOOSOSSOSSHOSSSSSSSHSOOSOSOHOEBSES® 





eeeeeeeeeeeeer 


YOUR OWN CUSTOMERS... hundreds of them 
++.are discovering how they can now have 


automatic hot water that’s pure and clean! 

















SS = 
| | 
| A. ©. SMITH Corporation Tell me how | can make more money | 
| Dept. EM-348 with '' Permaglas.”’ 1 7 
Kankakee Works 
: Kankakee, Illinois i ‘S 8 
NAME = 4 
| Ccorpordagtton 
FIRM = 
| 1 
STREET —_ ! 
| | New York 17 * Atlanta3 © Chicago4 * Houston2 * Seattle 1 
CITY STATE — : Los Angeles 14 © International Division: Milwaukee 1 
ib snecisieeeibeeen een anGEeneEe ene anne qnasenasanas Licensee in Canada: John Inglis Co., Limited 
——_- - ~ Be: oe: ee a eel i >, -_ —e, 
Manufacturers also of better zinc-lined Dereclad and Milwavkee Water Heaters 
- - — - . pe eres a a ee « —_ to wee 
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Leased Record Department 


builds 


APPLIANCE 
TRAFFIC 


Francis Ferguson of Santa Barbara 
gets all the appliance business build- 
ing advantages of a record depart- 
ment, without the headaches and 


responsibilities, by leasing the space 


to a record specialist. 


IKE most appliance dealers in the 
post-war period, Francis Fergu- 
son wanted to cash in on the floor 

traffic that a phonograph record de- 
partment could build for the radio and 
appliance departments of his store in 
Santa Barbara, Calif. But he knew 
nothing about the business of financing, 
buying, stocking, promoting and sell- 
ing records—except that he knew that 
one ought to know a lot about this 
specialized business before going into 
it, and that one ought to be able to 
devote the necessary time to the rec- 
ord business to make it a success. 


Leases Department 


Ferguson’s solution was to lease 
space on his appliance display floor to 
a record specialist, Harry A. Nethery, 
leave the responsibility in his hands, 
while he concentrated on the specialty 
field of radios and appliances. “It has 
been an excellent solution for us,” 
Ferguson says, “because we are spec- 
ialty salesmen with a high cost, high 
volume business. Records are a petty 
cash business. The sales experience 
and the sales temperament needed to 
be successful in moving hundreds of 
dollars worth of appliances is not suit- 
able to the handling and selling of 
records where the profit is measured in 
Pennies per unit, and of course, the 
reverse is true. 

“From a management as well as a 
selling point of view, the record de- 
partment is worlds apart from the 
tadio and appliance departments. For 
example, one of the most important 
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my 
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factors in the successful management 
of a record department is the control 
over stock. You have to have the rec- 
ords that are selling that week. You 
can’t have your money tied up in dead 
inventory. Popular records reach the 
peak of their popularity in a few weeks 
and they drop out of favor and demand 
even more quickly. The 
charge of a record department must 
spend a great deal of his time watch- 
ing for the trends in public tastes, keep 
close watch on the popularity lists that 
are sent out, etc., and control his large 
stock accordingly. He must have the 
time and the patience to keep an active 
inventory control of thousands of titles. 

“I knew that I was not suited to 


person in 


PLAY THE RACES. 


TRY TO PICK THE BExT winner 


e+ Amn eer 


INDEX-INVENTORY CONTROL of Ferguson’s, Santa Barbara, Calif., gives constant reference to all single 
‘records in store’s $7,000 stock. Corner of bar shows one of six built-in turntables each with double head- 
sets. Above is appliance dealer Francis Ferguson, left, who leases this department to record specialist Nethery, 
center. Betty Hoffman, right, is Nethery’s assistant. 


operate such a business, particularly in 
combination with the different respon- 
sibilities that come with owning and 
managing an appliance store. And | 
knew that if I had top-notch appliance 
salesmen on the floor they would not be 
suited to pinch-hit in a record depart- 
ment. But I knew, too, that I 
be slipping in the competitive market 
here if I didn’t set up a record depart- 
ment to boost my floor traffic. The 
public has become used to the local ap- 


would 


pliance store as a source of phonograph 
My market for radio-phono- 
graphs, for radios, traffic appliances 
and even the major appliances would 
profit by having people patronize my 
store regularly for records. 


records. 














PALE GREEN stucco exterior of the new store of Ferguson's, Santa Barbara, Callif., 
cuts down on the glare from the brilliant sun. Windows have been “stepped back” 
progressively to provide three corner windows in one store front. 



































“Of course, I did have the choice of 
setting up a record department and 
hiring a capable specialist to manage 
it. Many other appliance dealers have 
done this very successfully. But I fig- 
ured that this set up would still leave 
me with a certain amount of respon- 
sibility in a business in which I was 
not experienced and in which I had no 
basic interest. I would have to finance 
the department, therefore I would have 
to pay close attention to its operation. 
I would have to take capital out of the 
appliance business for the financing, or 
I would have to arrange a loan and 
thereby add more responsibilities. As 
I felt that the competitive period of 
appliance selling is going to need all 
of my attention, I decided to turn the 
whole thing over to a man who would 
finance and manage the record depart- 
ment as his own property and respon- 
sibility. What I have lost by not 
receiving the full profit from the de- 
partment has been made up by the 
freedom to concentrate on radios and 
appliances.” 


On the other side of the record 
counter Harry A Nethery is a pro- 


prietor—not a hired man, not a man- 
ager, but owner of a phonograph rec- 
ord business. And from him comes 
response as enthusiastic as that from 
the appliance store owner. Says Neth- 
ery: “This is a perfect arrangement 
as far as I am concerned. Naturally [ 
feel that I can do a better job of buy- 
ing and selling records and accessories 
because it is my business and I am the 
(Continued on page 224) 











1, 1948 


PAGE 65 














gecAlst 


MODEL E-427 


Standard Two-Way 
Automatic 


1—Norge electric range has sur- 
face-cooking units clustered at 
left of the one-piece porcelain- 
enameled top. It features auto- 
matic control of the oven opera- 
tion and the appliance outlet. It 
has the same contour-front styl- 
ing as the De Luxe model. Seven 
cooking speeds for each of the 
surface units and deep-well 
Model E-427 is 


priced moderately to attract a 


cooker. The 





broad mid-range market. 
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MODEL E-457 


DeLuxe Automatic 


2— Norge electric range is 
“styled to the minute” and 
provides all the latest advance- 
ments known to the science of 
electric cooking. Seven cooking 
speeds for surface units and 
deep-well cooker; automatic 
turn-on-and-turn-off operation 
of oven, deep-well cooker and 
appliance outlet; two elements 
‘one top, one bottom); cen- 
trally placed oven; two locker- 


type utensil compartments. 


NATIONALLY ADVERTISED 


Norge electric ranges, like all Norge 

a £ 
products, are backed-up by aggressive 
national advertising in the country’s 
leading magazines, such as Saturday 
Evening Post, Life, Ladies’ Home 

_ 
Journal, MeCall’s, Woman’s Home 
Companion, Good Housekeeping, Better 
" ping 

Homes and Gardens, American Home, 


True Story, Household and others. 


A BORG-WARNER 
Norge Division, Borg-Warner Corporation 


DETROIT 26, MICHIGAN 
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The Northington 


Easy to look at. . 


. easy to sell ... . priced to SELL! The 


MIMMS Northington — smartly styled—is the first Air 
Circulator to be built into a fine piece of furniture. Coffee 
table height — mahogany or walnut finish — draft-free, cool, 
low-level air currents —3 quiet speeds give smooth quiet 
performance. Ideal for office or home. The time is right to 
push these Air Circulators. Dealers — Wholesalers — Jobbers 


Manufacturers’ Agents . . 


. write for prices and complete 


information. Some desirable territories still open. 
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mimms 


COMMERCIAL AND 
INDUSTRIAL MODELS 


High (illustrated) and Low Stand Models in 


18, 
latest in fan developments . . . 


24 and 30 inch sizes incorporate the 


the one piece 


propeller blade engineered to diffuse the air 


over the widest area possible of molded plas- 


MOTORS 

by 
Westinghouse 
and 

Redmond 


tic in the 18 and 24 inch and cast alumi- 
num inthe 30 inch. . attractively plated 
chrome column, guard and base . . the 
low stand base is suitable for wall 
mounting. Designed for stores, restau- 


rants, offices, auditoriums, churches, 


homes, or wherever smooth, draft-free circulation of air is 


desired. No unpleasant blasts of air — operation is quiet 


— movement of air is uniform. Engineered and built to 


give a life-time of satisfactory service. We welcome in- 


quiries and will be glad to send prices and complete 
information to interested Jobbers or Dealers. 


1013 E. Broadway 


EN. MIMMS CO. vce rete, 








GLEAMING, PAINTED, NEW, the Hartsdale appliance store of E. Robison, Inc, 
looked like this in just five days after the company took possession from a defunct 
grocery store. Stripes on the wall are the old wallpaper which was merely covered with 
light blue paint to within a few feet of the ceiling. 


Five Days from 
Groceries to Appliances 


When E. Robison, Inc., Hartsdale, N. Y., Finally 
Got Its Appliance Branch It Came in a Hurry. 


ROBISON, INC., purveyors of 

ealmost everything to consumers 
in Scarsdale and Hartsdale, N. Y., had 
for a long time wanted to open a sepa- 
rage store in Hartsdale which would 
be devoted solely to appliances (See 
EM, Sept. 1, 1947, page 42), but just 
couldn't find the space. The company, 
doing about a $2,000,000 annual gross, 
operates housefurnishings stores in 
both towns, an appliance branch in 
Scarsdale, filling stations, garages, and 
a large oil burner and fuel oil service. 
But in Hartsdale the appliances have 
been jammed in with paints, sandpaper, 
tools, and toys in the company’s origi- 
nal small building. When the break 
came, it came in a hurry. A grocery 
store at Hartsdale’s Station Plaza, traf- 
fic center of the town, went out of 


Dw 


business. Robison took possession on 
Wednesday, December 3, and when 
manager Bill Schramm stuck his head 
in the door the place was still loaded 
with groceries. He moved in his gang 
and moved out the groceries. On Sun- 
day afternoon, December 7, Robison’s 
new appliance store was ready to open. 
Grocery display shelves had been cut 
down, painted a light blue, and loaded 
with appliances. The cream and rose 
striped wallpaper walls were painted 
a solid light blue to within a few feet 
of the ceiling. The floor was waxed, 
window displays set up and a model 
kitchen erected. Appliances, appliances 
and appliances were moved in and ar- 
ranged. The only thing left alone were 
the fluorescent fixtures in the ceiling. 
(Continued on page 72) 


\e | ta 


» 


SMALL APPLIANCES repose in easy-to-see profusion on the wooden shelves of 
what was once a display rack for vegetables. The table supporting the lamp display 
was also once a grocery stand. Feverish activity enabled the store to move out the 
groceries, redecorate, move in appliances and open in time for the Christmas trade. 
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143,000 new salesmen ring the doorbells 





You ring up the sales! 





The greatest 


HOME FREEZER 
SELLING PLAN 


ever used 


-- Starts right away! 


TAMA WAL 


TRADE MARK REG U 5S PAT OFF 


hey | ae 4 4 
SELECTIVE SELLING PLAN 





I Talommalelae mlallifiare| 
selling messages. Don't let 


your prospects miss a single one 


Here’s a plan to help you make 1948 your greatest 


reaches your prospects and brings you profits that 
profit-making year . 
I fit £ ~ 


. to bring buyers into your are all your own. 
store all set to see and listen . . . to warm up pros- 
pects and make them ready for your salesmen’s calls 


.. . to stir up action, fire up sales! 


Every month, this plan gives your prospects a 
thorough selling on the need for a Deepfreeze home 
freezer —its distinctive features and outstanding ad- 





It’s the most comprehensive selling activity ever 
offered home freezer dealers. It works right in your 
own community—a Selective Selling Plan that 


vantages. Every month, it directs prospects to you. 
Get in on the opening. DEEPFREEZE DIVISION, MOTOR 
PRODUCTS CORPORATION, NORTH CHICAGO, ILLINOIS. 





THERE’S STILL TIME—CALL YOUR DISTRIBUTOR OR WIRE US COLLECT 





A complete range of new models—one for every purse, for every size family 


9 





De Luxe Model C-10 

Holdsmore than 350 pounds 
of food. Price, delivered 
ond installed—$449.50 





————_4 
Model A-4 


De Luxe Model C-5 r 


Holds more than 168 pounds 
of food. Price, delivered 
and installed—$269.95 


Model B-10 % 
Holds more than 350 pounds 
of food. Price, delivered 
and installed—$389.50 


Model B-5 


Model B-16 

Holdsmore than 560 pounds 
of food. Price, delivered 
and installed—$599.50 


Holds more than 168 pounds 
of food. Price, delivered 
and installed—$239.95 


Holds more than 125 pounds 
of food. Price, delivered 
and installed—$199.95 





3415— NOMA 
15-light multiple 
indoor set. 


For NOMA’s the best known name 
in Christmas lighting! 


———— Whee! Sell em fast! 


. , 3215— NOMA 15-light 

; j ' al castles, utd t. Add-on plug. 

You bet! NOMA’s tops in style | ' Eas = outdoor se on plug 
...quality...selling features! ~~ oer 


‘ 


Yt \ 
Ly? Always in the lead 
on new ideas! 


509— BUBBLE-LITE 
series string... 
selling sensation 
of last Christmas. | 
TP 


503G—BUBBLE-LITE tree. 


In green or white. 


— 


And does the NOMA name 
help you make more money! 

















See us at the 


| 
TOY FAIR, March 8-20 


East Room — Ist Mezzanine 


Hotel McALPIN, N. Y. 


| 











420 — BUBBLE-LITE? lamp 
(series type). Includes specia! 
metal clip to hold lamp upright. 


PACEMAKER... profit maker... that’s the Noma 
line again this year! And there's something “super” 
in store for you... be sure to see the Noma Exhibit 

at the Toy Fair. 


Take advantage of the extra sales power that’s 
in the NOMA name...the name more folks 
know best in Christmas lighting! Cash in on 
the heavier Noma advertising planned for 


“48! Join the NOMA profit parade! 


*Reg Pat. Office 


— 


7 


bon! 


| 
| 
3 


i en 
~% . 


NOMA 


ELECTRIC CORPORATION 
55 West 13th St., New York 11, N.Y. 








WHAT A SENSATION! 


Welch AIRFTLIGHT Cinceulalou 
Are Making With The Trade! 











LONG BEFORE THE WAR — \ 
Welch introduced the unique Air- } 
Flight Circulator with lustrous j 
black plastic top and base; and 
translucent magic-like louver rings 

that control and direct the flow of 
cooling air. Consumer acceptance 

and customer satisfaction have 
made it a phenomenal seller! 


—_— 


A 


plastic top and base with opaque 





nities for selling. 


— A er all 


ANOTHER LONG TIME FAVOR. 
ITE is this all Model 10 in 
attractive baked 


steel 
two-tone grey, 


enamel finish. 1414,” high—and like 


oy , MONTHS of testing and proving 


Welch then introduced this beautiful com- 
panion model. Its handsome mahogany 


buff 


louver rings win new friends 
wherever it is displayed and 
with its unsurpassed beauty 
it offers you new opportu- 


HERE’S YOUR STORY OF 


2 , DOLLARS AND SENSE! 


other Welch Air-Flight Circulators 


it has a 3 speed switch 


comfort, safety and satisfaction. 





Write us for details today. 






« 





t ly “ee Mil & U ‘ * Guaranteed by % 
Good Housekeeping 
4/ / / j, fy V/ VY litl ( Mi Why 45 apveanisto WES 
7 
W. W. WELCH CO. General Offices: CINCINNATI 2, 
PAGE 72 
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With this complete line of the handsom- 
est and most efficient Air-Circulators 
. . . backed by national advertising . . . 
proved in competitive selling to do an 
outstanding job, your store can make an 
even better record in aggressive selling. 

The motor is guaranteed for a full 
year. The construction of each Welch 
Air-Flight Circulator assures greater 


. Now is the time to plan to feature 
| Welch Air-Flight Circulators this season. 


OHIO. 
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Five Days 





CONTINUED FROM PAGE 68mm nncsmes 


Television antennae were i: illed 
and water connections to the w 


cing 
washer demonstrators were hool up 
Done without mirrors or magic, the 


job was complicated by the hordes of 
the curious, the well-wishers an: the 
Christmas shoppers who cluttered! the 
floor, badgered the near-franti Staff 
with questions and attempts to buy be. 
fore the official opening. “What can we 
do?” moaned Schramm as the deadline 
neared, ‘“‘We can’t tell ’em to get out 
and I’m not the guy to refuse to sel] 
a refrigerator just because we haven't 
officially opened.” 

On Monday, December 18, the stor¢ 
did open, officially, in time for the 
Christmas rush. “You know,”’ said 
Bill Schramm, when the opening was 
a fact, “I used to think we'd never get 
a new store. And now we've got one 
but it’s all been so quick that I’m not 
sure what’s happened.” End 


Servicing 
by Airplane 


N Wyoming, where 100,000 acre 
ranches are not uncommon, it fre 
quently is quite a chore to handle the 
servicing on appliances sold to outlying 
customers. Leland E. Dickinson, who 
with his partner, Elwood D. Duncan, 
make up the firm of Duncan and Dick- 
inson of Sheridan, Wyoming, has found 
the answer to this problem in the use 
of an airplane for servicing trips. The 
firm does not own the plane, but rents 
a small machine for any service trip 
more than 20 miles out of town. Dick- 
inson himself is pilot and takes off with 
all necessary parts and repair kit. Farm 
managers who live in these isolated 
areas are usually sufficiently mechan- 
ical so that they can report pretty 
accurately what is wrong, making it 
possible to take along the correct items 
for the job. When necessary, the re- 
frigerator, washer or other appliance 
can be loaded on the plane and brought 
in to the shop in town for more elab- 
orate repairs. The cost of renting a 
small plane is not high and more that 
pays for itself in time saved and in the 
satisfaction of customers who do not 
have to wait until a full day’s tim 
available to make the trip by automo 
bile or truck. The fact that airplane 
service can be promised is a factor 1 
winning business in the first place, not 
to mention free publicity in the press 
Incidentally, the fact that these 1s0- 
lated ranch centers are frequently ¢ 
tant from power lines has led to extra 
business for the firm, which has learned 
that there is good business to be had in 
selling a “canned gas” power plant as 
an initial sale, following this u 
selling the appliances which every 
ranch owner wants to possess ul 
which would be useless were no 
tricity available. 
freezers have been good follow-up 
to such an installation. The store ow 
carries propane equipment, along © ‘t! 
electrical, and feels that in this pa 
lar area, it is not undermining 
building up its sales by so doing. 





Refrigerators nd 











If ever a product was truly “customer conscious” that 

product isthe sensational new Leonard Electric Range. 

e Engineered for cooking ease, the new control 

M k panel is a wonder of compactness, convenience and 
d H ni g Qj accessibility. Definitely advanced, too, are the speedy 
surface units that tilt up for quick cleaning . . . the 

thrifty Deep Well Cooker that becomes a 4th Surface 


4 Unit . . . full 6-quart pressure cooker available as an 
reat qe nc se accessory for the Deep Well...the big oversize oven 


... roomy storage drawers running on roller bearings. 





Its obvious quality, in construction and appear- 


ance, confirms again the Leonard reputation for better 
eve n reater i home appliances—appliances that build ever greater 
e customer satisfaction for the store that sells them. 
With this great new range and its companion line 
of post-war ‘“Top-to-Base” refrigerators—as well as 
the Leonard Home Freezer, it is no wonder that 
Leonard dealers the country over look forward to a 
future unsurpassed in the appliance industry. 





LEONARD DIVISION OF NASH-KELVINATOR CORPORATION, DETROIT. MICH, 


«, LEONARD 


new 


THE FRANCHISE THAT BUILDS 


CUSTOMER SATISFACTION THROUGH 


LASTING DEPENDABILITY 


_- Seas: 2 ioe fe 
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When you hear it you'll say... 
HERE’S THE FINEST LOW PRICE 
FM-AM TABLE MODEL EVER 
OFFERED IN THE RADIO INDUSTRY 








008 C80 ceccer 
ee e 
m* eeee 


é geeee 
eeere” 
e** 


¢ a ED 


PAGE 74 1, 1948—ELECTRICAL MERCHANDISING 





Here’s the radio that opens a new and market that’s waiting and untouched. Stock, promote 

fertile field of FM prospects for you—Model and demonstrate the new Westinghouse Model 182. 

182. For Westinghouse engineering ingenuity has It’s genuine FM that speaks for itself . . . and your 

pared the cost, not the quality of genuine FM—a_ customers can hear the difference! It’s genuine FM 
fact that’s clear to the ear when you listen to the 182. with a price tag that shouts its value. 


So, corral an increased share of the FM. mass Home RADIO DIVISION + WESTINGHOUSE ELECTRIC CORPORATION - SUNBURY, PA. 


FEATURES THAT ARE REAL SALES ADVANTAGES FOR YOU TO SELL 


Westinghouse FM—It'’s genuine FM. No static. (© 


looking mahogany color that will fit with either 


No fading. No interference. Every note reproduced period or modern furnishings. 


exactly as broadcast against a background of pure | én . ‘ 
en ‘ ies : ° I Automatic Volume Control—Full automatic 
silence. : 

volume control tones down high power of nearby 
Plenti-Power— Another exclusive Westinghouse Pa stations and brings up the signal of distant stations 
feature. It gives the extra reserve of power needed — ... thus tending to bring in all stations at a de 
for true-to-life performance . . . it reproduces the sirable level. 


Easy-To-Read, Edge-Lighted Dial—Large, 
Small Size —Big performance — Model 182 ap- xe bold markings of ivory, gold, and orange against a 
peals to all who want a compact FM ane codes j brown background that matches the cabinet finish 
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that will give them the concert-hall clarity of re- 
production usually found only in a console. 


One-Piece Cabinet — Made of a single piece of 
strong durable plastic, the cabinet comes in a rich- 


Clits fied alice 


make station settings readable at a glance. Edge 
lighting further improves visibility of the inclined 
dial. 

Yes, all this . . . at a price that appeals to millions 
who, heretofore could not afford FM! 


Listen to Ted Malone, heard every morning, Mon- 
day through Friday, A.B.C. Network. 


Westinghouse. 


PLANTS IN 25 CITIES OFFICES EVERYWHERE 
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AMERICA’S MOST COMPLETE 


OF QUALITY WINDOW FANS 


* Sell Meier Nu-air WindoFans and you sell quality and per- 


formance quality and performance backed by 44 


experience in designing, engineering and producing electrical 


equipment for domestic and industrial use. 


You can offer Meier-made electrical products to your customers 


with confidence. 


Meier Nu-air WindoFans are sturdily built, light-weight, readily 
portable, and easily installed. Anyone with a screw driver and 


ordinary pliers can do the job. 


This yeor, it's Nu-oir 


the facts . our 1948 sales plons.. 


ington Street, Indianapolis 7, indiana. 


4 


FAMED FOR DEPENDABILITY THROUGHOUT 


_ Model RW160 for windows 


up to 30” wide. up to 36" wide. 
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. and they're headed for new sales records. Get all 
. liberal trade discounts and advertising 
allowance. Write today to Meier Electric & Machine Co., Inc., 3523 East Wash- 


Model W12 for windows 
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FOR 


e Homes e Apartments 

e Hotels « Offices 

e Stores e Schools 

e Hospitals « Public Buildings 


LINE 


venee of e Institutions 
. : e wherever fresh, cool air 
is desirable for comfort 


and health. 





We'll be telling the Nu-air story soon 
to more than 7 million readers of The 
Saturday Evening Post, Better Homes 
and Gardens and House Beautiful 
Magazine. 


THE WORLD 
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Model 313F New Improved 
FilT-R-FAN—The fan that 
filters as it cools. 
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Repair Reserve 


ome CONTINUED FROM PAGE 48 emmmnnmmes 


“What are we to do if we do not 
want the public to become soured on 
the industry eventually? Here is a 
suggestion for the pot. The cost of 
making sales today is ridiculously low, 
A Denver department store reported 
recently that sales were costing them 
2} percent. Think of it! They used to 
cost 10 to 15 percent. Stores every- 
where have been raking in an inordj- 
nate profit on their sales. On the 
other hand service costs have risen, 

“My suggestion is this: For the 
dealer to set up a reserve of $5 for 
each washer, range or refrigerator— 
or other items—to cover possible re- 
pairs on each machine he sells. I say 
the dealer because he is at the end of 
the line and gets the trouble dumped 
in his lap. 

“I think any retailer selling appli- 
ances should set up a service depart- 
ment. The fallacy of turning work 
over to an independent service opera- 
tion is that it is in business to make 
money and is going to get all the 
traffic will bear, even if it makes the 
owner sore, 

“The other day a man living ina 
suburb north of Chicago bought a 
refrigerator. Something went wrong 
with one of the controls and he called 
the dealer. ‘We don’t handle service’ 
glibly replied the dealer. ‘Try so-and- 
so.” 

“So-and-so is an independent serv- 
ice outfit. It made the trip, did the 
repair, and charged $27.50 for a part 
that cost about $1.50. So-and-so didn’t 
give a damn if that customer is for- 
ever off that particular line. The 
burned owner is a prospect for a lot 
of other electrical stuff, and when the 
dealer attempts to follow-up, he will 
get the surprise of his life. Sure, it 
makes no difference now, but when 
real selling starts, a lot of lines are 
going to collapse like houses of cards. 


Distributors’ Job 


“The distributors over this country 
can take a lot of load off dealers by 
having complete repair shops and 
tools in case dealers need major help. 

“Manufacturers can run a lot more 
service schools for both distributors 
and dealers. By getting everybody to- 
gether they can consolidate knowledge 
of the situation, and how to handle it. 

“The small appliance manufacturers 
especially need to do more about serv- 
ice schools. 

“Everybody needs more training on 
the business of classifying calls. The 
family with a freezer full of meat 
which has stopped calls for quicker at- 
tention than the lady whose ironing 
machine cover is burned. Instead ot 
classifying calls by time received, rate 
them by possible damage if not imme- 
diately taken care of. 

“As soon as possible the manufac- 
turers are going to tighten up on in- 
spection and restore pre-war quality. 
But it won’t happen until a lot 
people get hungry and want to hang 
on to their jobs. Meanwhile, with 


everybody making money with small 
sales costs, that service reserve 15 t¢ 
thing—it will tide over the bumps a” . 

En 









keep the public satisfied.” 
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meat 
er at- 
oning 
ad ot 


_ everywhere want the 


advantages of finger-tip Bowl Control 
that only Hamilton Beach gives them. 

They welcome those better-blended 
foods that only thorough mixing 
brings. They appreciate the way it lets 
them avoid stopping the motor, tilting 


the beaters, lifting the bowl. They 


prefer its short cuts that save them time. 

The well-read Hamilton Beach ad- 
vertising campaign is telling the Bowl 
Control story to your customers right 
now. It’s a sound story for you to tell, 
too. Hamilton Beach Company, Division 
of Scovill Manufacturing Co., Racine, 


Wisconsin. 


BEATS EVERYTHING FOR SAVING WOMEN WORK! 


* The new 


Hami : 
Deluxe upri ean Douek 


‘ ght mod 

wide-beam hewditune — a 

shows up dim-corner dirt 
“action fi 

tle beats, iehan aaa 

lifts with powerfy! suc- 

tion. Soves time, saves 

work, saves rugs! 


HAMILTON BEACH 
Food Mixer 
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NEW LEWYT ‘MARKET PLACE’ 
makes Demonstrations more 





Produces more dollars per sq. ft. than 
90% of the merchandise on your floor. 




















CUUM CLEANER * Creates volume sales by exploiting floor traffic! 


% 
0_BAG to om 
. 


* Draws prospects to it—gets ‘names’ for follow- 


3 ups! 
a oe il * Always ready—flick switch and start demon- 
fie ll strating! 


* Guides your salesman’s talk with words-and- 


pictures! 


* Gives you a modern Vacuum Cleaner Depart- 


ment in only 15 sq. ft. of floor area! 


*® Permanent display —solidly built for years of 
profitable service! 


(rhymes with ‘do it'l 


VACUUM 
CLEANER 
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GUIDES SALESMAN’S TALK 
Profitable ! !! 


en 
oe 


Long -mor features than | 


any other vacuum cleaner! | 
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»-No Messy Bag to Empty! 


It's Quiet...No Roar! 


e No dust leaks back into room —Triple Filters 
eliminate dust! 


e Unique dust-tight storage container. 


e High-suction rug nozzle has adjustable Fuller 
brush for lint, hairs, threads. 


e Dusts furniture, cleans walls, drapes, rugs, bare 
floors, mattresses; de-moths closets; sprays paint 
and insecticides. 


@ Cyclonic suction gets imbedded dirt. 
Won't clog and choke-off power. 


th 


@ No heavy weight to push-pull. 
e Nothing extra to buy—moderate price 


includes all 7 attachments. 


DISTRIBUTORS ARE FRANCHISING NOW FROM COAST TO COAST! 
WRITE TODAY FOR NAME OF DISTRIBUTOR IN YOUR TERRITORY! 


Vacuum Cleaner Division, Lewyt Corporation, 76 Broadway, Brooklyn 11, New York 
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YOUR OPPORTUNITY TO DISTRIBUTE — 


SECO 


WINDOW FANS a«d 
VENTILATING FANS 
Means Perfect Cooling through 
A-I-R V-E-N-T-I-L-A-T-I-O-N 7oz 
HOMES: APARTMENTS: OFFICES: INDUSTRY 


—— to Selt/ 


“SECO” Portable 
DUAL-PURPOSE 
WINDOW 


Fan 














.. Provides easy, simple 
installation in any desir- 
able Window opening. 








. ..When placed on Floor 


icntn ete, 
of Home or OMice quiet Over-all Dimensions 24” x 24” x 10” 


Note: Decorative expanded protective 
grill, finished in rich Ivory Enamel. 


“SECO’ BELT DRIVEN 
COOLING FAN 


Greater Air Capacity For Maximum A-I-R 
V-E-N-T-I-L-A-T-I-O-N. 


ly blows cooling Air. 








Vdeal for 
HOMES, SCHOOLS, 
CHURCHES AND 
FOR INDUSTRIAL 
INSTALLATIONS. 


Its simplicity of 
design permits 
easier installation 
in Walls, Attics, or 


Penthouses. 

. 
Slow Speed,— 
Quiet, — Powerful, 


—Delivers a Maxi- 


mum Volume of air 





24”, 30”, 36", 42”, 48”. 





Write for COMPLETE INFORMATION, 
SPECIFICATIONS AND PRICES OF SECO FANS 


SECO-LITE MANUFACTURING CO. 


4916 EASTON AVE. e DEPT. EM2 e ST. LOUIS 13, MO. 








PAGE 80 

















THREE GENERATIONS OF CLARK’S—John Elliot Clark, his mother, Dr. Francis 
Elliot Clark, still active as a civic leader, and his son, John Fabian Clark. With them 
are Mrs. Clark and another son, Robert Elliot Clark, an aviator. 


Records Lead to Appliances 


Clark’s of Salt Lake City Used Records to 
Get Traffic and Reversed the Usual Process 


N \NY an appliance dealer these 
+ days has added records to his 
straight electric line in order to march 
with the times. John Elliot Clark of 
Salt Lake City is one who has followed 
the road in the opposite direction and 
added appliances to records. 

Before the war, Clark’s of Salt Lake 
was well known as an outstanding 
headquarters for records. With the 
outbreak of hostilities Mr. Clark sold 
out this interest to operate successfully 
a cannery and freezer plant. Now he 
is back again in records. But, reading 
the signs of the times in reverse order, 
he has combined this interest with a 
complete line of electrical appliances. 
Not only has the growing popularity of 
the combination phonograph and radio 
set served to make this a logical com- 
bination, but the public has come more 
and more to associate the selling of rec- 


ords with that of appliances. With the 
stored up demand and the inevitable 
long-range home building program 
ahead, Mr. Clark figured that there is 
a big harvest to be garnered by the man 
who will build soundly in the retail 
selling of electrical appliances 

So, with his son, John Fabian Clark, 
associated with him in the _ business, 
Clark’s has again become a record cen- 
ter in Salt Lake, with records leading 
the way, and serving as an introduction 
to the sale of larger equipment. 

The store is located on a strategic 
corner in the main shopping district, 
with full advantage taken of window 
displays and illuminated signs. Records 
are easily accessible at an_ island 
counter to the left of the entrance and in 
display racks which dominate the left- 
hand side of the store. The listening 

(Continued on page 84) 





RECORDS DOMINATE the windows of the State Street side of Clark’s, but in the 
store it is seen that they lead directly to the main appliance display which occupies 
three quarters of the space and all windows on the right. 
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NN PICTORIAL nner 
| 





BKing in the Ten Markets where 
| , 14,600,000 Families Boast 51% 


4ahi 


) . ‘ . 
oy of the Nation's Wired Homes 
s; a 

These are the families that control half the nation’s effective 
_buying income. Last year they rang up forty-seven and two- 
third billions in retail sales alone! That’s why they are the key 


to your sales kingdom — to any sales kingdom. 


And in these ten markets where they live, Pictorial Review 
gives you effective, concentrated coverage. Your sales message 
commands spotlight attention — with visibility unlimited — 
unmatched! Only in Pictorial Review do the world’s top artists 


and writers generate super-power for readership. 


Add to this Pictorial Review's unique flexibility which allows 
you to pick your markets from one to ten exactly as you like 

.. synchronizing your advertising with your market opera- 
tions. That’s why Pictorial Review sums up to an unbeatable 
combination for top sales results. 


NOWHERE ELSE NOWHERE ELSE 
such a star-studded cast of writ- such limitation of advertising to 
ers and artists to help you sell. assure your message spotlight 
visibility. 
NOWHERE ELSE NOWHERE ELSE 
such magnetism of local enter- such a choice of markets—your 
tainment news to draw people pick of one to ten—exactly as 
to your advertising. you like. 





Pictorial Review 


jolt COVERING 10 MAJOR MARKETS THROUGH THE SUNDAY ISSUES OF 


New York Journal-American Chicago Herald-American Los Angeles Examiner 
h Baltimore American * Milwaukee Sentinel San Francisco Examiner 
ue - Pittsburgh Sun-Telegraph Boston Advertiser Seattle Post-Intelligencer 
Yn. Detroit Times ("Milwaukee Sentinel represented for Pictorial Review only) 


Howe Represented Nationally by HEARST ADVERTISING SERVICE 
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THIS RED HOT 
PLUS-VALUE DEAL 


What a “jump” you'll have on competition with this 
super-value Universal sales clincher for Spring! Here’s 
a combination that can’t be beat. You have America’s 
fastest selling Brush-Type Cleaner . . . you have the 
biggest feature of them all in Universal’s exclusive 
“High-Low” Suction-Regulator. And to top it off, you 
have this great big Extra Plus to offer your customers 
...acomplete set of 10 Special Cleaning Attachments 
— without extra charge. You'll be way ahead of the 
field in value ... way ahead in quality ... way ahead 
in features... way ahead with this attachment offer. 


BIG SPRING OFFER! 


COMPLETE SET OF 10 ATTACHMENTS 
AT NO EXTRA CHARGE 
WITH PURCHASE OF 
UNIVERSAL BRUSH-TYPE CLEANER 


THIS SENSATIONAL 
TRADE-IN OFFER 


It's a “Sunday Punch”. . . the hottest offer ever made in the 
cleaner business. No woman will pass up the chance to get this 
luxurious, double-duty Chest-a-Seat. It’s hers, in exchange for her 
old cleaner, with the purchase of a Universal Clean-Air Cleaner— 
the best Tank Cleaner her money can buy. 

Only Universal has the Chest-a-Seat. Advertised and sold at 
$24.95, this handsome combination chest and hassock looks like 
and is a fine piece of furniture. It measures 2612” x 1512”. . . is 
covered with stainproof, waterproof leather cloth . . . has fitted 
compartments for cleaner and set of 13 cleaning appliances. Stop 
your competition cold with this sensational Spring offer. 


HANDSOME $24.95 CHEST-A-SEAT y 
IN EXCHANGE FOR CUSTOMER’S OLD CLEANER ©. 


* LEADERSHIP THAT BUILDS YOUR DEALERSHIP! 
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FOR SALES TODAY! 


OTRO AM Lad LA 
A SMASH LIKE TH1S L 


Te New Hess te 
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> \ wee eet mts 7 a 
i % ag : es aa ee . Chicago. Daily Tribune in ' Senatp ) 
ag ant ] 
he Evening Siar 
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THIS RECORD-BREAKING CAMPAIGN 
RIGHT THROUGH THE SPRING 


Universal is going to pound across these two sensational Spring 
deals with the heaviest barrage of consumer advertising and re- 
tail promotion you've seen in years. We're really “shooting the 
works”... in the big national magazines . . . in big city news- 
papers... in small city papers. . . in the farm market . . . on the 
billboards . . . and with penetrating day-after-day radio advertis- 
ing coast-to-coast. It’s solid “smash” from start to finish . . . with 
full-color, full pages in the magazines . . . with big-space news- 
paper advertisements hitting hard and often where it helps you 
most ... with plenty of power-packed display and point-of-sale 
material for use in your store. Tie in with this terrific promotion 
impact—“climb on board” now! Feature the big attachment offer 
... feature the sensational Chest-a-Seat deal .. . and ring up a new 
high for volume cleaner sales. 


AMERICA’S MOST COMPLETE LINE OF HOME CLEANING EQUIPMENT 


\3 
sMALL-CITY, papeciet 
D 
WSPAPER A 
i REACHING MILLIONS 





. 1042 
_more THAN 
HER iy RADIO. IMPRESSIONS | 


~ 


mpaigus Break tit March 
See Your Universal Listribitor Today mnLLion RADIO TE 


UNIVERSAL _ 
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FOR YOUR 
BREAD & BUTTER BUSINESS. 


















| 





> make more money with the Duchess because you sell more 


of them to more people. Women are buying washing per- 





formance at a price that they can afford—and the big, new Duchess | 


demonstrates its exceptional value visually and quickly. Don’t 





forget either, that Duchess is mass produced by specialists in 





washing machines only. Specialization produces manufacturing 





economies that come to you in better dealer discounts. And that's 








more money in your pocket 


.. The Duchess is a big package — 





packed with sales appeal — features like the Triple Flex Spiral 








Agitator that washes a// the clothes a// the time. Uniform action on 








entire load means cleaner, faster washing — easier on clothes. A 








big value in capacity, performance, and beauty — and a big profit 














opportunity for you. 












































THE DUCHESS 
BIG VALUE 
PACKAGE 
appeals Lo 


WOMEN BUYERS 






























YOU CAN’T BUY A 
BETTER WASHER 
AT ANY PRICE 








<t 
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APPLIANCE MANUFACTURING CO., ALLIANCE, OHIO 


| leading to repeat business. 


Records Lead to Appliances 





booths flank the wall behind the 
counter. 


Records are definitely traffic items, 


| bringing many people into the store and 


Because 
the firm name is so familiar to Salt 
Lake citizens in the record field, and 
because, too, records are familiar and 
profitable to Mr. Clark, particular 
emphasis is placed on their display. 
The advantageous stream of customers 
they bring in is used as a feeder to the 
appliance business. Though the chief 
impression from the State St. side is 
of a store devoted to radio and records, 
on entering, the customer sees that an 


CONTINUED FROM PAGE 80 





extensive and attractive display of 
small appliances is much to the fore, 
The entire right leg of the corner tri- 
angle which makes up the store is elec- 
trical, with smaller items in front, 
larger ones behind. A model Westing- 
house kitchen and laundry makes an 
attractive background of the rear wall, 

Already the electrical department is 
taking its full share of the load in 
carrying the business and will grow 
more and more in importance as appli- 
ances are fully available. Records, in 
the physical set-up of the store, as in 
the salesman’s approach, will serve as 
a natural lead to larger sales. 


Cafeteria Display 
for Radio Parts 


Business jumped five times after Saviers of 
Reno remodeled its Radio Parts Department 


W HEN Saviers of Reno, Nevada, 
last year remodeled their radio 
parts department, displaying the items 
in cafeteria-style in open bins, the busi- 
ness of the department went up five 
times over previous sales. The stock 
of this department runs in the neigh- 
borhood of $75,000 worth of parts. 
The investment was not appreciably in- 
creased, but the display, which enabled 
dealers and particularly radio “hams” 
to wander about at will looking over 
what is available, has led to a marked 
increase in the individual sale. The 
amateur is a person who cannot resist 
something new when he sees it and 
frequently ends up with a long list of 
items which he would never have 
thought of had he not seen them dis- 
played. The cafeteria system cuts 
down the service required and makes 
it possible to handle this increase with- 
out adding to the selling staff. End 
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SAVIERS looks like this to its cus- 
tomers in Reno, Nevada. 


BUSINESS INCREASED by five when Saviers of Reno adopted this open bin method 
of displaying radio parts. = ” 
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DELCO MODEL R-1253-WALNUT (R-1254 
MAHOGANY) -— Strictly de luxe—an exqui- 
site piece of furniture, a high-fidelity AM-FM 
short wave radio and an automatic record 
changer with balanced tone arm, 


Great Names 


General Motors Delco 
United Motors 
Ire 


|| 
=) 


DELCO MODEL R-1230A 








DELCO MODEL R-1409—Three-way 
portable radio—AC-DC and bat- 
tery —with alligator-grained fabric 
and unique plastic front. Built-in loop 
antenna. Self-contained charger. 





i] 
| DELCO MODEL R-1229—Five tubes i | 


plus rectifier tube. Mahogany finish, Looking over the current Delco line is like | | 
ti 


SU 


maple grille. Built-in loop antenna. 


4s 


previewing your profits—there’s a wide range 
of products and prices with which to interest 
a wide range of prospects! Each one of these 


immediately available models gives you IVORY PLASTIC (R-1231-A 
, MAHOGANY PLASTIC)— 
plenty to talk about in the way of features Four tubes plus rectifier tube. 


Smart new plastic cabinet. 


and performance. And each one has char- Sulli-te loop ontonne. 


acter because it is backed by three 
great names: General Motors, Delco, United Motors. 





DELCO MODEL R-1238—Handsomely If you want to move merchandise, get merchandise 
designed in walnut veneer and silver- " °e 
gray plastic. Four tubes plus rectifier that will move! Six of the popular Delcos are shown 


OE, AOL Celts heap extonne, here. There are others to round out the line. Look into 


this right away. Contact your nearest United Motors 
distributor or write to United Motors Service, General 
Motors Bldg., Detroit 2, Michigan. 


“GRITED 
SERVICE. 


A 








DELCO RADIO 


A GENERAL MOTORS PRODUCT 


Detico radios are distributed nationally by 
United Motors Service. See your United Mo- 
tors distributor about the Delco Radio line. 





DELCO MODEL R-1236—Ivory 
plastic cabinet. Four tubes plus 
rectifier tube. Automatic tuning. 
Built-in loop antenna. 





rae ob Tew ee ot ee 





ELECTRICAL MERCHANDISING—MARCH 1, 1948 PAGE 85 


Se LAGUEV 0): C 
= MEANS VALUE! J 





SECCS and 
SECCS ond 


SELLS! 



















































AFC Spring — Action FILTER 


Only Vaculator has the Automatic Flavor Control 
Clothless Filter, with Spring-Action, to insure 
positive safety and perfect coffee every time. 


VACULATOR, CHICAGO 6, JU. S. A. 
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SIDEWALK BARGAINING between farmer Merle Otis (right) and John Hanson 
of Hanson’s Furniture, results in Mr. Otis’ acquisition of an RJ-60 Frigidaire range, a 


nine-foot Frigidaire Cold-Wall refrigerator, a toaster, and $36.27 change in exchange 
for the 14 Poland China hogs in the trailers. Hanson ran the “Corn Hog Sale” during 
November, swapping produce for merchandise and proving that hogs and corn will 


buy more today than they would in 1941. 


Want to Swap Your 
Hogs for a Range? 


Hanson’‘s Furniture of Forest City, lowa, Gives 
Farmers a Chance to Barter in a Month-long Sale. 


ARMERS out Forest City, Iowa, 

way scrambled to get their corn 
and hogs to market during the month 
of November. Wagons and trailers 
rumbled into town and pulled to a halt 
in front of Hanson’s Furniture store, 
where the farmers engaged in sidewalk 
bargaining with John K. Hanson and 
drove off again with ranges, refrigera- 
tors, furniture, and washers in place of 
their livestock and produce. 

All of the farmers had either seen a 
four page spread in the local paper or 
received the same advertisement as a 
mailing piece. It read: “Hanson’s, 
Forest City’s Great Furniture Store, 
celebrates its first anniversary in its 
big, new building with a tremendous 
Corn Hog Sale.” A typical transaction 
was that of farmer Merle Otis, whose 
tractor dragged two trailers with 14 
hogs up to the door of the store, went 
off with an electric range worth 
$299.75, a nine-foot Cold-Wall Frigid- 
aire retailing at $379.75, a $22 toaster, 
and cash change totaling $36.27. 

Dealer Hanson got the idea for the 
sale in checking through some files 
which revealed that in 1941 corn sold 
for about 50 or 60 cents a bushel and 
hogs for about $7 per hundredweight. 
He figured that in that year 100 bushels 
of corn would make only a $50 down 
payment on a $150 living room suite. 
The same 100 bushels today, he real- 
ized, will pay the whole cost. Result: 
Mr. Hanson priced all merchandise for 
his sale in terms of corn and hogs, 
pointing out that the farmer’s products 
today will purchase a good deal more 
than they would in 1941, In reprint 
form, the message was carried to 7,000 
prospects. All items, except leaders, 
were sold at the regular price and so 
heavy were the sales that before the 
reprints of the ad were mailed the 
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management had to change the leaders, 

Said the ad, in part: “The prices in- 
dicated in terms of corn and hogs are 
based on the prices set out below. If 
the market goes up, the prices will be 
adjusted, but should the market drop 
you win and we take the loss. Before 
the war we boasted “We'll trade for a 
plow or a sow” and if you don’t believe 
we'll trade furniture for your corn or 
hogs, just bring them down during this 
sale.” To prove its point, Hanson’s 
offered ABC and Universal washers 
for as low as “58 bushels of corn, 539 
pounds of hogs, or $129.50”, and 50 
gallon Frigidaire water heaters for 
“724 bushels of corn, 669 pounds of 
hogs, or $160.75.” 

“We set a goal for our store to do 
a thousand dollars worth of business 
a day during the month of November,” 
said Mr. Hanson, “and we are very 
happy with the record we made.” End 
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“ALL IT TAKES IS ELECTRICITY, AND ELEC- 
TRICITY IS EASY TO GET.” 
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HERE’S THE 4727/7 FREEZER 
FOR YOUR BIGGEST MARKET 





INTERNATIONAL HARVESTER REFRIGERATION 


The complete money-making line 


| | 
| 
} 
| 


Shown above are the leaders in the IH refrigeration line: the three smart new 
household refrigerators, the 4.2 cu. ft. freezer, and the 11.1 cu. ft. freezer. 





COLOR PAG ES 
LERS SELL. = 
iene in America $ 
telling the story © 
f eager-to- -buy; 


DRAMATIC 
HELP IH D 
Colorful full 
leading magazin 

frigeration to 
shay en 


page adve 
es are 
millions © 


able- 


ysekeeping ° 
» Good Ho seeenes 
Holland’s * 


McCall’ - Capper'’s 
Gardens * American yccessful Farming P 


turist. 
Country ngag whoo? Southern Agricultu 
Farmer * Prog 











¢ 
INTERNATIONAL 


HARVESTER 
4.2 cu.ft. FREEZER 


DESIGNED 27/7 BUILT 22,47 
PRICED 2242 


FOR VOLUME-FOR PROFIT! 


Count up the small-family urban homes in your terri- 
tory. They'll add up to your biggest potential for freezer 
volume, freezer profits! And here’s the freezer that’s just 
right for those urban homes—the IH 4 FC. It’s conven- 
iently compact enough for small kitchens, yet it holds 
150 pounds of frozen food at zero! It’s a cinch to sell, 
too! Just look at some of the famous Harvester freezer 
features: 


¢ Engineered and built by an organization with 
more than a century of quality manufacturing 
experience. 

e All-steel, lifetime construction. 


¢ Vac-U-Seal insulation—a 412” blanket of glass 
fibers, hermetically sealed against moisture. 


¢ Frost-Lok breaker strip—serves as extra shelf. 


¢ Tight-Wad compressor—silent and thrifty—backed 
by Harvester’s 5-year warranty. 


International Harvester is helping IH dealers sell—with 
displays, direct mail, colorful educational literature, 
radio, newspaper ads, and a powerful full-color, full- 
page campaign in leading national magazines. No won- 
der smart dealers are cashing in now by pushing the IH 
4.2 cu. ft. freezer—the right freezer for town and city 
volume... and profits! 


INTERNATIONAL HARVESTER COMPANY 
180 North Michigan Avenue Chicago 1, Illinois 


© INTERNATIONAL HARVESTER COMPANY 


INTERNATIONAL HARVESTER | 
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TIE IN NOW WITH THE BIG 
WESTINGHOUSE LAMP CAMPAIGN@— 


AND MAKE THAT CASH REGISTER SING! 


Twelve full-color ads in the 10 weeks starting February 22 will be 


reminding your customers, “Light Your House with Westinghouse.” 
But that’s not all... 


These ads, which will appear in the Saturday Evening Post, Time, 
This Week, and Parade, are just a part of a complete campaign. The full 
program includes sales-stimulating point-of-sale material, merchandisers, 


radio announcements, station displays, and other promotional aids calculated 
to make your cash register sing! 


Tie in now with Westinghouse Lamp advertising . . . feature Westinghouse 
Lamps in your windows and store displays . . . and let the house that means 
Westinghouse build “Jack” for you! Lamp Division, Westinghouse Electric 
Corporation, Bloomfield, N. J. 
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Tune in Ted Malone 
every morning, 

Monday through Friday, 
AB.C. network. 
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buy” traffic—and that Added Profit! 








Display your electrical appliances on Aristo-mats, 













































you've added a tidy sum to your sales check 


ARISTO-MAT. Specify Aristo-mats when you order. 










that women know and trust! 











1315 West Congress Street 
Chicago 7, Illinois 
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For bigger sales checks—“Stop-and- 


and see how much smarter and brighter they look! They 
sell faster that way, too! Then suggest an Aristo-mat to 


brighten and protect your customers’ table and presto 


and a nice, easy profit to your day’s business. For finest 
quality and beauty of product, look for the name 


Immediate shipment—1 doz. to carton, 25 Ib. wt. 


Kant-Kut Korner —an exclusive, protective feature! 
“Quad-Coat” Process—guaranteed not to chip or peel! 
oe Many sizes—round, square, oblong—for every need! 


Be sure it’s ARISTO-MAT— 
the only NATIONALLY ADVERTISED MAT 


For further information, see 
| your local jobber, distributor, or write 


PHOENIX TABLE MAT COMPANY 


brother Richard. 


THE RADIO SERVICE DEPARTMENT is run by J. K. Gilliland. Stooping, is his 


Getting Dealers to SELL 








CONTINUED FROM PAGE 58 


earning $125 a week without stepping 
out of the store. The trade is still com- 
ing to them, and they are unable to see 
the shadow of future events.” 


You Can't Skim Cream From Every 
Crock 


“There is a lack of understanding on 
the part of salesmen that the appliance 
is in competition for the customer’s dol- 
lar for automobiles, furniture and many 
other items. When people come in and 
complain the retail salesman is inclined 
to agree with them, which is silly.” 

In this era of soft selling it is actu- 
ally difficult to make dealers appreciate 
that they must have stocks of merchan- 
dise on their floor before the campaign 
starts. They can’t play the game by 
waiting until the big push is on and 
then jump aboard the bandwagon. 

Up to now it has been a case of the 
dealer filling orders. The demand has 
been for the scarce stuff. The rising 
cost of groceries is supplying new com- 
petition for the customer’s dollar. 
Without advertising, without follow- 





up, without stimulation, the appliance 
business will find itself in a sorry spot. 

Smart distributors and dealers see 
this coming. Already there is a demand 
on the part of intelligent dealers to en- 
roll their men in training schools. They 
are beginning to understand that the 
business of following up prospects and 
keeping records and the like is a seri- 
ous occupation which must be studied, 
said Mr. Mitchener. 

Even the utilities are not awake to 
possibilities, he states. For example, 
the dryer load. Any utility supplying 
free wiring for ranges should be will- 
ing to put in 220 v. service for a dryer 
as with the range. 

The Radio Equipment Co., which is 
headed by Fred A. Sunderland of 
South Bend, with Harold S. Sunder- 
land as vice president, is old in the busi- 
ness of distributing. Besides offices in 
South Bend, it operates in Grand Rap- 
ids, Fort Wayne and Indianapolis. The 
parent company is called the Radio 
Equipment Co. of South Bend. In In- 

(Continued on page 92) 


ON A STAGE, before a houseful of dealers, small appliances are put through their 


paces. 
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UNBIASED TESTS PROVE IT 


PSRs 


--- IN QUALITY! 
- +e IN PERFORMANCE! 
: --- IN SAFETY! 
















Original, Patented 


_ RUBBER BLADED 


spot. 
see 
nand ’ 


) en- 


: Safe-flex FAN 


seri- 
lied, 


TO SELL! 


Every SAMSON Safe-fiex FAN 
comes in a colorful SHOWBOX 


that, in your window or on 


e to your counters, stops ‘em, tells 
aple, "em, shows ‘em, sells ‘em. 
ying MATCH IT against any other fan of comparable 

ae size, and you'll confirm what scientific tests by unbiased 

ryer 

: authorities have already proved . . . that the Samson 

h is Safe-flex is FIRST! First, in quality—which means longer, 

| of trouble-free life! First in performance—which means 

der- greater output or volume of air moved! First in safety— 

sd which, with Safe-flex, means absolute safety! That's 

S in ° . es 

Rap- because its patented, flexible rubber blades cannot injure 

The even a baby’s tender fingers. To these “firsts” add 


adio distinctive beauty and quietness of operation, and you'll 
In- appreciate why the Samson Safe-flex Fan is FIRST in 
sales and profit opportunities! 


STOCK UP EARLY! Dealer fan inventories 

are at an all-time low. 1948 consumer demand promises 
to reach new heights. Don't take chances on losing 
sales. STOCK UP EARLY—and be ready to cash-in when the 
rush comes. Contact your Samson representative today! 





SAMSON UNITED CORPORATION, ROCHESTER 10, N.Y. 


yf 


Samson United of Canada, Limited, Toronto 
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HEATING ELEMENTS 





—and today bring you this superlative *4- 
Star’ range that's a joy to handle whether 


you're a cook or a salesman. 


Star 1—the new Thermo-Chef Auxiliary 
Oven, competent “stand in” when the large 
oven capacity is not required. Star 2—the 
new Super-Heat Thrift Units, giving any de- 
gree of heat desired. Star 3—the new large 
Tru-Bake Oven, with even temperature con- 
trol through successive bakings. Star 4— 
Nichrome, used in the heating elements 
throughout. 


Says Landers, Frary & Clark, designer and 
maker of this ultra-modern electric range: 
“We have been users of Nichrome Resistance 
Wire for many years, during which time our 
laboratory tests and field service records have 
consistently backed up ,ogr-confidence in the 

f? & 


HARRISON 


Driver-Harris 
COMPANY 








BRANCHES: Chicago + Detroit * Cleveland + Los Angeles + San Francisco * Seattle 


product. We are pleased to give full credit 
to Nichrome Heating Elements which have 
contributed materially to maintaining our 
outstanding service record.” 


High praise this from one of the foremost 
makers of home appliances, whose brand 
name “Universal has long been synony- 
mous with the best in quality, performance 
and serviceability. And a statement of par- 
ticular significance for you, since it proves 
once again that Nichrome is the hallmark of 
quality and trouble-free performance. 


Being able to say “Heating elements made 
of Nichrogne”’ makes your selling job easier, 
wins ready customer acceptance, retains cus- 
tomer goédwill. Be sure to ask your manu- 
facturing ssources to use heating elements of 
Nichrome; the world-famous resistance wire 
made oY by 






NEW JERSEY 


Manufactured and Sold in Canada by 
THE B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 


Getting Dealers 
to SELL 


eee CONTINUED FROM PAGE 90 mmm 


dianapolis it is the Radio Equipmen 
Co. of Indianapolis, and the Cincinnatj 
branch bears a similar title. As a dis. 
tributing firm it is said to do about 
$18 million a year, with the Indianap. 
olis branch running between $5 and % 
million. Hayes A. Hollibaugh is vice. 
president and manager. 

The lines distributed are Philco, 
Bendix, Youngstown Pressed Steel 
cabinets, Columbia records, Superflame 
oil heaters, Premier sweepers, Vornado 
fans, Everhot line, Sunbeam, Knapp. 
Monarch Presteline and the Cory cof. 
feemaker. 


Premiums Worth More Than Money 


To supply a shot in the arm for mak- 
ing retail salesmen and retailers realize 
that times have changed, Radio Equip. 
ment Co. will probably spend around 
$25,000 in premiums in the next three 
months. Premiums today have more 
value than money as an incentive in 
getting results. 

“Every territory has special prob- 
lems that the distributor has to lick,” 
relates Mr. Mitchener. “For example, 
in Cincinnati on clothes dryers we 
found that the city ordinance did not 
permit operating a gas dryer that burns 
over 15,000 British thermal units with- 
out a vent. This looked like a stop to 
progress until some one hit on the 
happy thought of turning down the 
burner until it used less than 15,000, 
whereupon the dryer automatically 
came within the scope of the Cincin- 
nati rule.” 

On installment selling, distributors 
are going to have to keep an eye out 
for the welfare of their dealers. Radio 
Equipment has no desire to see the 
return to the $5 down days. Dealers 
are asked to get at least 20 percent on 
their sales. 

It’s going to take somebody from a 
distributor up to sell the local utilities 
on the idea of extending free wiring 
service—as with ranges—to include 
dryers, which also turn in a tidy load, 
says sales manager Mitchener. 

There’s a job ahead selling appli- 
ances, and it’s going to be done by each 
man being responsible for a follow- 


through and seeing that it is carried 
out. End 








*T.M. Reg. U.S. Pat. Off! 
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“NOW | SEE WHY ARBUCKLE WEARS THOSE 
CLOWN SHOES.” 
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In YOUR STORE— 
push these brands advertised 
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4, * ? 1 of your women customers read the Journal—see the 
advertising of electrical appliances you sell to them in... Ladies’ Home JOURNAL 





BOUGHT BY NEARLY A MILLION MORE WOMEN THAN ANY OTHER MAGAZINE!* 


*Monthly or weekly, with audited circulation. 
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You have to look twice to 


tell it’s a steam iron! 


General Electric offers you this streamlined steam iron 
at the right. 

Note it has no bulky boiler to mar its beautiful lines. 

That's why so many people have to look twice to make 
certain that this new, remarkable General Electric Iron 
really is a steam iron! 

You can sell this new, streamlined General Electric Iron 


hands down against all the old-fashioned-looking steam irons! 


Customers instinctively reach for it! 


Place any or all of the other steam irons on your display 
counter. Then put General Electric’s Double-duty Steam 


Iron right in among ’em . . . and watch your customers. 





Instead of the conventional, cumbersome steam boiler, there’s a 
reservoir from which water—one drop at a time—instantly turns into 
steam, no long wait for steam pressure to build up. And, when the General 
Electric Steam Iron is set upright, steam turns off automatically. 


They will instinctively reach for the General Electric beauty! 
Best of all, you have a powerful selling story with the 


General Electric Steam Iron, as you can see below. 


Place your order for General Electric Double-duty Steam 
Irons now. The demand for them is terrific, but our produc- 
tion is being stepped up month after month and we'll ship 


you all we can... fast as we can! 


General Electric Company, Bridgeport 2, Conn. 


Combination Dry and 


STEAM IRON 





A twist of this knob turns the General Electric Iron from steam to dr) 
ironing—or vice versa! Your customers do not need to remove the water. 
This Double-duty General Electric Iron also has the “Dial the Fabric 


Control that selects the right heat for every fabric. 
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This General Electric beauty is two irons in one . . . an automatic steam iron . . . and an automatic dry iron! 
This is the finest iron ever made by the company that has alwavs made the best irons! 














"Tag, inches 





re ii 
a Minato ot. 


This new iron has an extra-large ironing surface—27!4 square inches. 

4 lbs. Your customers can now sit at an ironing board and work in comfort. 4 The famous Calrod* Unit holds the desired temperature. 

Fabric” The iron is air-conditioned, too. Between the iron and the handle is There are button nooks, and built-in double thumb rests for comfort- 
space for air to circulate, keeps the handle c-o-o-l. able handling. Place your orders for this remarkable iron now! 


GENERAL @ ELECTRIC 
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todry 3 No heavyweight! This new General Electric Steam Iron weighs only 
@ 


water. 


*Trade-mark Reg. U. S. Pat. Off. 
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for volume sales! 
for repeat sales! 
for steady profit! 


. «is ready to meet a 
receptive and increasing demand 
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You can capitalize upon 
the demand for this type 
of fan . designed to 
lessen human discomfort 
from oppressive heat and humidity. Thousands of home- 


owners actually need a LAU Fan. 





The new-building 
market is wide open. And offices, stores, restaurants 


and factories offer tremendous sales possibilities. 





Here's a chance to do a real selling job and reap the 
profits! You can increase sales by actually demonstrat- 
ing the benefits of “Niteair” cooling to prospects. It’s 
simple . . . it’s easy to solicit “live” demonstrations and 
let the fan sell itself. 

You can have every confidence in LAU Fans. Quiet... 
economical, by comparison they are the finest-built, 
lowest-priced fans on the market. 
meet every need. 


There is a size to 





Write us direct to Dept. M for specifications . . 


Do it now! 


. or contact your jobber. 


| 
y_ ———_BLOWER-COMPANY | 
DAY TON—7—OH!IO— | | 
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AS EARLY AS JULY, 1947 six salesmen were making adequate salaries for them- 
selves by ringing doorbells, even though scarce appliances were not open to their selling. 


Vacuum Cleaners 


Open Doors 


C. C. Musburger of Billings Plans to Have Them 
Open By the Time the Competitive Market Arrives 


N the early days of his association 
I un the appliance business, C. C. 
Musburger, proprietor of the Appliance 
Mart of Billings, Montana, sold vac- 
uum cleaners. He worked under a live- 
wire sales manager who kept the gang 
on their toes, and he made a good thing 
of his share of the business. 

When in the first year following the 
war he and his wife opened up a busi- 
ness for themselves in the progressive 
sillings, Mont., he 
looked back on this early experience 
and from the very beginning started 
with an aggressive get-out-and-get- 
business field organization, with the 
vacuum cleaner as the center of the 
picture. By the middle of 1947, when 
most merchants were regretting the 
lack of enough appliances to back up a 
promotional program, he had six sales- 
men out ringing doorbells, every one of 
them with a vacuum cleaner in his 
hand. 

As soon as any appliances at all were 
available in quantity, Mr. Musburger 
started his field selling staff. He started 
them with vacuum cleaners, which for- 
tunately were among the early appli- 
ances which appeared in abundance. 
This was not the reason for his prefer- 
He had learned from 
his own experience in the past that vac- 
uum cleaners open doors. This is an 
appliance which can be carried around 
by the salesmen and actually demon- 
strated. It can be sold. It can be sold 
better in the home than anywhere else. 
The housewife who can safely say in 
a store, “Oh, I have a vacuum cleaner”, 
cannot disguise the fact, either to the 
salesman or herself, that it is outmoded 
and not giving very cleaning 
service when she actually sees it tried 
out alongside of a new instrument. 


community of 


ence, however. 


good 
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Once inside the door, the salesman 
can then sell a range or refrigerator or 
console radio set as he may have these 
available and see the opportunity. 
Without being able to carry a sample 
along with him, however, he would 
find it difficult to make the initial con- 
tact. This the vacuum cleaner demon- 
stration does. 

Mr. Musburger believes in a con- 
tinuous program of promotions which 
will keep the salesman on his toes. He 
gives a $10 birth certificate, good as 
part payment on a new Bendix, which 
his men can take with them to homes 
where there is a new baby, as an- 
nounced in the vital statistics column 
of the local papers. This stunt is good 
for a month or two after the baby is 
born, but must not be left too late, or 
the washer will already be taken care 
ol. 


Frequent Contests 


He holds a sales meeting every 
morning in the basement sales room 
from 8:30 to 9:30. There is always a 
contest of some sort under way. Lead- 
ing salesman for the month has his 
framed picture on the wall as the “Man 
of the Month”. He offers a shirt or 4 
tie or some other award for high rec- 
ords, because he has established the 
fact that the men will work harder to 
win a necktie than to make the extra 
commission to which their additional 
sales entitle them. He gives a new 
man a reward for making fifteen vac- 
uum cleaner demonstrations. Nothing 
at all is said about sales, but he finds 
that if the men actually make the 
demonstrations, the sales follow as 4 
matter of course. 

The men were acquired in diff: 

(Continued on page 100) 
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with 
SIX “STELLAR” FEATURES 
TO MAKE YOUR 
SALES SPARKLE! 





an KY 
Duo-Cook 
Deep Well Cooker 


Super-5000 Oven 


Automatic Oven 
Temperature Control 


Automatic 
Time Control 


Vi — 
Ae, S _ 
A 4 ~— arr Vari-Speed Switches 


Monotube Hinged 
Heating Units 


The range ®Y 


7rom electronically matched enameling to newest 
F y of that makes good cooks better 


type high-speed electric units the new L&H Auto- 
matic Electric Range is distinctively modern . . . su- 
perlatively advanced in design, beauty and perform- 
ance. It is a range to delight the most particular 
housewife, please the most exacting dealer. It em- 
bodies all the manufacturing thoroughness and mer- 
chandising “know how” that have made the L&H 
line a profit and prestige leader for dealers for nearly 
three-quarters of a century. For information, write 
A. J. LINDEMANN & HOVERSON Co., Milwaukee7, Wis. 

Also manufacturers of 


L&H Electric Water Heaters and 
L&H KEROGAS Oil Ranges. 
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Leadership in service...leadership 


in Advanced Design...leadership in genuinely new 


and exclusive features...leadership in sales appeal. That's 


Philco for 1948, by far the most exciting line of refrigerators ever introduced 
to the American public. Look them 


over and judge for yourself! 





Only Phileo has 
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CADILLAC 


























Cadillac vacuum 
cleaners began 
building their 
reputation for 
quality and de- 
pendability in 
1911, when the . 
Clements Mfg. Co. pioneered in the manufac- 
ture of vacuum cleaning equipment. Cadillac 
engineering is the result of thirty-seven years 
of specialization devoted solely to the advance- 
ment of vacuum cleaner efficiency. 


look theca 


Cadillac dealers will always be in a strong 
selling position. Not only because Cadillac 

cleaners have the features women want and 

will buy, but because comprehensive na- 
tional advertising, dealer sales helps, and 
close factory co-operation promote fast 
turnover and steady profits. 






Join the distributors and dealers who 
take a long range view of appliance 
selling. Write for full information. 


Since 1911 
Sold only through 
reliable dealers 
and distributors. 









PAGE 





100 




















ways—some through advertising and 
some through personal contacts. Mr. 
Musburger prefers young chaps, from 
21 to 25. In the first place, he likes to 
train them himself, and does not want 
to have to undo habits instilled by ex- 
perience or other salesmanagers. Sec- 
ondly, he prefers that the young men 
come fresh to the job without the sales 
experience of war years, when men 
tended to become somewhat cynical 
and a trifle condescending toward the 
purchasing public. Of the six sales- 
men he now employs, two were boys 
with no previous business experience, 
one was a butcher’s salesman who 
wanted to get out of that line of work, 
and another was a boy brought in by 
this man. 

He gives them an initial sales train- 
ing and continues this throughout the 
regular morning meetings. They are al- 
ways free to call him in to finish the 
sale or to make an estimate on a trade- 
in, but he does not encourage them to 
do this too frequently. When he does 
take over, he wants the man with him 
so that he may learn by watching. 

Trade-ins are accepted on prac- 
tically all items except refrigerators, 
which are still very scarce. The sales- 
men are given a schedule of what they 
may allow. If the man makes a bad 
bargain, it is forgiven him once, but it 
is called to his attention so that it will 
serve as a warning for the future. If 
he does it too frequently, he is called 
to account, docked, or even dropped. 

The men work on their own hours, 
but are encouraged to utilize the eve- 
ning hours. Mr. Musburger says 55 
percent of a salesman’s money is made 
after 6 p.m. He believes in bringing 
the man of the house into the picture 
on every major purchase. A woman 
will back out of the sale, if her husband 
puts his foot down, but if he is sold the 
idea, too, there is no chance of this 
happening. A man does not like to 


| change his mind, once it is made up, 


or to back out of a bargain. Also, in 
these days of mechanical helps which 
permit a woman to be away from home 
during the day, the best time to find 


Vacuum Cleaners Open Doors 


CONTINUED FROM PAGE % 
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MR. AND MRS. MUSBURGER in front 
of their Billings store. 


her at home is in the evening. 

The salesmen do not handle scarce 
items, but they have been taught how 
to sell the ones available so that it is 
possible to make good money for them- 
selves. They work on a schedule which 
keeps two always in the store, four 
in the field. They spend two days each 
in the store and the rest of the time out 
ringing doorbells. It is required that a 
certain proportion of this time be cold 
canvass work, making new contacts. 

Each man has his own car and is 
free, if he wishes, to go out of town to 
locate his prospects. This is not encour- 
aged, however. When one of them has 
gone for fifty or sixty miles out into 
the country to make a sale, Mr. Mus- 
burger points out to him what might 
have been the result of a little quiet 
canvassing within the city limits, where 
doorbells are easily accessible and 
where, if one housewife is not at home, 
it will be possible to find another one 
that is available within the same block. 
The men are paid on a sliding scale up 
to 10 percent for sales over $3,000. 
They make from $250 monthly, to bet- 
ter than $400. End 
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APPLIANCES 
































“I'VE ALWAYS FELT WE SHOULD MAKE 


THAT DISTINCTION BETWEEN THEM.” 
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BUSY... 
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how 





Ges, the lines are busy .. . our brand new, huge factory is “humming” to fill 








vn to orders from all parts of the world. The reason is obvious. Orley produces freezers that set 
new standards for performance ... at prices that mean peak value for consumers. That's 


into why Orley Distributors and Dealers are foremost in the Profit Parade! 





George Orley, president, Myron 
Solomon, chief engineer and 
Charles W. Stillman, v-p in charge 
of sales personally conduct a 
“spot check” on a group of Orley 
Super-Seven Home Freezers ready 


[(_ a ORLEY FREEZERS, rc. 


Detroit 25, Michigan 
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This advertisement appears in full color in: 
jae LIFE— March 15 COLLIER ’S— March 13 
SATURDAY EVENING POST—March 13 
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jisten wilh enchantment...Qwn wilh pride 


...an investment thal pays daily dividends in musical beauty with the 
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TONE SYSTEM 
IN RCA VICTOR HISTORY 
This exclusive 3-Way ‘Acousti- 
al System made radio history 
in thrilling tests of tonal fidel- 
ity. Even trained musical ears 
could not tell the performance 
of the “Golden Throat” from 


that of a living musician. 


Tune in Robert Merrill, singing 
"Music America Loves Best” 
Sundays, 2 PM, EST, on your 


NBC station. 


ONLY RCA VICTOR MAKES THE VICTROLA 


M. Ree 
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Victrola 711V3 
plays on AC. Your 


walnut or mahogany 
finish. Ample space 
for records. 





choice of hand-rubbed 


C iden fbi! 


R ichness of tone—the famous “Golden Throat” — matches richness 
of styling in this luxurious new Victrola radio-phonograph! 

Finest walnut or mahogany veneers are matched and contrasted 
to fashion a Hepplewhite-styled cabinet of dignified beauty. 

For radio, you have standard, ocean-hopping short wave plus 
the clear, static-free beauty of RCA Victor Frequency Modulation. 
For records, there’s a fine automatic changer. Listen as it plays 
the great new RCA Victor album of Beethoven’s 9th Symphony. 
Pile on as many as twelve 10 inch records. Hear how quietly, 
quickly, the changer operates . . . how marvelously beautiful the 
music sounds! RCA Victor’s “Silent Sapphire” pickup brings you 
pure music—no hiss or needle chatter, no needle changing. 

Yes, there’s musical magic waiting for you at your RCA Victor 
dealer’s . . . brilliant performance of radio and records . . . 
in this superlative Victrola 711V3. It’s a life-long value. 


ROA JICTOR @P 


DIVISION OF 


RADIO CORPORATION OF AMERICA 
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whats behind your bigger 


ROAVICTOR 


prolits: 










Quick turnover from the greatest line of instruments 


plus the greatest promotion campaign in RCA Victor history ! 


HE country’s top magazines . . . a nation-wide radio hook- Best” on the nearest of the 160 nation-wide NBC stations, 
up... key newspapers everywhere . . . all constantly send 2:00 P.M., E.S.T. 


customers to you for RCA Victor instruments. Power-packed advertisements in key newspapers everywhere 


The page at left is typical of the eye-catching RCA Victor sell your customers on the great RCA Victor line of instruments 
magazine advertisements. These printed salesmen are constantly ... hammer home the idea that RCA Victor means the best and 
at work for you in LIFE, COLLIER’S, SATURDAY EVENING POST that you are the man to see about buying their favorite model. 


and LOOK. Tie-in with this sales-producing promotion campaign. Display 


Robert Merrill, Russ Case and his Orchestra and Johnnie the famous RCA Victor name prominently in your radio depart- 
Victor set a high-entertainment background for Ken Banghart’s ment and in your advertising. Your turnover will be rapid— 
warm, selling commercials on RCA Victor instruments and your profits will be high. We’re working for you with the greatest 
records. Listen to the RCA Victor Show—“ Music America Loves campaign in RCA Victor history. 






owe waerens 







When you're in New York, see the radio and elec- ” ' 
tronic wonders at the RCA EXHIBITION HALL. Open DI ISION OF RA DIO CORPORA 7 LON OF A ME RICA 


free to all. 36 West 49th St., across from Radio City, 
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AIR-COOLED 


POWER! 


World-Wide 


Service for 
Briggs éStrallon 
Engines 


In the United States, Canada, and throughout 
the world, Briggs & Stratton maintains a vast 
network of Authorized Service Stations, operating 
under factory supervision and policies. 

These stations offer complete engine service 
— unequalled in the industry — mechanics, 
factory trained to adjust, repair, or rebuild 
Briggs & Stratton engines with original parts. 
One more reason why Briggs & Stratton is 
“preferred power” by manufacturers, dealers, 
and users of industrial equipment, farm ma- 
chinery, and appliances. 


BRIGGS & STRATTON CORP., MILWAUKEE 1, WIS. U.S.A. 











SEEING IS BELIEVING. 


You can’t say here, “It wasn’t me, it musta been ¢ 


coupla other fellows.” Goldblatt Bros. Inc., in their Chicago Loop department store 
studio televized the audience too, during their big television show in November. 


Goldblatt's Goal: 
1,000 Telesets a Month 


Chicago Firm’s Promotion 


Stimulates 


ETTING a goal of selling 1,000 
television sets in a month, Gold- 
blatt Bros. Inc., Chicago’s bargain 
price department chain, reported a first- 
day crowd of 85,000 at its 11 stores 


They're Customers for Something 


Basic idea was to cash in on the 
traffic pulling power of television even 
with population strata that could not 
afford to buy it. In addition to re- 
ceiving sets on each floor of the stores, 
four television stages were set up in 
the auditorium of the State St. store, 
with a special television control booth, 
and accommodations for a studio audi- 
ence of 500 persons. Programs were 
sent out every 15 minutes from the 
store studio throughout the day to 
augment the regular schedule of pro- 
grams from the local station WBKB. 


Serves a Lot of Purposes 


This demonstration type of promo- 
tion of television receivers fills in when 
commercial television stations are off 
the air; it is a means of making cus- 
tomers aware of new merchandise, 
price changes and other product in- 
formation; stimulation of store traffic; 
increased television receiver sales by 
having receivers where all customers 
of the store may see them; oppor- 
tunity for field testing of television 
commercial techniques, a means of 
identifying products with the vendor 
through close-ups of labels, demonstra- 
tions of merchandise and other meth- 
ods ; building community goodwill with 
programs of a public service nature, ty- 
ing in with various activities, Boy 
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Store 


Traffic 


Scouts, anniversary programs, etc. 
Programs on the two weeks’ show 
schedule included fashion shows, in- 
struction in domestic science and others 
tying in with the promotions of the 
various departments of the store. A 
contest for high school students, telling 
in 100 words or less, “Why My School 
Needs a Television Set,” offered an 
award of a television set valued at $250 
Richard H. Hooper, RCA-Victor 
promotion manager, directed the op- 
erations for the Goldblatt store. End 
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“HOW WOULD YOU LIKE ME NEVER TO TAKE 
YOU AWAY FROM ALL THIS?” 
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aduertistug MEAN MORE 


PROFIT FOR YOU WITH 





PLUS KITCHEN WORK SPACE 


Now the Mertland Table Top Electric Hot Water 
Heater brings you completely automatic hot 

water for every household need. And it's 

smart kitchen furniture too, the counter top 

so convenient for work space. Better 

dealers have the newest models in stock 

now. You can begin to enjoy Mertland conven- 

ience, Mertland quality, Mertland economy, today! 
Table top models in 35 and 45 gallon capacities... 


round models from 10 to 80 gallons. 
Sea, 


MERTLANDG 


_ AUTOMATIC ELECTRIC 
HOT WATER HEATERS . 





store. A 
ts, telling 





4s seen Mn 
BETTER HOMES 
and GARDENS 


ny 4% 
5 

PROTECTED FROM 5 
CORROSION BY 


bMERTLAND? 
) MAGNESIUM 
San 3 M. M. HEOGES MANUFACTURING COMPANY, Inc. + CHATTANOOGA, TENNESSEE 
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Emerson Radio 









Compact Sensation of 1948 


Emerson “Ebony” Model 547 —Powerful 
AC-DC Superheterodyne with “Sealed 
Unit” Alnico 5 PM speaker. Features in- 
clude Sliderule Dial, built-in Super-Loop 
Antenna and all modern performance 
advances. Unquestionably the greatest 
quality value on the market. Now only 


°*16” 





New Models...New Values...New 
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Merchandising Opportunities 
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Here are just a few of the many new features announced 
at January Distributor meetings. 





Included in the new 1948 line are many outstanding 
promotions in every price range. FM-AM MODEL 557 
America’s outstanding style, 
performance and price leader 


Add up your advantages with New Emerson Radio 
models, NEW LOW PRICES, LONGER DISCOUNTS ... 
with everything new in point of sale and advertising helps. 

The real McCoy —the last word in 


complete FM-AM design and per- 


e formance with internal FM power 
loll Your Emerson kadio “Emerson, line antenna in handsome bakelite 


Television cabinet — FM-AM 


Distributor NWOW/ ad at its best—and $4.9 


only 
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‘Emerson Radio 





Phonoradio Leader of 1948 


Emerson Model 576 
radio and phonograph with 
roll-back vanishing automatic 
record changer. Comes in two 
different hand rubbed, high 
finish cabinets: dark mahog- 
any and blonde mahogany. 
A sensation at only 


99" 





Automatic Phono- 
radio Model 573. Two 
nine inch oval “Sealed 
Unit” Alnico 5 Perma- 
nent Magnet Speakers 
—ten watts push-pull 
output — handsome 
hand rubbed cabinet 
with pull-out automatic 
phonograph. A mag- 
nificently performing 
creation at only 


149” 








NG ELECTRICAL MERCHANDISING—MARCH 1, 1948 


1948 Will Be 


Emerson’s Biggest 
Advertising Year 
Continuous advertising in a 
long list of national maga- 
zines—big bertha newspaper 
ads—a tremendous program 
in all types of national and 


local media. 
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SCHWITZER-CUMMINS 
FANS and BLOWERS 


AIR HANDLING AT 
ITS QUIETEST BEST 


You will need the best there is in quality, 













performance and design in your merchan- 
dise for 1948, and all at a reasonable price. 
With prices what they are, you must have 
convincing value to offer. Schwitzer-Cum- 
mins Fresh-Air Maker fans and Hy-Duty 
blowers can’t be beat for big air delivery, 
quiet operation, selling features and looks. 


You will like everything about them and 





































will cheerfully O.K. this year’s prices. And 


there are a surprising number of essential 





types and sizes to help you get the business 


and boost your profits. 


© ATTIC VENTILATORS 
© WINDOW FANS 
© EXHAUST FANS 


© ADJUSTABLE WINDOW FANS 





© PORTABLE CIRCULATING FANS 
© SINGLE INLET BLOWERS 


@ DOUBLE INLET BLOWERS 


With our enlarged facilities we can now give 
good service to more dealers and distributors 
and have some prime territory open. We 
would like to present a portfolio of new 
literature descriptive of some very unique and 
interesting developments for this year’s ven- 
tilating business. It is yours for the asking. 


SCHWITZER-CUMMINS COMPANY 
VENTILATING DIVISION 


1145 EAST 22nd STREET 
INDIANAPOLIS 7, INDIANA 
ENGINEERS AND MANUFACTURERS 
























OPEN HOUSE of the Miami Valley Distributing Co.’s “room of knowledge” brought 
some 400 dealers in two days to see the 19 lines handled and to hear about them 


from manufacturers’ representatives. 


The room will be used primarily for the 
training of retail salesmen and for the display of products. 


In addition, its 


facilities have been thrown open to civic groups and electrical organizations. 


The Whole Town Is Welcome 


Miami Valley Distributing Co. opens “Room of 
Knowledge” to Dealers’ salesmen, civic groups 


> VERY group which may have an 
EK interest in the products handled by 
the Miami Valley Distributing Co., 
Dayton, Ohio, benefits from the com 
pany’s gecently opened “room of know! 
edge,” a combination training 
school and customer display room. 

When the new service was inaug- 
urated with a two-day open house some 
400 dealers and their salesmen paid it 
a visit, saw the products of 19 com- 
panies which Miami Valley distributes, 
manufacturer representa- 
tives explain them. But the room is 
available for more than dealers. It 
disposal of 


sales 


and heard 


placed at the 


has been 


church, civic, and P.T.A. groups for 
cooking schools, card parties, and the 
like. It has been opened to the Dayton 
Gas & Electric League, the Refrigera- 
tion Repairman’s Assn., the Radio 
\ssn., and the Dayton 
Builders’ Assn. It serves, in short, all 
from the dealer to the final 
consumer. 

According to president Schumacher, 
the room of knowledge will be utilized 
primarily for the training of dealer 
salesmen. Mr. Schumacher also plans 
to hire and train salesmen whom he 
will eventually place with dealers who 
wish to expand their sales forces. End 


Repairman’s 


persons 








SALES TRAINING got an early start in the “room of knowledge” when an Apex 
tank type cleaner became the subject of discussion at the Apex Rotarex display. 
Miami Valley itself has 12 salesmen who cover 15 counties in Ohio and Indiana. The 
company will also train salesmen for dealers who wish to expand their sales forces. 
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S° COMPLETE is the range of sizes 
and types of LYON cabinets that 
there is practically no kitchen that 
cannot efficiently be LYON-equipped. 
Here’s beauty that lasts—convenience 
features that are a delight to the ex- 
perienced home-maker. 

LYON has the man-power, the skill, 
the experience and the plant facilities 
to make these cabinets on a large 
scale. When sufficient steel enables 
us to go into full production, we will 
have a highly profitable line to offer 
retailers. 

Some dealers have found it possible 
to furnish us with cabinet steel—22 
gauge cold-rolled. In such cases we 
can make prompt delivery of pound- 
for-pound equivalent in cabinets. 























APPROVED BY 





To carry this seal, a cabinet must meet 
quality standards—of construction, opera- 
tion and finish— based on laboratory tests 

that equal 20 years of use. 


New LYON Ironing Table 


4 Today we can make good deliveries on this fast-selling item. It is light, 






STEEL 
KITCHEN CABINET 
INSTITUTE 


COPYRIGHTED 1940 








strong, convenient to open and close—has many easy-to-demonstrate 
features. Get your order in now. 


LYON meta. provucts, Inc. 








General Offices, 321 Monroe Ave., Aurora, Ill. © Branches and Dealers in All Principal Cities 
A PARTIAL LIST OF LYON PRODUCTS 
@ Shelving @ Kitchen Cabinets © Filing Cabinets © Storage Cabinets ¢ Conveyors © Tool Stands © Flat Drawer Files 
© Lockers © Display Equipment © Cabinet Benches © Bench Drawers © Shop Boxes ¢ Service Carts © Tool Trays © Tool Boxes 
¢ Wood Working Benches © Hanging Cabinets © Folding Chairs © Work Benches © Bor Racks © Hopper Bins ¢ Desks e Sorting Files 
© Economy Locker Racks © Welding Benches © Drawing Tables © Drawer Units © Bin Units © Parts Cases © Stools @ Ironing Tables 
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Appliances “move” on | 


Tophet Alloys su 
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There is a constant demand created 


by dependability when Wilbur B. 








Driver Tophet Alloys supply the 








heat! That is why leading appliance 








manufacturers have used these al- 
loys exclusively for years—and that 
is why many join us in saying “Top- 


het for Top Heat”. 


Manufacturers and technical con- 
sultants will find the 124-page Wil- 
bur B. Driver Resistance Hand Book 
helpful in planning new and im- 
proved appliances. Write for a copy 


on your letterhead. 

















WILBUR B. DRIVER CO. 


150 RIVERSIDE AVE., NEWARK 4, NEW JERSEY 
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J. C. BROILI: Sell gifts, but don’t bother 
with cheap ones. 


Don’t Compete 


| With the 5 & 10 


ANY established electrical firms 
turned to giftwares and miscel- 
laneous household needs as life savers 
to keep up a volume of business during 


| wartime. Some of these firms are con 
tinuing to handle a restricted line of 


such wares, even though appliances are 


| coming back in volume. 


J. C. Broili of the Nevada Machin- 


| ery & Electric Co. of Reno, Nevacda, 


is one appliance dealer who does not 
believe in sacrificing all the knowledge 
he learned through his wartime ex- 


| perience. He will specialize as beiore 





the war in electrical appliances, but 
will continue to handle a specialty line 
of better gifts and household wares. 
“But not,” he adds, “inexpensive lines.” 
One of the prime lessons of the war 


| years was the fact that it does not pay 


to contend with the 5 and 10 cent store 
No matter how attractive the value 
may appear which the electrical dealer 
can offer through careful or lucky 
buying, the customer is far more likely 
to step next door into the familiar red- 
fronted establishment and purchase the 
same article for somewhat more, per- 
haps, thinking she is getting a hetter 
bargain. 


Quality Is the Answer 


This same philosophy is one which 
stands a dealer in good stead when 
he is faced with the necessity of 
competing with a chain store. If he 
attempts to do so on the basis of price. 
the customer many times will buy from 
the chain store, thinking she is getting 
a less expensive article, even when the 
price differential is actually the other 
way. The best argument which any 
specialty dealer has is the handling 0! 
quality merchandise, with emphasis on 
the unique values purchased, with no 
stress on the matter of price. This 
holds true alike for the little china 
figurine designed for the family what 
not and for the electric range or aut 


| matic washing machine. “The best 


lesson learned during wartime selling, 
says Mr. Broili, “was that it does not 
pay to attempt to compete on the basi> 
of price.” End 
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> Zenith ZENETTE 
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«~ E It’s Another Zenith Triumph With All These Features 
Here is the U/timate in a Personal Radio—a tiny set that knows @ AC/DC AND BATTERY POWER—W/ill play practically 
; , : anywhere. 
- no compromise with quality, performance or value...a per- 
n ‘ ” “1: ; @ QUICK BATTERY CHANGE— Batteries slip into place 
. sonal portable with features. ‘“Zenette” is a brilliant presenta saa Seceenaatinaad lea 
- nith engineers in more 

“ Zz of the know ee = . vel B @ EXTRA POWER — Full 90 volts on AC or DC. 
ionics Exclusively. 
~ een y @ STRIKINGLY BEAUTIFUL—The perfect gift. 
the Here, certainly, is a radio you will display proudly, for this is 
vs the perfect gift ...the radio that will make a hit with the man Keep An Eye On 

: or woman who “has everything.’ For this is a beauty ... almost 
‘et jewel-like in its sparkling elegance ... amazing in its vigorous 
ina full tone and volume...and the most convenient radio ever 
t built. It’s a personal portable—it’s an exquisite table model— 
* i's the new kind of radio that will make sales aplenty for 
= Zenith dealers. 
end Suggested List Price (Zone 1) $42.45 Less Batteries 
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CUSTOM -MADE 


FOR YOUR 


AAV LO [TAY 


TOP LINE 
// 


| Automatic Electric 
Water Heaters 








ASIZE for every family 
ASTYLE for every taste 


A PRICE for every purse 





Now, as never before, you can offer your customers a custom- 
quality water heater, custom-tailored to their needs. Every- 
thing from the bountiful 52-gallon DeLuxe Model R-30-2 to the 
beautiful kitchen model T-30 with the gleaming and practically 
indestructible plastic work surface in either black or white. Every 
model (single element or double element, 30-gallon or 52-gallon, 
table-top or round) will give your customers trouble-free service, 
thrifty operation and the gleaming beauty of a finely engi- 
neered and expertly designed and finished product. Wattage 
and wiring circuit to suit you and your local power company. 
Send for specification sheets showing the beautiful models and 
the cutaway diagrams. See for yourself how the built-in Heat- 
Trap and the thick Fiberglas insulation will save money for your 
customers and build sales for you. Write for detailed informa- 
tion and prices today. 


Address: Dept. E. 


! TOPLINE 


TRACE-MARK REG. U.S. PAT. OFF. 


APPLIANCES 


TENNESSEE VALLEY 
| MARKETERS, INC. 


| 117 NINTH AVE., NO., NASHVILLE 3, TENNESSEE 

















Pioneers in Electrical Appliance Manufacture * 
in the Tennessee Valley 

























Taking Our Own Medicine 


Boston’s Electric Institute checks up on 
the lighting of Hub appliance stores 


UPPLEMENTING the recent 
S incognito survey (Electrical 

Merchandising, Aug. 1, 1947) of 
Boston electric shops, under the aus- 
pices of the Electric Institute of 
Boston, Inc., a check-up of the rela- 
tionship between store lighting and 
merchandising atmosphere has been 
made. Human impressions of illumi- 
nation are gained primarily from the 
appearance of surfaces within the field 
of view. Interior decoration and ap- 
peal usually involve relatively large 
areas. Something more than the mere 
sight of lighting units is essential to 
enhance sales attraction. The 105 elec- 
tric stores visited had much in their 
favor, due to the brilliance and white- 
ness of refrigerators, washing ma- 
chines, electric ranges, and other prod- 
ucts. The reaction of the caller to the 
lighting environment was primarily 
influenced by the resulting emphasis on 
details of objects displayed. Here was 
a clue to effective merchandising. 


What They Said 


In the survey the visitors were asked 
to give their reaction to interior light- 
ing as it appealed to them, in reply to 
a specific question in three parts: (a) 
“Excellent,” (b) “Adequate,” and (c) 
“Inadequate.” The statistical conclu- 
sion gained from this was, that of the 
105 stores, six were judged “Excel- 
lent,” 75 “Adequate,” and 24 “Inade- 
quate.” The percentage of top-notch 
lighting was surprisingly small for 
concerns representing in part at least 
the electrical industry, with its pro- 
gressive advertising and _ vigorous 
championship of first-class illumina- 
tion. It was very good indeed in rela- 
tion to adequate lighting. The 24 
stores having inadequate illumination 
face a challenge to better their instal- 
lations, and the 75 not having the best 
lighting are confronted by an oppor- 
tunity to improve their use of this 
vitally important sales tool. 


As for window display lighting, 
there were 83 favorable replies from 
the unknown visitors. These were 
viewed, however, at different times of 
day and without doubt unfavorable 
impressions were to some degree 
caused by reflections. 

The 6 stores rated “Excellent” in 
their lighting had the following favor- 
able factors: 

1. Strong and brilliant lighting, particu- 
larly around the entrance. 

2. A sense of brightness on entering the 
store. In most cases this meant white or 
pale ceilings and upper walls to encourage 
the eye to make a sweepng examination of 
the whole interior. 

3. Brilliant areas or details at the far 
ends of aisles, as “color magnets” to break 
up monotony and invite larger store traffic 
and circulation. 

4. Deeper color tones behind merchandise, 
properly balanced in hue and affording high 
visibility of products on display. 

The conclusion was that store light- 
ing plays a major role in effective 
merchandising and statistical proof as 
given in the tables below. Here 
this relationship has been broken down 
in connection with both interior and 
window lighting as pertaining to (a) 
first impressions of the store; (b) 
housekeeping; (c) attractiveness and 
eye appeal of the merchandise itself; 
(d) ease of shopping; and (e) neat- 
ness of salespeople. 


Correlatian Follows 


The overall average survey efficiency 
for the store having excellent lighting 
was 86 per cent, for those with ade- 
quate lighting, 71 per cent, and for 
those with inadequate lighting only 35 
per cent. 

The over-all average store sales 
efficiency (taking all aspects of the 
survey into account) with well-lighted 
windows was 69 per cent, against 26 
per cent for those considered insuffi- 
ciently illuminated. 





INTERIOR AND 


Of the stores that had 
Excellent Adequate Inadequate 
Lighting Lighting Lighting 
57% 4% 0% 
43% 81% 21% 
100% 91% 24% 
712% 56% 10% 
86% 67% 14% 
100% 94% 60% 


DISPLAY AREA 


Gave an excellent first impression of store 
Gave a good first impression of store 

Had clean interiors 

Had attractive and interesting displays 
Were easy places in which to shop 

Had neat-appearing salespeople 


WINDOW DISPLAY LIGHTING 


Of the store having 


Well-Lighted Insufficiently 
Windows Lighted Windows 
94% 50% Had clean window displays 
68% 1214% Had eye-catching displays 
19% 58% Had inviting displays 
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- I t's the greatest sales force in the world! 


(b) mers 


and Mary Jones sees a Dearborn at Jim Smith's 


house. She's never seen anything like it— 
and Jim doesn't hesitate to tell her how wonderful 


ency it is. He probably explains why the top, sides 
sr and back of the Saf-T-Cabinet always stay cool 
y 3 ... Shows Mary the thermostat and other 


automatic features ... brags about the amazing 


ee 






















sales —— 
s.. flow of floor-level, wall-to-wall heat that MANUFACTURED Anp DISTRIBUTED py. | 
vii springs out the instant the valve is turned on... agro STOVE = MONROE sy ¥: || 
, ; , ANY OVE 

points out how low his gas bills are, too. 1700 West Commerce COMPANY 

Dallas, Tey ag - 3256 Milwa k 
_ Mary Jones, being human, wants a Dearborn. ° Chicago, thine” 
20 "RANCH OFFicEs. 
That's one of the reasons why the Dearborn ; oe Franklin Strees c 
PG, Floridg leveland, Ohio 
line of vented, unvented and radiant heaters 113 Courtiand Avenue 
ene e Atlanta, Georgia Columbus Ohi 

ore has rocketed to top position in dollar 285 West Tr; ae 


99 Avenue 
emphis, Tennessee 


3729 Bruxe| 

les 
New Orleans, Lovisiang 

P at East Reno 

a 
b oma City, Okig. Denver | 

25 South Grand Ave ewe | 
los Angeles, Calif. 


volume of heater sales—and why Dearborn . Kansas City, Missouri 
will mean money in the bank for you 


during 1948! 


Omaha, Nebraska | | 


San Francisco, Californig | 


THE WORLD'S FINEST, SAFEST GAS HEATERS 
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MODEL FM-3 high pressure, atomiz- MODEL FM-1 high pressure, atomiz- 
MODEL FM-7 high pressure, atomizing ing type oil burner, available in ca- ing type oil burner, available in 
type oil burner, available in capacities pacities from 1.35 to 3.00 gallons capacities from .85 to 1.35 gallons 
from 3.50 to 8.20 gallons per hour. per hour. per hour. 














Sell the 
complete line of 


FAIRBANKS-MORSE 


The Fairbanks-Morse Hi-Boy all 
steel, gas-fired, package-unit fur- 
nace, available in 70,000 and 
105,000 BTU capacities. 


Coal, Oil and Gas Furnaces... 


NN CORE TRO M iltsiloa 





The Fairbanks-Morse all steel, oil- 
fired, package-unit furnace, avail- 
able in 90,000 and 130,000 BTU 
capacities. 


The Fairbanks-Morse all steel, oil The Fairbanks-Morse all steel, gas- The Fairbanks-Morse all steel, coal- 
or gas-fired boiler, available in fired, package-unit furnace, available fired winter air-conditioner. A gravity 
capacities of 320 to 900 stand- in 70,000, 105,000 and 140,000 BTU and forced warm air furnace avail- 
ing feet of steam radiation. capacities. able in sizes of 20”, 22”, 24” and 27”. 
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MODEL D series hopper type com- MODEL AH hopper type anthracite MODEL H series industrial type stoker, 


mercial stoker, available in coal burn- stoker with automatic ash-removal. available in coal burning capacities 
ing capacities of 75, 100 and 150 Available in capacities of 400, 600 and of 175 and 225 pounds per hour. 
pounds per hour. 800 standing feet of steam radiation. 


Sa ee TE EE ED OUD Ee ERED GEES BSUS come ee SEES ED GT GEES GeO BE Cee meee 


“@ 


- MODEL Z hopper type bituminous 





MODEL 8-15 bituminous stoker fea- stoker, available in coal burning a . 

, eo MODEL N dustrial t tok 
tures high and low feeds of 9 and 15 capacities of 30 and 50 pounds per available ragesree” oo Pot ot 
pounds of coal per hour. hour. 250, 350, 500 and 630 pounds per hour. 





NOW you can offer prospects any type of OIL BURNERS for almost every need—with 
heating system they want ...meet competition on capacities ranging from .85 to 8.20 gallons an 
any basis of quality, performance and service! hour! 




















HERE'S EVERYTHINGa dealer in heating equip- PACKAGED UNITS. . . heating and air-condi- 
ment needs to Sell! Sell! Sell! ... new in- tioning .. . for coal, gas and oil fuels! Modern! 
stallations and conversions alike! Colorful! Efficient! 
COAL FURNACES with eye appeal that makes PLUS—a dealer set-up you'll like . . . advertis- 
the precision engineering and high quality con- ing that keeps on selling for you ... and a name 
struction it conceals easier to sell! the nation has known and respected as a symbol, 
of fair dealing and quality products since 1830 
STOKERS—domestic, commercial and indus- —Fairbanks-Morse! 
trial—for anthracite Get in on this oppor. 
and bituminous fuel— tunity while your terri- 
to help you cover the tory is still open. Write 





See Our Complete Display Fairbanks, Morse & Co., 


Chicago 5, Illinois. 
NATIONAL OIL HEAT EXPOSITION 
Coliseum — Chicago, Illinois 


APRIL 5-8—BOOTH 610 


field! 





DIESEL LOCOMOTIVES 
DIESEL ENGINES 
STOKERS 

SCALES 

MOTORS 
GENERATORS 

PUMPS 

RAILROAD MOTOR CARS and STANDPIPES 
FARM EQUIPMENT 

MAGNETOS 








MODEL BD self-feed commercial type MODEL AB self-feed anthracite stoker 


MODEL ZB self-feed bituminous stok- stoker, available in coal burning ca- with automatic ash-removal. Avail- 
er, available in coal burning capaci- pacities of 75, 100 and 150 pounds able in capacities of 400, 600 and 
ties of 15, 30 and 50 pounds per hour. per hour. 800 standing feet of steam radiation. 
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ar-priced ventilator 


| 
NO OTHER pope Qvelity Advantages 


gives os many 


Gentlemen: EmM-i 


Please send complete information on the New FASCO 
Automatic Kitchen Ventilators, dealer sales literature, and 
displays. 


ASCO °- 


City State 


* ' 
F. A. SMITH MANUFACTURING CO., INC., ROCHESTER 2, N. Y. 
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ALL-ELECTRIC 
HOME 
HA DEA, BERS, 
OPEN 2PM-9:DM, 


PART OF THE CROWD that visited the Parma display house on opening day is 
shown here. Altogether, more than 2000 persons showed up. 


Packaged’ Electrical 
Living Demonstrated 


Cleveland's Electrical League 
Opens Two Model Homes 


OE way of gaining consumer Although electricity itself is old 
preference for any product is at- stuff to the American people, most 


isitors left these homes with a new 
ippreciation of how it serves mankind 
in the twentieth century. They were 
lelighted with such electrical features 
Each was planned and_ as lighting, automatic 
completely equipped by their buildersto winter air conditioning, all-electric 
fort kitchens and laundries, and adequate 

al appliances wiring, which meant to them con- 
venient switches and plenty of outlets. 
One home, in a southwestern suburb 
of Cleveland, has 114 electrical outlets, 
mpared with 45 found in many 
present-day new homes. The other 

(Continued on page 120) 


tractive packaging. 
vrs ‘ e “| 1 
The Electrical League of Clevela: 
“ 1 ” } . + 
packaged” the advantages of 


living electrically in two 


recently 
all-elecit 
lisplay homes. sight-saving 
feature comiort and invenien 
‘ffered only by electric 
and equipment. 

Since the fond dream of many people 
is a home which can “run itself” while 
its occupants enjoy a life of ease, 
these Greater Clevelanders probably 
feel that Utopia is much nearer. 


THIS ALL-ELECTRIC LAUNDRY in the Parma house features an automatic washer 
and dryer (left) and ironer (right). An electric weter heater (rear center), as well 
as the dryer and the winter air-conditioning system (back of ironer) are identified, 
and their advantages described, by display cards with short, punchy captions. 
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puts 
rite electrical appliance’ 
to work for GE 





ny is ° ° 
—GE HOUSE PARTY returns to the air on 163 CBS stations 
which reach 99,000,000 listeners each week 
Radio is America’s “favorite electrical appliance” by far! 
(93% of America’s families own over 60,000,000 sets 
today.) And GE House Party is once again providing 
America with its favorite afternoon party.” 
old 
most 
ane Here is entertainment that means sales. For the GE 
r were ‘ ‘ 
ature House Party consistently has won the highest sponsor- 
omatic 
lectric identification in radio. (People remember a good party!) 
equate 
dove In fact, 70°¢ of the nation’s GE dealers and distributors 
utiets, 
suburb P : ‘ _E 
cutlets, testified their customers spontaneously mention the GE 
many os eae ne 
ther *GE HOUSE PARTY captivates millions House Party in the store. 


of listeners with an exciting, hilarious, 
“audience-participation” program 

led by Art Linkletter whom 600 radio editors peer , 
sen nisl Go aeons wane esl And 73° of these dealers reported GE House Party 
successful “MC” in all radio with 
only one exception. yl 


specifically helps to sell goods. 


~~ That's why, Monday through Friday, the GE House 
; 


a ne Party is on 163 stations of the Columbia Network—where 





. * 
Nb. ~ 
~ % 3 99,000,000 people gather each week to attend the best 


parties on the air. 


GE long ago discovered it pays to tell its sales 
story to the people—especially when GE also gives them 


a good time. And GE has found, like other leading radio 





advertisers, that CBS is the most effective place to 


Columbia Broadcasting System 


tell a good sales story to the American people. 











It’s the right capacity for your average customer! 
Holds over 100 pounds of frozen foods, freezes family 
quantities of properly prepared meats and vegetables. 


It’s the right size for the average kitchen! 
’ Compact enough to fit in kitchens without crowding the 
t cook; the right height to provide extra table-top work 
XY ' fits flush to 
o£ moat Y “ay 2 9 a 74 Sage Sea GY ean * ie be pe Sg: wt ss 
) 
we -~"| It’s engineered right—for efficiency, economy! 
} The famous Crosley Electrosaver refrigeration unit 
(warranted for 5 years); sure-sealing lid; complete 
insulation; depth-designed for easy access to bottom. 


surface; 





floor, close to wall. : 





feng 
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The Market is Ready and Waiting! 


The market for frozen foods is growing 
like a weed! It’s way past the idea stage 

. . it’s BIG business. Yes, and it’s getting 
bigger every day as more and more women 
find out how handy and convenient and 
time saving for them this modern method 
of food processing really is. 


Do you realize there are over 200 kinds of 
food now put up in frozen packages? Do 
you realize that every week in your own 
neighborhood thousands of dollars are being 
spent for frozen foods? Do you realize that 
as more women become sold on using frozen 
foods, they become sold on their need for a 
frozen food cabinet ? That's why we say . . . 


The Product is packed with Sell! 


From its rock-bottom price to its top-notch 
performance, the Crosley Frostmaster gives 
dealers a sales story that has the happiest 
vending you ever saw! 


The plan is Practical—Complete—Local! 
It’s practical because it is sound, easy to 
put in operation, costs little more than the 
“oomph” it calls for. It is complete . . . with 
materials, approaches, appeals. It is local 


CROSLEY 
FROSTMASTER 


backed by a complete promotion plan™ 














> 


_—— 
Here’s the kind of opening: affy profit-minded dealer 
welcomes like_o fotig lost brother! It hinges on: (1) a 
s ripe 'n ready, (2) a product that fits the 


than a wedding reception! 


ns On “situation like a glove, (3) a plan that’s got more punch 


_ If you think that’s promising a lot, read on mister . . . and 


check us on each of these three points: 


. . « flexible enough to fit any dealer like it 
was made for him (and it sure was!). 


—, 


100K WHAT IT COUERS 


Counter Displays, window displays, store 
displays, exchange displays. 


ADS—newspaper advertising. national mag- 


azine advertising. 

PROMOTIONS — ‘Free Frozen Food’ Intro- 
ductory Plan, “Frozen Food Week,” ‘Food 
Bank” Plan. 

CANVASS—by telephone, by mail. 
RADIO—spot announcements and commer- 
cials . . . all ready to use! 

FILMS—sales training films to alert your 
personnel to sales opportunities. 
LITERATURE—of all kinds, for a really con- 
centrated sales program . . . and a lot more 
sales stimulators and ideas that will ring the 
bell—the cash register bell, that 1s! 


MAKE THE MOST OF IT! 
Copies of this live wire promotion plan are 
ready now—to help Crosley dealers take 
advantage of a market that is WIDE OPEN 
FOR PROFIT NOW. Watch for yours, or 
if you're not in line for one, just watch! 


7 Mabe) 
C qv Uy, 
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Whats freezin’® 





Shelvador* Refrigerators © Frostmasters © Ranges ® Radios 


Radio-Phonos ® FM ® Television ® Short Wave ® Home of WLW 
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*TRADEMARK REG U S PAT OFF 
© 1948 CROSLEY DIV AVCO MFG CORP 













































Here’s a beacon that can put the business spotlight 


on you! 


The ‘yellow pages’ of your telephone directory 





guide buyers clearly and directly to your door. 


Representation (listings, display, ete.) in the 
Classified is a proven method of letting the whole 
community know what stocks of merchandise you 
carry...what advertised brands you sell...and what 
services you offer. Your advertising in the ‘yellow 
pages’ tells people what they want to know at that 
important time—when they’re ready to buy. 

Thus, you will find the ‘yellow pages’ an 
effective medium to help brighten your 
business future. 





For further information, call your 
local telephone business of fice. 











“Packaged” 
Electrical Living 
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home has 106 electrical outlets, and js 
in the center of a new 50-house de. 
velopment where ten homes are al- 
ready completed and occupied. 

In both homes the lighting, Wiring 
and kitchen and laundry layouts are ip 
accordance with recommendations 
made by the Home Planning Bureau of 
the Electrical League. 


They Got The Idea... 


About seventy per cent of the people 
who inspected these homes, exclaim- 
ing at the valance lighting in the living 
room, the obvious time-saving effi- 
ciency of the electrical appliances, and 
other features, were newly-married 
couples, or young couples with one or 
two pre-school children. They were 
pleased to find so many convenient 
electrical outlets a d switches. Most 
of them had already experienced the 
usual inconveniences resulting from 
too few outlets in their present homes. 

Merchandising the “reasons-why” 
of electrical conveniences, the Electri- 
cal League identified all electrical out- 
lets, lighting and appliances in both 
homes with display type cards explain- 
ing their advantages. Altogether there 
were 45 different messages, some of 
which read as follows: 

At 3-way switches—‘‘Save steps, 
time, and avoid accidents with con- 
venient, multiple switch controls.” 

On the clothes dryer—‘Eliminate 
weather worries and clothes-handling 
drudgery with a fast, electric clothes 
dryer.” 

At various outlets—“A place to plug 
in the electric clock. . . . A place to 
plug in a sight-saving lamp and fan. 
...A place to plug in a night light 
or vacuum cleaner. e 

Few people left the homes without 
making some remark like, “I wish 
we had as many outlets in our house.” 
... “When we build our next home. 
we're certainly going to have a set-up 
like this.” 


... And They'll Remember 


“Public education through electric 
display homes means many long range 
benefits for the electrical industry,” 
points out J. E. North, president of 
the Electrical League. “Whether 
tenant, landlord, or owner-occupant, 
each visitor to these homes learned 
more about the benefits of electrical 
appliances, convenient wiring, and 
good lighting, and will some day de- 
mand similar advantages in his present 
or future home. 

Both homes (unfurnished except for 
the electrical equipment) were open 
from 2 to 9 PM on Sundays, and 6 
to 9 PM each evening. Electrical 
League staff members talked to all 
visitors and stressed the electrical 
features, answered questions, and dis- 
tributed literature describing all-elec- 
tric home advantages and itemizing the 
low operating costs of the 24 most 
widely used electrical appliances. 
Visitors were amazed to learn that the 
average monthly cost of electricity in 
an all-electric home in the Greater 
Cleveland area is only $11.35. End 
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Browns 94 Ibs. of French Fries per Hour. Here’s real produc- 109 Croquettes in 60 minutes. Croquettes like all fried 50 Ibs. of White Fish per Hour. You can fry large quantities 






tion capacity —enough to supply a busy lunch-counter foods taste better because Hotpoint’s hydraulic thermo- of fish, onions, potatoes—all in rapid order. Foods are 
at peak hours. Twin baskets available for frying smaller stat holds fat temperature within proper range. A pro- cooked “‘just right.”” And each tastes of only its natural 
quantities of separate foods at same time. tective crust forms sealing in natural flavors. flavor. There is no transfer of tastes or odors. 
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Hotpoint’s 
New Custom-Matched 


FRY KETTLE... 
=} Serves More Customers Per Hour! 





ninate 
idling 
lothes 





ithout 
wish 
era ERVING better food at greater speed benefits your commercial can be raised to 350° in the record-breaking time of just 8 min- 
a Customers in two ways: 1, It insures satisfaction, builds good- utes. That’s almost twice as fast as pre-war models! Production 
will. 2. It speeds their turnover, creates more meal checks per capacity is up 72% —with only 15 lbs. fat requirement. Properly 
hour, That’s what Hotpoint offers in its amazing new Electric Fry used, a complete fat change is never required, Saves 25% to 60% 
lectric Kettle. Designed exclusively for deep-fat frying it guarantees oper- in fat consumption alone. Fast, easy-to-clean, safe, the Hotpoint 
range ators far greater speed and efficiency, as well as foods unequalled Fry Kettle is winning praise from progressive operators every- 
stry,” for their taste, appearance and digestibility. With the new high- where. See it soon or write for literature. Hotpoint Inc., 5620 West 
en speed immersion-type Calrod* heating units, fat temperatures Taylor Street, Chicago 44, Illinois; *Reg. U. S. Pat. Of. 
upant, 
arned 














‘trical a nn a 
and 
iy de- 


resent Custom-Matched Beauty By 


Hotpoint’s new Counter Kitchen may include two, 
three, four or all five appliances (only 7% feet in 
length). Duplicate appliances may also be included 
in the bank. 





Fry Kettle HK3 : 
$93.95 





] ' Hotplote HHI 
‘0 all HOTPOINT Inc. [A General Electric Affiliate 763.95 
Griddle HG2 
d dis- Oldest and Largest Manufacturer of Commercial Electric Cooking Equipment i, 
Griddle Grill HG3 
$127.95 








; Wottle Boker HY! 
most $94.95 


Be sure and visit the *IDEA CENTER* 
National Restaurant Show— Cleveland 


ity in We are a contributing member of the 
a +IDEA CENTER® a Consolidated Display 
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Your appliances become not only sales-on- 
the-books but working display models as well 

when they are plugged into the outlets of 
outstanding new homes like the one above. 
For show-room homes like the Elliotts’ pro- 
vide a natural background for quality prod- 
ucts—an ideal setting where new ideas for 
better living are seen to best advantage by 
scores of new prospects. 


And Time’s million-and-a-half families 
own more than a million much-admired 
homes. 


122 





Again and again, Time's circulation proves to 
be highest in high rental communities, lowest 
in low rental communities. (The graph at 
right shows the result of a recent study of the 
New York trading area.*) 

So whether you make radios or refrigera- 
tors, dishwashers or doorbells . . . in Time, 
your advertisements talk to families who like 
the newest and the best, who can buy and do 
buy, families who have a way of discussing 
your name and your product with many, 
many others who have confidence in their 
good sense and good taste. 


MARCH 


ADVERTISING 








Curve shows average rental in 138 cities 
in the greater New York Trading Areo, 
arranged in descending order. Blocks 
show TIME circulation per 100,000 pop- 
ulation in each quorter of these cities. 






Highest Second Third Lowest 
Rental Rental Rentol Rental 
Quorter Quarter Quarter Quorter 











*If you would like a copy of the complete study, “The 
Selectivity of Time's Circulation.” write David Wallace, 
Research Director, Time Inc., 9 Rockefeller Plaza, New 


York 21. 
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Architects: Gill & Bianculli 


THE THINGS YOU MAKE sfoudd be Displayed 
IN THE SHOW-ROOM HOMES ofthe Nation 
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HE high tide of appliance and 
7 radio prices began to show some 
signs of recession with an announce- 
ment early last month by Philco Corp. 
that its 1948 line of refrigerators and 
radios reflected decreases up to six and 
25 percent respectively. 

A further hopeful indication was the 
inauguration of longer discounts to 
dealers by the Bendix Radio Division 
of Bendix Aviation Corp. The Pressed 
Steel Car Co., maker of Presteline 
appliances, declared in a news release 
and advertisements that its prices were 
already at rock bottom level and, in 
fact, had not been increased during 16 
months of generally rising prices. The 
Duro Test Corp., manufacturer of in 
candescent and fluorescent lights, an- 
nounced price reductions in the in- 
candescent line averaging 18 percent 
and ranging as high as 50 percent. 


Philco Heads for 1940 Prices 


Philco, introducing nine new re 
frigerators, four freezers and a new 
radio line at a New York meeting, re 
duced list prices by as much as $20 on 
some models, James H. Carmine, vice 
president in charge of distribution, 
pointed out that the reductions were 
made on new models which are com- 
parable with those manufactured last 
year and that in many cases the newer 
units actually provide more space and 
more features. A new eight-foot re 
frigerator, model 883, sells in New 
York for $299.50 as compared with 
$319.50 for the comparable sum—foot 
model of 1947. The new price, said 
Mr. Carmine, is only seven percent 
above 1940 levels. Another model, 782. 
containing 7.7 


y 





7 cubic feet, sells for $267 
in contrast to the $289.50 tag on last 
year’s counterpart, a seven-footer. The 
company presented four freezer models, 
but made no comparative price state- 
ments. Its radio line, however, in 
cludes a three-way portable which 
retails at $29.95, $10 less than the 
lowest-priced portable offered in 1947. 
A console which sold last year in a 
mahogany cabinet for $179.93 is now 
being offered in a walnut cabinet at 
$169.93. The biggest reduction was 
made with model 1286, a radio-phono- 
graph combination which is available 
at $299.50 in contrast to model 1266, 
which sold last year at $329.50, 

Said Mr. Carmine, “These price re 
luctions have been made in line with 
the long-established policy of giving 
the public greater value, not by cutting 
prices on existing models, but by low 
ering prices on new and improved 
Products as rapidly as possible.” 

John M. Otter, general sales man- 
ager for Philco, declared that “a 
‘trong demand exists today for at 
least 6,000,000 refrigerators to make 
800d wartime shortages and take care 


I the new homes Philco plans to 
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More Producers Join Inflation 
Fight with Price Reductions 


Philco refrigerators cut up to 6%, 


radios to 25%. Duro-Test lamps cut 


18%. 


By Robert 


obtain its full share of this business 
and, assuming a free flow of raw ma 
terials, our refrigerator-freezer sales 
volume should reach $100,000,000 in 
1948, as compared with $65,000,000 
last year and $17,000,000 in pre-war 


1941.” 
Bendix Does It with Discounts 


Bendix Radio, in announcing longe: 
dealer discounts, did not specify what 
those discounts would be, but W. P. 
Hilliard, general manager, said, “The 
economics of today’s retail business 
justify the dealer demands for wider 
spread between cost and selling price 
Now that Bendix Radio is able to 
justify such an adjustment our dealers 
throughout the country will be able to 
add many thousands of dollars to their 
net profits without tapping the public.” 

J. T. Dalton, general sales manager, 


The Gang Was All There 


Ww. 


Bendix Radio ups discounts. 


Armstrong 


indicated the size of the discounts when 
he said they “may not appear large in 
themselves when applied to the gross. 
But it’s the net that concerns the 
dealer. An increase of 20 to 30 percent 
in his net profit will be an all-impor- 
tant factor in his 1948 business. This 
discount structure is not reserved for 
current merchandise only, but will be 
apparent in our subsequent line offer- 
ings as well.” 


Duro Test Wants to Cooperate 


The Duro Test Corp. declared that 
its lamp price reductions were made 
in the spirit of cooperation with the 
fight against inflation. President Wal 
ter H. Simson said, “Despite the cur 
rent inflationary trend . .. we at 
Duro Test believe that the only real 
solution to a secure prosperity for all 
is to give our customers lower prices 


We can 
increased 


as well as better value . 
accomplish this through 
sales and production.” 


Presteline Defends Itself 


Steel 
was admittedly “an answer to G-E and 
Hotpoint’s recent statements announc- 
ing a price reduction for their appli- 
ances. The G-E and Hotpoint state- 
ments invited other manufacturers to 
reduce their prices. The spirit and 
motive behind these announcements is 
to be commended.” 

J. G. Howland, director of Prestel- 
ine advertising, said, 


The Pressed advertisement 


however, that 
some manufacturers who are unable to 
reduce prices in conformance with the 
G-E plea may be placed in a position 
of indictment. Hence, the advertise- 
ment signed by Ernest Murphy, 
Steel president. Said Mr 
Murphy, “From the very first threat 
of inflation, this company’s pricing 
policy set an example for the entire 
appliance industry. For 16 critical 
months everything mushroomed that 
entered into the cost of making and 
marketing electric ranges. During that 
period Presteline was the only electric 
range among the leading brands whose 
(Continued on next page) 


Pressed 





IF NO CONLON SALES were made during a part of the January Markets it was for the very good reason that the entire 
sales organization of the Conlon Division Conlon-Moore Corp. got together for its annual breakfast. Seated, center, is |. N. 


Merritt, vice-president of the division. 
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The CHORDETTE III 
Retails for $7.95 
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SALES APPEAL 


IT’S UNIQUE...the Chordette III is the 
only door chime with a continuous har- 


mony chord, that plays as long as the 


caller pushes the button. 





_ There's only one answer 


to a sound argument 





The most saleable 


__.{ door chime ever invented 


“SaaS be 5 Bie ts ee eee ee 
a onal. ze hae pnd 








GALORE: | 
« | 

IT’S VERSATILE...Has three distinctly 

different signals, instead of the usual two. 

One for the front door, one for the back 


and one for the side door, or to page the 
family to the phone. 


PLEASINGLY INSISTENT TONE... Sig- 


nals can be heard anywhere in the house. 
The Chordette is tested for tone-pitch and 


tone quality on the Sonoscope, 


tector exclusive with Edwards. 


NATIONALLY ADVERTISED... Edwards Door Chimes 


are pre-sold for you by a powerful advertising schedule 
in Saturday Evening Post, American Home and Better 
Homes and Gardens. 





Dee es a 


PRACTICAL AND ATTRACTIVE...The 
Chordette III is available in two popular 
color combinations—Chrome and White 

or Brass and Mahogany. 


a tone de- 


=" 





ORDER THE CHORDETTE III THROUGH YOUR DISTRIBUTOR TODAY a 


“MUSICAL HITS” 
OF THE YEAR 


Edwards Door Knocker 
Chimes. Sure-fire sellers 
...these non-electric Door 
Chimes that work like a 
knocker... ring like a 
chime. Bright polished 
brass in two styles: The 
Fairfax ...for those who prefer Colo- 
nial design. The Classic... for those 
who like modern simplicity. 





The Fairfax 
Retails for $7.95 





The Classic 
Retails for $6.95 


EDWARDS AND COMPANY, NORWALK, CONNECTICUT 


In Canada: Fdwards of Canada, Ltd. 
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Price Reductions 
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price was not raised. The entire in- 
creased cost of doing business was 
absorbed by this company.” 

Mr. Murphy said that in May, 1946, 
Presteline ranges cost consumers 66 
percent less than an average of the 
leading makes. In May, 1947, the 
price was 13.1 percent lower. “We 
pledge distributors, the retail trade 
and the public that if costs do not 
skyrocket further, the present un- 
matched Presteline values will con- 
tinue. A runaway inflation can wreck 
the country’s hopes for the future. 
Let’s all do our share to prevent it,” 
Mr. Murphy concluded. 


Ripples Instead of Breakers 


These separate actions, taken col- 
lectively, could well mean that the oft- 
noted decline in consumers’ ready cash 
was at last making itself felt in the 
field of durable goods. At the very 
least they indicated that producers 
were becoming increasingly concerned 
about the inevitable results of an 
unchecked inflationary spiral. And 
if other manufacturers were to join 
the effort, it might push back the 
price tide far enough so that consum- 
ers could go swimming without getting 
in over their heads. 





Don’t Call It Free Unless 
It Really Is, Warns FTC 


Many of the nation’s leading ad- 
vertising campaigns will have to 
retract and retrench. Promotion 
schemes offering supersonic cars 
and sable coats “FREE! IF——” 
are out, according to the Federal 
Trade Commission. “Free” is free, 
no “‘if’s” allowed. 

In a rarely used administrative 
ruling, the FTC decided that the 
word “free” as used in advertising 
and promotional schemes must 
mean just that. If something is 
described as free it must be offered 
purely as a gift, and not as a reward 
for selling seeds, or sending in box 
tops, wrappers and the like. Prod- 
ucts and prizes so offered are not 
free, according to the FTC, but are 
in effect payment for some service 
rendered. 

The January 30 ruling reads as 
follows: 


“The use of the word ‘free’, or words 
of similar import, in advertising to 
designate or describe merchandise 
sold or distributed in interstate com- 
merce, that is not in truth and in 
fact a gift cr gratuity or is not given 
to the recipient thereof without re- 
quiring the purchase of other merchan- 
dise or requiring the performance of 
some service inuring directly or indi- 
rectly to the benefit of the advertiser, 
seller or distributor, is considered by 
the Commissioner to be in violation of 
the Federal Trade Commission Act.” 











Bell Television Opens 
New York Show Rooms 


Martin Sugar, president of Bell 
Television, Inc., has announced the 
opening of new television show rooms 
at 147 West 42nd St. New York 
City. The company occupies offices 
at 11 West 42nd St. 
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Americans have many reasons to be grateful to 
the appliance industry. For much of the ease, the 
convenience and the healthfulness of modern 
American life is due to modern American appli- 
ances. Delco Products is proud of its part in this 
great industry. Many of the first models of 
famous appliances were powered by especially 
developed Delco Motors. And as these products 
have been consistently improved, so Delco Motors 
have been made ever more efficient and depend- 
able. Built in sizes from to 50 h.p.. Delco 


ords 
} to 
dise 


Motors are quiet, compact and designed to fit the 
requirements of the particular applica- 

- | \ tion. Delco Products Division, General 

in ’ . . 

an of (o Motors Corporation, Dayton, Ohio. 
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GET IN ON THE 


LL 


ERE’S a made-to-order opportunity to get into 
the profitable residential fluorescent fixture busi- 
ness ... with the greatest line ever manufactured! 


All of the new, attractive Sylvania home units 
you see above can be mounted on this attention- 
getting—completely wired—silent salesman. All you 
do is attach the fixtures and plug it in. The display 
board itself is absolutely free (a $25 value), and 


comes to you ready to go to work, for the cost of nine 
beautiful fixtures plus only a $6.00 handling and 
shipping charge. 


Total retail value of these nine fixtures is $123.15. 


Your profit is $43.26 on an investment of only 
$79.89 plus tax. It’s your big start into this big field, 
backed by Sylvania’s hard-hitting national adver- 
tising! 


START NOW TO SELL FLUORESCENT FIXTURES THAT ARE IN DEMAND FOR KITCHENS, BATHROOMS, PLAY 


ROOMS, LAUNDRIES, BEDROOMS, LIVING ROOMS, DINING ROOMS 


MARCH 1, 





WITH SYLVANIA’S STAR RESIDENTIAL FIXTURE CAMPAIGNi Ee 
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Sylvania’s fluor 
lamps and fix 
carry the Seo 
Approval of G 
Housekeeping | 
tute and Underw 
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LL calif RESIDENTIAL FIXTURES TO THE NEW MARKET 
AT’S GROWING... 
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DISPLAY SUGGESTIONS 
LIGHT THE WAY AND WORKING PLANS 


Complete with photos of effective 
window and counter displays you can 
easily duplicate. 


“wren 








. farted & 7 
FLUORESCENT asx 
Soft UGHT f 









peng A eae d COUNTER OR WINDOW DISPLAY 
x Attractive heavy cardboard—die-cut to 
aaeeeiee —_— take any of the fixtures except RW.-160. 


These little touches of modern 
lighting sell fixtures on sight. 


PRICE TAGS 





inet 
5 al Each fixture carries 
the famous Sylvania 
triangle trademark of 
s quality merchandise. 
* 5 J 
Jaranteed ) “ ) 
| Housek RESIDENTIAL 







FIXTURE FOLDERS 


A stunning presentation of Sylvania 
Fluorescent fixtures for the home. 


4S apveansto 


DISPLAY CARD 


| 
nia’s fluor / SET OF NINE 
ponte NEWSPAPER MATS oheaipeet = 
y the Seo Colorful “Shopper stoppers” 
roval of G Attractive newspaper advertise- beautifully lithographed show- 
ekeeping !t ments illustrating each fixture ing house aplications. 
and Underw in promotion. 
‘atory 
Atlanta: 1223 William-Oliver Bidg. New York: 500 Fifth Avenue 
Boston: 10 Post Office Sq. Philadelphia: 1120 Lincoln Liberty Bldg. 
Buffalo: 421 Jackson Bidg. Cleveland: 797 Union Commerce Bldg. 
Chicago: 20 N. Wacker Drive Detroit: 613 Boulevard Bidg. 
i = =< . . Kansas City: 2109 Broadway San Francisco: 111 Sutter St. 
O further help you begin cashing in now on this SEND THIS COUPON Los Angeles: 210 West 7th St. Seattle: 951 White-Henry-Stuart Bldg. 
new and growing market, these unique, specially TO NEAREST Washington: Washington Bidg. 
prepared promotion pieces are yours absolutely ee eee 10 Cee ” 
free! SYLVANIA OFFICE 
; . Sylvania Electric Products Inc. 
This complete and proven sales-getting program 
will sell the world’s most complete line of home PI is vce scans 8-Star Fixture Promotion(s) at $79.89 each 





fluorescent lighting for you. Get in on this early plus tax. Please have nearest Sylvania distributor ship at once. 


opportunity to reap profits from the sale of this 


- i Name of Store Te ny eee 
smartly styled household lighting line. 






Remember, you make a 40% profit on every re eT Tree eee patna tele ocaliete 
fluorescent fixture sold! Just fill out and mail the on . 
coupon today! EE Ee ere State.... 
I 65 tien cies SA ee Re ES ae oe ES 


eeahe iene exenuvensedl 


VANIA ELECTRIC PRODUCTS INC., 500 Fifth Ave., New York 18, N. Y. 


Me cee ce cee ce es ee ee ee ee ee ee ee wm we we we oe —a 
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MERCHANDISING DEPARTMENT 


You Can Pull Profits 
out of the Air 


...if you get ready now! 





Summer's heat and humidity will be along before you 


know it! People will be hot prospects for FANS. 


You'll be able to makes sales “in a breeze" 
-- if you have popular fans to offer. The way to 
make sure you'll have ‘em is to order now from 
Graybar. We have desk-type fans, pedestal fans 
(including giants), kitchen ventilator fans, all 
types of exhaust fans ~-- every kind of fan for home 


or office -- all nationally advertised. 


There might be a shortage of fans again this 





year. If you want to profit fully from the heavy 





summer demand, order now! 


Dealers throughout the nation know 
it pays to follow recommendations 
of Graybar Merchandising Spe- 
cialists—in ordering merchandise, 
training personnel, and planning 
store layout, window display, ad- 
vertising and promotion. Graybar 
dealers get convenient deliveries of 
top-flight merchandise from our 
near-by warehouses located in near- 
ly 100 principal cities. Appliance 
Department, Graybar Electric Com- 
pany, Inc. Executive offices: Gray- 
bar Building, New York 17, N. Y. 
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Scheduled Meetings 


NATL. MARKETING 
CONFERENCE 
Chamber of Commerce of U. S. 
Jefferson Hotel, St. Louis, Mo. 
March 11-12 


CHICAGO STOKER EXPOSITION 
Midwest and Chicago Stoker Assns. 

Commonwealth Edison Assembly Hall, 
140 South Dearborn St., 

Chicago, Ill. 

March 11-17 
































































ANNUAL CONVENTION & 
RADIO ENGINEERING SHOW 
Institute of Radio Engineers 
Hotel Commodore and Grand Central 
Palace, N. Y., N. Y. 
March 22-25 


HARDWARE - HOUSEWARES - 
APPLIANCE SHOW 
North Dakota Retail Hardware Assn. 
Town Hall, Fargo, N. D. 
March 23-25 


1ST ANNUAL ELECTRIC SHOW 
Electric Institute of Boston 
Mechanics Blidg., Boston, Mass. 
April 3-10 

14TH ANNUAL SALES 
CONFERENCE 

Edison Electric Institute 
Edgewater Beach Hotel, Chicago, Ill. 
April 6-8 

SPRING NATL. MARKET WEEK 


St. Paul Auditorium, St. Paul, Minn. 
April 20-23 


TEXAS ELECTRIC SHOW 
Texas Electric Service Co. 
Will Rogers Memorial Coliseum, 
Fort Worth, Texas 
April 25-May 2 


17TH PACKAGING EXPOSITION 
American Management Assn. 
Public Auditorium, Cleveland, Ohio 
April 26-30 
40TH ANNIVERSARY 

CONVENTION 
Natl. Electrical Wholesalers Assn. 
Statler Hotel, Buffalo, N. Y. 
May 2-7 

INT. TRADE FAIR 

Toronto, Canada 
May 31-June 12 


ANNUAL CONVENTION 
Edison Electric Institute 
Atlantic City, N. J. 
June 2-4 

19TH ANNUAL MEETING 
Radio Mfrs. Assn. of Canada 
Royal York Hotel, Canada 
June 15 








Chicago Will Be Host to 
1948 Stoker Exposition 


Officials of the Chicago Coal Assn. 
and the Midwest Stoker Assn. have 
announced that another Chicago 
Stoker Exposition will be held in the 
Commonwealth Edison assembly hall, 
140 South Dearborn St., March 11-17 
inclusive, 1948. 

The decision to hold this exposition 
and carry on another merchandising 
program next year was made because 
of the successful results secured from 
the first exhibition and campaign in 
the spring of this year. Heading ar- 
rangements for the exposition are Marc 
G. Bluth, Midwest Stoker Assn. and 
Frank J. Donovan of the Chicago Coal 
Merchants Assn. 
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tarting with a big, full-page advertise- 

ment in the March 20 issue of The 
Saturday Evening Post ...Seth Thomas* launches 
the biggest campaign in its long history of con- 
sistent nation-wide advertising. 


It’s an entirely new campaign. Big, full-page 


The POST ad sets the pace. It's a “prestige” 
message reminding readers that Seth Thomas is 
truly “the finest name in clocks.” It’s a campaign 
designed to identify the Seth Thomas dealer as 


‘the finest store in town.”’ 


Tie in with this banner campaign. Make your 
space appears frequently in the POST through- store Seth Thomas headquarters. You can easily 


out the year. Big, dramatic photos richly display do this by displaying Seth Thomas Clocks promi- 


and (arae 


Seth Thomas models. And in addition, other ads nently .. . by calling your customers’ attention 


Rae \ore’s 





te a! will be seen regularly in all the best-liked home 
Ne ; 
> = a 


- 
ns res 


to the fine quality of these clocks ...and by ad- 


magazines: American Home, Better Homes & __ vertising in your local newspaper. 


Gardens, House Beautiful, House & Garden. A We'll supply newspaper mats, free. Write for 
total of more than 21,300,000 men and women them today. 


read these popular magazines! Seth Thomas Clocks. Thomaston, Connecticut 


Seth Thomas 


A PRODUCT OF GENERAL TIME INSTRUMENTS CORPORATION 


FEATURED in The Saturday Evening Post 
during spring months will be the Seth 
Thomas Legacy, Baxter and Simsbury. 
The four powerful home magazines will 
feature the Sharon, Sequin, Buckingham, 
Brook field and Hitt...all fast sellers. Watch 
for these attention-getting ads. Feature 
these fine clocks in your own store adver- 
tising and store displays. 


wae 
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A Quick Quiz for Appliance Dealers 
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Five caaeiiens about 
NGUUM GLEANERS 2, 











How many homeowners plan to buy 
4 a new vacuum cleaner this year? 


1 out of 15 


= 1 out of 4 
[] 1 out of 10 
[ | 1 out of 25 

















Approximately 1 out of every 
4 homeowners throughout the 
country is a prospect for 4 
new vacuum cleaner within 
the next year, according ” 

recent findings of the National 
Panel of Consumer Opinion. 
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24 Different 
Makes 


52 Different 


85 Different 
Makes 


112 Different 
Makes 











fferent makes can 


ners choose from? 2. What do these thr 
eaders 


avei 
e in Common? 

















approximate- 
ds of vac- 


All . 
im — dispo sable 


The three 


Today there are 
ly 52 different bran 


" uum cleaners on the market. 
But 50% of all people inter- i All are cyli leadi 
. ° ° ° ind adyv rth In, ¢ 
viewed in a recent nationwide models ai fact ertised in oe are 
survey say they will buy one of im All weigh clean during 1947 Ost. In 
3 leading makes. 16 Ib under ei manufactur, vacuum 
© Pages ers le . 
the Pos rad advertisi, 5 
SIng in 


Zener: in é 
€ral magaz; NY othe 
£azine ler 
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r why the leading 
























ur? 5 Whi 
e er of the : 
the brand of ia family decides — 
uum cleaner to buy? manufacturers of vacuum 
cleaners concentrate their 
advertising in The Satur- 
day Evening Post: the 
| Post reaches the leaders 
of the community . - - the 
people who are your best 
customers. Alert, sales- 
minded dealers take ad- 
vantage of this by featuring appliances that 
are backed by the power of the Post. 
eople know and prefer 
F Post-advertised products 
every 
? Father 
it the E 
very m 
for 4 a ember of t : | 
vithin Mother has something to he family 
ng to 0 rine brand to “tag about 
tional Sister “is y Post eduantidn, ; That's 
inion. . important facto ¥ 1s such 
Brothe ing them all deci r in help- 
r people k 2>cide Ae becau 
advert; now and prefer P - 
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AMAZING NEW HOME HEATER 
FLOORS WARM 


KEEPS 























An oil burning space heater with utterly new heat 


distributing features furnishes an ideal combi- 


_ 


nation of controlled “Down-Glow” radiation with 
draftiess, circulated warm air 
. 


Miserly with oil because it puts the heat where 


aT 


you can use it! 


Here's luxurious new heating comfort 
for the home, featuring a new design 
deficiencies of 
old-fashioned methods. 

The Winkler Radiant-Air Oil Heater, | 
with its Down-Glow” principle of | 
operation, provides a proper combina- | 


which overcomes the 





HOT WALL OF HEATER 











tion of radiant heat and circulating 
warm air which brings supreme winter 
comfort. 

The diagram shows how the Winkler 
Radiant-Air achieves its marvelous 
floor warming results. The greater part 
of radiant heat rays pouring from the 
front of the heating unit are directed 
floorward by the scientifically curved 
surfaces of the Deflectors. At the same 
time, warmed air rises through the top 
grille, producing dua/ heating which 
warms both air and floors. 


Nothing like it on the 
market! Write for full 
information today. 


ALL ye FEATURES 


“Down-Glow” Radiant Heat 


Droftiess Air Circulation 


Fingertip Control 


Large Galvanized Humidifier 


Quick Reading Fuel Gauge 


Econo-mizer Burner 


Oil Safety Float-Valve 


Handy Lighting Torch 


CaOnNOouhon 


Easy to Clean 





Save oil—replace your old, inefficient heater. 


WINKLER 
Radtaut--4c OIL HEATER 


U. S. MACHINE CORP., Dept. AM-47, Lebanon, Ind. 
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Customers Test Dealer Sales 





Ability in Lamp Campaign 


Idaho Power Promotion 
Ups Sales 64 Percent 


The results of a recent lamp bulb 
campaign conducted exclusively 
through dealers in the territory of the 
Idaho Power Co. included a 64 percent 
increase in sales over the same period 
of 1946 and were at least partly at- 
tributable to consumer participation in 
the program. 

The campaign was the first con- 
ducted since the war. Every fall for 
sixteen years prior to World War II 
the company staged a lamp campaign 
through its own organization, with 
prizes for leading teams and usually 
with some special inducement to cus- 
tomers for purchase of lamps in quan- 
tity. In resuming this activity this 
year, emphasis was placed on sales 
through dealers, and no special price 
inducements were offered. Sponsors 
included the G-E Supply Corp., Idaho 
Hardware & Plumbing Co., Afton 
Lemp Electric Co., Westinghouse 
Supply Corp., Graybar Electric Sup- 
ply, Salt Lake Hardware Co., and the 
Idaho Power Co. Selling was done 
through all dealers in southern Idaho 
and Eastern Oregon. The event lasted 
from September 2 to October 1. 


Sales Aids Furnished 


Idaho Power furnished door stick- 
ers, pin-up cards and printed blotters 
which were sent out with power com- 
pany bills, radio and newspaper adver- 
tising. Distributors furnished window 
display material, stock, and sustaining 
ads. Dealers were urged to feature 
floor, counter and window displays of 
lamps throughout the sales period. 
They were urged to sell by the carton 
and to sell larger sizes and were given 
a chart of desirable size bulbs for 
various purposes. They were also 
given a power company rate chart 
which, using the customer's current 
monthly bill as a base, indicated how 
little it costs to operate a lamp over 
a 10-hr. period. 


Consumer Participation Sought 


Advertising had a light touch which 
greatly increased its readability. Such 
slogans as: “Afraid of the dark? 
You should be—it’s bad for the eyes”, 
and a nursery rhyme which started, 
“Mary had a little lamp”, were popu- 
lar. Both customer and dealer were 
reached by the series of ads which 
carried the suggestion of a new game. 
As explained in the first ad: “Let’s 
suppose you need lamp bulbs (who 
doesn’t for good lighting?), and sev- 
eral other articles, too. When you're 
at the store, ask for all but one of the 
items—that’s your portion of the game. 
The rest is up to the shopkeeper or 
salesman. If he’s on his toes, he will 
score in the game by suggesting other 
articles he thinks you may need or 
have forgotten to buy.” The copy 
goes on to suggest omitting the lamp 
bulbs to see if the merchant will men- 
tion them. If he does, “it shows you 
are dealing with a wide-awake mer- 
chant”. If not, you buy the bulbs any- 
way, of course. This theme was re- 
peated with variations in a series of 
quarter-page ads. Result was that the 
customer was apt to remember her 
need for lamps—and the salesman was 
put on his mettle to bring the subject 
up at the time of any other sale. 
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Bas he Popped the 














These are some of the storeheep 
ers who know the importance of 
lighting and who can supply you 
with lamp bulbs: 

GROCERS DRUGGISTS 
ELECTRICAL DEALERS 
HARDWARE DEALERS 

VARIETY AND DEPARTMENT 
STORE MERCHANTS 


Tre tradesmen you deal with ere pretty smart people They 
know the answers to s lot of questions, including the ones about 
why lighting is so important to them and to you but do they 
know the questions? 


Have they helped you remember to buy !amp bulbs end other 
art cles you might have forgotten? Have you played the reminder 
game” on your shopping trips? 


Good lighting is very important to eyesight, and the night 
size lamp bulb provides protection against eye strain. |t costs 
$0 littie to have that protection, yet lamp bulbs are easy to forget 
when you're buying other supplies. The reminder-game* will 
help the storekeeper help you remember 


whee ew here Bet of ings te buy, ncheding lame bute at he cet 
so tt he lame bast ee tected 
need oe here forgone Whether oF ner he maniione he lamp Dede the game 
te re ewree 


IDAHO VY POWER 
ClnPccelg Dorn So MICH Come So UTT Vt 


REMINDER GAME initiated by Idaho 
Power as part of its recent lamp bulb 
sales campaign deliberately asked custom- 
ers to forget to ask for lamp bulbs to 
see if the dealer was on his toes enough 
to suggest them. 


According to A. S. Gilbert, sales 
promotion director for the power 
company, all of the distributors and 
dealers were highly pleased with the 
results of the promotion and have 
requested that the utility initiate such 
a campaign each year in the future. 


Tax Problem May Hit 
Installment Selling 


Because the state and federal tax 
divisions demand their share in 
cash, often long before dealers have 
actually realized cash profits, the 
store that does a big installment busi- 
ness may run a chance of being em- 
barrassed, declares C. H. Stephen- 
son, manager, Electric Appliance 
Dealers Association, St. Paul, Minn. 

He gives an example: A dealer's 
annual volume is $100,000 and his 
net profit before taxes is $10,000. To 
get another $30,000 in volume, he 
lowers his credit limits to get the 
jump on his competitors: 


Net profit on additional busi- 
= i, $3,000 
Federal and state taxes ap- 

proximately ........ iceeen: a 


—-— 


Net gain to dealer......$1,500 


Mr. Stephenson points out: “He 
has added $30,000 of doubtful paper 
to his liabilities, for only $1,500 
profit. A slight market change could 
wipe out this $1,500 profit, due to 
repossessions and price changes. 100 
much of a chance is taken.” 
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eo —a a 4 Ios 
bri IANT-SIZE 
get 
* oe Drings G ~ screens to 
: he smallest television sets! 
| even fhe smallest television sets: 
‘f $5995 WALCO DELUXE fae 
3 99>) TELE-VUE-LENS ww ak 
< 
stom | (Model 1059) 
enough oR: Fits all table and console models up 
to 12 inches. Fitted with beautiful ‘ 
wood-grain frame to match set. a 
World's finest precision magnifier for re 
television. Terrific profit-maker. Magni- 
a fies screens up to four times original 
sales i size, FULLY GUARANTEED.. 
power ae 
ss ee @ IN MASS PRODUCTION WITH 


NATION-WIDE DISTRIBUTION 


@ IN READY ACCEPTANCE AND 
CONSUMER DEMAND 


@ IN NATIONAL ADVERTISING 


@ WITH A COMPLETE RANGE OF 
SIZES AND PRICES 


have JEWALCO STANDARD 
wef TELE-VUE-LENS 
(Model 1039) 


Competitively priced. High 
quality optics. Fits 7, 10 
ond 12 inch screens. Gives 
up to triple 
magnification. 








al AX 
re RETAIL @ COMING SOON—MODELS FOR 
lave 
‘“ 15 AND 20 INCH SCREENS 
it busi- 


ng em- WALCO ECONOMY 


este TBTELE-VUE-LENS (Model 1029) 


HERE’S WHY WALCO MAGNIFIERS SELL ON SIGHT! 















2 city emailer. Nahiweich? meaniSer Tele-Vue-Lens enlarges pictures up to four times original size without distor- 
Minn lor 7 10 j Sy: e'g M og tion, Clarity and detail are retained, brightness of the picture is actually increased, 
dealer s thon doubl wee “Heatie —_ and a wide angle view afforded. Walco magnifiers install in seconds without tools 
nd_ his for th wore maganiticarion or tedious adjustments. Every owner of a television receiver wants a WALCO 
00. To eee sete. Magnifier. Display them along with your television receivers and watch your 
me, he profits soar! No time-consuming call backs, adjustments or servicing, either, on 
set the any Tele-Vue-Lens. MORE THAN 50,000 ENTHUSIASTIC USERS TO DATE. 
RETAIL Write today for complete Walco catalog. Counter cards, newspaper mats, 
window streamers, consumer folders, self-mailers and other merchandising aids 

are ready for you now. 

$3,000 





WALCO MODERNE 




















ap- Write, Wire or Phone for Nearest Walco Distributor 
50 BTELE-VUE-LENS (Model 719) 
1.500 Specifically designed for attachment to a 7. L C o 4 A L £ 4 C re) 
$1, np! 
“He tng ere 7 _ —— re- * 
; : NM . - wi + e 
pape im sal. Riemann sole ner Aang 76 Franklin Street, East Orange, N.J. + Telephone: Orange 3-1756 
2S ‘coil 
due to 
s. Too 
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Here’s an 8 Million Dollar 
Red Carpet for you! 


Like a magic red carpet, the ““CP”’ program, backed 
by 21 big brand names and an $8,000,000 gas 
industry-wide promotion, is leading prospects 
straight to the top-of-the-line, automatic gas ranges 
on your sales floor. Gas Has Got It for you with 
easy-to-sell, top-flight cooking appliances! 


A Nationally Accepted Buying Guide! The 
famous “CP” trademark of the Gas Appliance 
Manufacturers Association is the only unbiased 
buying guide of its kind in the major appliance 
field. Your customers look for it on the automatic 
gas ranges on your sales floor. If you are look- 
ing for an easily recognized buyers’ guide, accepted 
by your customers, Gas Has Got It for you! 


A Wide-Open Growing Market! Up, up, 
up, goes the swing to cool, carefree gas cooking. 


Today 24 million homes cook with gas. Another 
million joined the swing in 1947 alone. That’s 
not all! In over 12 million homes gas ranges are 
more than 12 years old and ready for retirement. 
That’s a tremendous replacement market for you. If 
you are looking for a big, ever-expanding market, 
Gas Has Got It for you! 


Find Out How to Tie in and Cash in Today! 
Each manufacturer of the 21 big brand name 
automatic gas ranges back of the ‘‘CP” program, 
has a wealth of sales and advertising helps for 
you. Get in touch with your manufacturers’ rep- 
resentatives and your gas utility today. Learn 
about the Certified New Freedom Gas Kitchen: 
Make “CP” your red carpet to greater sales of 
top-of-the-line automatic gas ranges! 


GAS APPLIANCE MANUFACTURERS ASSOCIATION 


60 EAST 42nd STREET, NEW YORK 17, N. Y. 


*Certification Mark, American Gas Association, Inc. 
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The Only Unbiased Buying Guide of Its Kind 
in the Major Appliance Field 


The “‘CP”’ trademark indicates that the automatic gas 
ra on which it appears is manufactured by a aanlier 
of Gas Appliance Manufacturers Association, to 
meet or surpass the high “‘CP’’ specifications of the 
Association. These specifications are created by the 
Association on recommendations made by leading 
gas ra. manufacturers, gas utilities and home econo- 
mists. Not all models bearing the “‘CP” trademark 
are alike but all models must be pre-tested by unbiased 

ies before they can bear the “CP” trademark. 
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AYE, LADDIE...THERE’S 
BIG VALUE IN 


SPARK 


OIL BURNING HEATERS! 
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FEATURES 


HELP YOU SELL 
MORE OF THESE 
ECONOMICAL 
HEATERS! 


SPARK gives both radiant and circu- 
lating heat. 





Efficient, low-cost operation. Approved 
by Underwriters’ Laboratories, Inc. to 
burn No. 3 stove oil. 


Compact design; low vent for fireplace 
installation. 


@, VISIBLE FAN-SHAPED FLAME. 
5, Sensible price. 


Write for complete information 


on SPARK oil burning beaters. SPARK Pe HEATERS 





a 
a 


iu »* 











Many new dealerships available. 
A PRODUCT OF 


HAMMER-BRAY CO., LTD. 
Hammer-Bray Co., Ltd., Dept. E-2 
2619 E. 12th St., Oakland 1, Calif. : 


Gentlemen: Please send me complete information on SPARK oil 
burning heaters and your SPARK dealer plan. 





Name 





Firm 


Address 

















City 
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FRANK BRECKINRIDGE, Automatic engineer, gives a chalk talk on Automatic 
ports and what makes them tick. 


New Look Appears at 
Automatic Washer Meet 


In a brief distributor’s convention, 
held coincident to the Chicago winter 
markets, the Automatic Washer Co. 
of Newton, Iowa, unveiled its bid for 
1948 business in the shape of a four 
model line. Two were agitator wash- 
ers sporting a new wringer by Auto- 
matic. The third was a spinner. The 
fourth, the Presto, consists of a 
square kitchen counter, out of which, 
at a touch on a pedal, rises a con- 
ventional agitator type machine. 


Prices Planned 


Prices, which will not be determined 
exactly until the market gets to 
rolling, should be from $159.50 to 
$169.50 for the Presto model, and 
around $159.50 for the spin dry. 

Although it was Automatic’s first 
convention, the “new look” was dem- 





onstrated in that a complete explana- 
tion of the mechanical details of the “DICK” DICKINSON wheels the new 


machines was forthcoming. Models Automatic table top machine washer into 
were snown at the market view at the recent Chicago Convention. 


Wholesalers’ Round Table 


POLICY MAKERS are these members of the Major Appliances Committee of the 
National Electrical Wholesalers Assn., which met recently in New York. They are 
George F. Kindley, Edgar Morris Sales Co., Washington, D. C., and chairman, appliance 
division; 1. W. Danforth, Danforth Co., Pittsburgh; W. G. Peirce, Jr., Peirce-Phelps, 
Inc., Philadelphia; W. M. Fenn, N.E.W.A. Counsel; chairman K. G. Gillespie, Jenkins, 
wholesale division, Kansas City; R. C. Hill, director, N.E.W.A. appliance division; 
C. S. Powell, Graybar Electric Co., Inc., New York; W. H. Kaiser, General Electric 
Supply Co., Boston; standing, J. T. Urban, Westinghouse Electric Supply Co., New 
York; C. G. Pyle, managing director, N.E.W.A.; L. M. Nichols, General Electric Supply 
Co, Bridgeport. 
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J & H CONDENSING UNITS... Exceptionally quiet and economical 


J & H ELECTRIC MOTORS .. . Quiet, light-weight... more than a million have rolled . improving the performance of milk coolers, freezers, ice 


off the lines of J & H during the past 22 months. cream cabinets and other refrigeration equipment. 


J & H AIRCRAFT PRODUCTS .. . Starters, generators, 
inverters, aircraft motors and other components . . . 
now manufactured by a streamlined, consolidated 


J & H BALL BEARINGS .. . Made to new high J & H MAGNETOS .. . World-famous Eisemann. J&H Aviation Division. 


standards of controlled precision . . . super-hard Jack & Heintz engineers are 
and tough . . . today are reducing friction and continually improving them for 
wear in automobiles, machinery and appliances easier engine starting. 


Better products through 


(Sock & Heiily products . . . mass produced JACK & HEINTZ 


with laboratory precision . .. are bringing to ap- 


pliances, machines, tools and engines a new high Mass Precision 
standard of quiet, smooth, dependable performance. 
Ask for these J & H products for outstanding quality. 


JACK & HEINTZ PRECISION INDUSTRIES, EINC., Cleveland 1, Ohio 
Phelps, 
enkins, 
ivision; 
lectric 
. New 
Supply 
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LIFE advertising says “Buy” 


Different stores, different cities... but the same results from 
advertised-in-LIFE promotions! 


F 
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1. San Francisco, Cal. To take advantage of LIFE’s sales excitement and 
reader interest, The White House devised this striking window for a 
portable heater promotion. An attractive display in the Appliance De- 


partment again reminded people that the “Electromode” was the same 


heater they'd seen advertised in LIFE. Although this promotion took 








2. Memphis, Tenn. Throughout Goldsmith Brothers Store, LIFE stickers, 
proofs, displays and windows (like the one above) were set up to remind 
the pre-sold readers of LIFE of merchandise they already planned on 
buying. Mr. John Davidson, buyer, said, “‘We know these LIFE tie-ins 
are successful. We’ve used them before, sometimes opening an issue of 
LIFE to an ad, then putting it on the product. It works! We often build 
sales talks around the advertised-in-LIFE idea!” 


PAGE 138 





—LIFE displays say “Here” 
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4$ 
ther 
The 


sells 


store 


place during one of the most unseasonably warm weeks San Francisco 
had in October, the ““Electromode” became the #1 heater at The White 
House. And note this: when cold weather started, people who hadn't 
bought remembered the window and the display and came in and 





oth 
prod 
Sloa 


ordered Electromode heaters by name! 


for 1 


extre 














3. Detroit. Mich. “During the advertised-in-LIFE promotion, traffic in our 6. Lo: 













Appliance and Radio Department was unusually heavy. Sales were & 9 "por 
ceptionally good. The first day of the promotion was one of the best days belie 
we've ever had.” These are the words of Mr. D. J. Reddeway, buyer 2 Broa 
Ernst Kern & Co. Proofs of LIFE ads near products refresh both sales @ ‘aid, 
men’s and customers’ memories on desirable features of products. Notice JJ sa 
how it works in the Norge display (above). ‘0 ou 
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4, Sioux City, lowa. Davidson’ s anihaail Store knows 
= are 19,150 LIFE readers each week in their market. 
Their slogan “‘See it in LIFE—buy it at Davidson’s” (above) 
sells merchandise, and according 'to Ira Winchell, appli- 
ance buyer, is wonderful institutional advertising for the 
store. 


5. New York, N. Y. LIFE readers along New York’s swank 
’ 

ith Avenue are prospective buyers of LIFE-advertised 

products too! Said W. Harold Hoiles, manager of W & J 

Sloane’s Appliance Department, “LIFE tie-ins always work 
PI I : 

for us. This Bendix Anniversary Model promotion was 

extremely successful.” 


ee ee ee | 


6. Los Angeles, Cal. The ee readers have for LIFE’s 
reporting carries over for the products advertised in LIFE, 
believes Mr. Harry Hall, buyer of major appliances at the 
Broadway Department Store. As a buyer in another city 
said, “ Advertised-in-LIFE promotions have powerful effects 
on sales, but even more important is the prestige they add 
to our store.” 
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Use this list to put 
LIFE’s local selling power 
to work at your counters 


Here is a list of appliance-store items to be ADVERTISED IN LIFE during March 


MAJOR APPLIANCES 
Mar. 1 Dutch Oven Gas Range—page, color 
Hoover Cleaner—page, color 
Kelvinator Automatic Cook— page, c. 
A. O. Smith Water Heater—page, color 
Gill Electric Stove—l page 
Mar. 8 G-E Refrigerators—spread, color 
Hotpoint Appliances—page, color 
Mar. 15 Thor Gladiron—page 
Young Washer—!/ page 
Mar. 22 Hotpoint Appliances—page, color 
Kelvinator Home Freezer—page, color 
Launderall—page, color 
Mar. 29 Philco Refrigerators—spread, color 
Presteline Electric Ranges—spread, c. 
Hoover Cleaner—page, color 
Kalamazoo Stove—page, color 
Lewyt Vacuum Cleaner—Y, page, color 


SMALLER APPLIANCES 


AND HOUSEWARES 
Mar. 1 Certified Portable Lamp—!,, page, color 


Mar. 8 Eveready Flashlight & Batteries—page, c. 


ILG Electric Ventilator—l4 page 
Forster Ideal Woodenware— 14 lines 
Libbey Glassware—! page 

Mar. 15 Rex Cutlery—42 lines 

Mar. 22 Du Pont Brushes—page, color 
Sunbeam Ironmaster—page, color 
Procter Iron—page 
Ekcoline Products—!4 page, color 
Rex Cutlery—42 lines 
Forster Ideal Woodenware— 14 lines 

Mar. 29 Ekco Pressure Cooker—! page. color 
Ekco Cutlery—)4 page 


HOME FURNISHINGS 
Mar. 1 Namaco Mattress—page, color 
Pequot Sheets—]4 page 
Perfect Sleeper Mattress—42 lines 
Mar. 8 Pepperell Sheets—page 
Thayer Baby Furniture—!y page 
Ace Springs—l4 page 
Mar. 15 Cannon Towels—page, color 
Englander Mattress—page, color 
Lane Cedar Hope Chest—page, color 
Alexander Smith Carpets—page, color 
Storkline Furniture—page 
Mar. 22 G-E Lamps—page, color 
Koroseal—page, color 
Simmons Beautyrest Mattress—page, c. 
Welsh Baby Carriages—% page 
Mar. 29 Simmons Hide-A-Bed—page, color 
Kenmar Furniture—l4 page 


RADIOS AND INSTRUMENTS 
Mar. 1 RCA Victor Instruments—page, color 
G-E Television—page 
Mar. 8 Lester Pianos—]4 page 
Mar. 15 G-E Radios—page, color 
RCA Victor Instruments—page, color 


Philco Radio—page 
Zenith Radio—page 
Arvin Radio—)4 page, color 
Mar. 22 Stromberg-Carlson Radio—page 
Mar. 29 RCA Victor Instruments—page, color 
G-E Radio—page 
Hammond Solovox—!/, page 


RECORDS 
Mar. I RCA Victor Records—page 
Charm Records—l¥4 page, color 
Columbia Records—\4 page 
Mar. 8 Columbia Records—page 
Mar. 15 Charm Records—}4 page, color 
Mar. 22 Columbia Records—¥4 page 
Mar. 29 Columbia Recerds—page 
RCA Victor Records—page 


JEWELRY, CLOCKS AND WATCHES 
Mar. 1 Jordan’s Jewelry—¥4 page, color 
Keepsake Diamond Rings—'y page 
Mar. 8 De Beers Diamonds—page, color 
Mar. 15 Speidel Watch Bands—page, color 
Coro Jewelry—Y4 page, color 
Swank Jewelry & Accessories—!/y page, c 
Westclox—]l4 page 
Harvel Watch—l4 page 
Wadsworth Powder Case—!/ page 
JB Wrist Band—% page 
Krementz Jewelry—% page 
Mar. 22 Sessions Clock—¥4 page, color 
G-E Clocks—]4 page 
Ingraham Clocks—)4 page 
Keepsake Diamond Rings—'y page 
Mar. 29 Telechron Clocks—page, color 
Art-carved Rings by Wood—!4 page 
Coro Jewelry—page 
Girard-Perregaux Watches—' page 


SILVERWARE 
Mar. 1 Community Silverplate—page, color 
Mar. 8 International Sterling—page, color 
Mar. 22 1847 Rogers Bros.—page, color 


CAMERA SUPPLIES 
Mar. 1 Ansco Film—page 
Da Lite Screen—56 lines 
Mar. 15 American Optical—page 
Mar. 22 Soft-lite Lenses—-page 
Eastman Kodak—]4 page 


SPORTING GOODS 
Mar. I Chicago Roller Skates—% page 
Mar. 8 Rollfast Bicycles—Y4 page 
Reliance Men’s Wear—page, color 
Mar. 15 Roadmaster Bicycles—'4 page 
Mar. 22 Crown & Headlight Overalls—Y4 page 
Rollfast Roller Skates—¥4 page 
Mar. 29 Trenton “Fish Detective’—% page 
Rollfast Roller Skates—28 lines 


ADVERTISED 


LIFE 


LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 
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The THERMOSCOPE is a temperature-indicating 
device. It shows on its dial in fabric markings — 
rayon, silk, wool, cotton, linen — the operating temper- 
ature of the working surface of this electric iron. It 
is of decided advantage to the user in providing a 
reliable guide in the choice of the proper heat for 
the work at hand. It helps to make this iron a better 


and more efficient household labor-saving device. 


That is just another reason why this latest Ameri- 
can Beauty adjustable - automatic electric iron is so 


frequently preferred by users everywhere. 


326-™ 
| a ee oe: 


iSHEO 1 € 


AMERICAN ELECTRICAL HEATER COMPANY 


DETROIT 2, MICHIGAN 
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GIBSON BUYS COOLERATOR: Left to right, seated: L. W. Hamper, executive 


vice-president, Gibson; John H. Ganzer, president, Coolerator; C. J. Gibson, president, 
Gibson. Standing, William Tebel, comptroller, Gibson; Glenn Paxton, Donald Holmes 


and C. J. Gibson, Jr 


Gibson Buys Coolerator 
In $2 Million Transaction 


Sale of the Coolerator Corp. of 
Duluth was announced January 22 to 
the Gibson Refrigerator Co. of Green- 
ville, Mich. Combined sales of the 
two organizations in 1947 were $34 
500,000. 

It is said that the purchase price was 
in excess of $2 million. 

Progress of the Gibson Co. has been 
marked recently by the purchase, with 
10 other firms, of the Phoenix Iron 
Works, Phoenixville, Pa., and the 
Apollo Steel Plant, Apollo, Pa. Other 
acquisitions have been the Murray 
Corporation’s two plants at Belding, 
Mich. 

Operation of the Coolerator Co 
under its president, John H. Ganzer, 
will continue, and production of ele 
tric refrigerators, farm freezers, retail 
display freezers and ice refrigerators 
will go on 

Result of the negotiation, it is said, 
will result in output of 2,000 refrigera- 

Gibson’s electric ranges 
are coming off the line at twice the 
1947 rate, it is declared. 

The deal was closed in Chicago, 
with C. J. Gibson, president; L. W. 
Hamper, vice president; C. J. Gibson, 
Jr., and William Tebel, comptroller, 


present 


tors a d iy 


Wire Recording Corp. 
Takes Over St. George Co. 


A new concern in the manufacture 
of wire recording equipment, the Wire 
Recording Corp. of America, has re- 
cently been incorporated and has taken 
over the assets and manufacturing 
facilities of the St. George Recording 
Equipment Co. of New York. J. J. 
Sullivan, president of the new firm, 
has announced plans to consolidate the 
various manufacturing facilities as well 
as sales offices in quarters at the new 
plant at 1331 Halsey St., Brooklyn, 
N. Y. 

The company will build and dis- 
tribute the Wirewat wire recorder in 
both a cabinet and portable model in- 
corporating features developed by 
Robert J. Marshall, chief engineer. 

George F. Ryan is vice-president in 
charge of sales and will be assisted by 
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Robert A. Urian, Jr., in the building 
of a nationwide dealer-distributor or- 
ganization. Other officers are: Ed- 
ward C. Gates, vice-president, and 
David Kestenbaum, secretary-treas- 
urer. 


Meyer Named President of 
Chicago Lighting Institute 


A. H. Meyer, widely known sales 
executive in the lamp and lighting field 
is the new president of the Chicago 
Lighting Institute. He is manager of 
General Electric’s midland sales dis- 
trict, Chicago, which position he has 
held for more than 30 years. He has 
served as vice-president of the Chicago 
Lighting Institute for the past several 


vears. 





A. H. MEYER 


In his new position with the Insti- 
tute, he succeeds Ralph Raymond, 
manager of electricity sales of Com- 
monwealth Edison Co. and “father” 
of the Chicago Lighting Institute. 

The Institute, according to Mr. 
Meyer, is looking forward to the day 
later this year when it hopes to occupy 
new quarters at 37 South Wabash 
“We shall in fact be a complete new 
Institute,” Mr. Meyer points out. 
For the past few years, it has been 
located in the Commonwealth Edison 
Suilding, Chicago. 
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Churns 


Made by the 


Feed Grinders 


— Corn Shellers 


makers of the 


world-famous 
Milking Machines 





Hoover 


Cleaners 


Drill Presses 














MORVER) 01/0: 


Hitch up a HOOVER and Hitch up the BEST HERE'S WHY THEY WANT HOOVER MOTORS 


If your customers are looking for an energetic, reli- Induction run... single phase ... 60 cycles... dual voltage 
—10/220...1725 R.P.M. 


able fractional horsepower motor, just tell them to Capacitor start... more than 300°; full load starting 
torque with minimum current flow. 
No vibration or “shift” . . . integral feet, carefully ma- 
chined to give solid mounting and quiet operation. 
Low temperature .. . electrical and mechanical de- 
with the same engineering know-how that has made sign for low-temperature operation. Ventilated 
open type. 40° C. Rise. 
over seven million world-famous Hoover Cleaners. Laminated steel rotor . . . carefully ground and bal- 
anced for maximum efficiency. 
Zelllamaliiiclil-latmeelMtli-Maleleh'7-laniaelailelitel horsepower Centrifugal starting switch. . . designed and built 
for years of trouble-free operation. 
motors anyplace —in their homes, on their farms, in High-grade ball bearings . .. sealed against dust 
and grit, give smooth performance and long 
wear. 


hitch up to a Hoover. 


This sturdy, compact Hoover power plant is built 


“father” 
—e workshops and hobby shops— wherever they want an 
pote easy-starting, dependable source of power. That's why we Rotation . . . clock or counterclockwise. 
Wabash. ae ‘ “ 
ee alll say, Hitch up a Hoover and hitch up the best. 
. = THE HOOVER COMPANY 
ras be 

1 Edison Electric Motor Division 


Sold only through retail outlets. 


North Canton, Ohio; Hamilton, Ontario, Canada 
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COOLERATOR 


gives you this winning line-up 




















COOLER ATOR 





Pitched for the mass market . . priced to 
make selling easy, the Coolerator line 
has no slow-pokes. Backed by regular 
consumer advertising in Saturday 
Evening Post, and the most widely 
read women’s service books, general 
and farm magazines, it has quick 
acceptance, gives top value in mod- 
ern electric refrigeration. Coolerator 
gives you a whale of a lot to sell to 

a whale of a lot of prospects. Write 
today for full details. 


Deluxe Model DR-85 


© 8% Cubic Foot Capacity 
@ 40-Pound Built-in Frozen 
Food Locker 


@ Five Quick-Release Ice Cube 
Trays 

@ Extra room for tall or gallon 
bottles 

This top-of-the-line 

Model meets the demand 

for top quality in modern 

electric refrigeration. 





COMPANY, DEPT. 
























"Kitchen Saver” Model DR-77 


Only 28 Inches Wide! 


e 7% Cubic Foot Capacity 


@ 25-Lb. Built-In Frozen 
Food Locker 


@ Three Quick-Release Ice 
Cube Trays 


@ Extra Large Crisp-O-Lator 


Designed for small 





Flaver Oaver 


REFRIGERATORS AND FREEZERS 


EM-38, 


modern kitchens.. 
there’s a tremendous i 
market for this com- 4 
pact, low cost big capac- 


ity COOLERATOR. a 








F-151 Heavy-Duty Freezer 
Over 15 Cubic Foot Capacity 
Holds temperature constant 
... thermostat-controlled at 
5° above to 5° below zero 
Hermetically-sealed, silent 
freezing unit backed by 5 
Year Warranty 

Includes Food Insurance 
Policy without added cost 
Four rugged wire baskets 
Aggressively advertised to 
homes, to farms, to stores. 


DULUTH 1, MINNESOTA 
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COOLERATOR 


knows how! 


RALPH S. SCHRANDT 
Works Manager 






Coolerator is no “fledgling” in the refrigerator industry. We’ve 


been turning out fine cabinets since 1929. 


Our present line of top quality electric refrigerators and 
freezers is the product of long time specialization. You don’t 
learn that overnight. You achieve it only after rugged years 


of meeting .. . and beating... intricate production problems. 


We are constantly on the search for new features, new 


designs for Coolerator Electric Refrigerators and Freezers. 


Today, our production line represents the newest de- 


velopments in modern, post-war machinery. 


And, as each new model is “OK for Production’, 
we back it up with production-line improvements that 


turn it out faster, more efficiently . . . and at lower cost. 


Fife L LAS 


Works Manager 
The Coolerator Company 








REFRIGERATORS AND FREEZERS 






TA THE COOLERATOR COMPANY, DEPT. EM-38, DULUTH 1, MINNESOTA 
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CLARVAN COVER 


You make an extra profit on every Gladiron sale 
by selling the new Clarvan Gladiron Cover, It's 
designed exclusively to fit the Thor Automagic 
Gladiron in folded position; and is fully approved 
by the Thor Corporation. Trim and smartly styled, 
this Clarvan Cover answers the demand of thou- 
sands of homemakers for a protective yet attractive Gladiron Cover. 


Cover whisks on or off in a jiffy — keeps ironer roll spotlessly 
clean — eliminates need for dusting or wiping ironer before using 
—and adds new beauty to enhance the appearance of this fine 
appliance. Plasticoid is tough as leather, yet soft as silk. Extremely 
rugged and durable, bound with red Plasticoid and Nylon stitched, 
it will not crack, peel or embrittle—is easily cleaned with a damp cloth. 





Your opportunity to capture the vast market for this and many other 
Clarvan Appliance Covers is now — at the moment people are buy- 
ing new appliances. Build profits! Ring up two sales instead of one! 
Make extra sales come your way — feature a Clarvan Display — 
suggest and sell them, too, for appliances in use. ALL CLARVAN 
COVERS ARE UNCONDITIONALLY GUARANTEED 


FP rnen } 
— —» 
‘ 4 


; 


~—- 





250 N. WATER ST. @ MILWAUKEE 1, wis 


* Made of Vinylite Brand Plastics & 


YOUR GUARANTEE OF QuUAIITY 
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LEADERSHIP CONFERENCE in Chicago for NERA members brought out a capacity 
audience to hear (left to right) C. M. Davidson, Davidson & Co., Miami, Fla.; NERA 


managing director, C. C. Simpson; A. M. (Mike) Sweeney, sales mgr., General Electric 
appliances, and Herb Names, Denver, NERA president 


NERA Holds 3-Day 
Meeting in Chicago 


Ina three-day conterence of the Na 
tional Electrical Retailers Association 
at the Sheraton Hotel in Chicago, Jan 
19-21, some 150 dealer members met 
in closed sessions to decide associa 
tion policies anc to hear talks by key 
men in the electrical industry on sub- 
jects pertinent to their problems. 

At the Monday luncheon meeting 
open to the press, Peter Sampson oi 
Sampson Distributing Co., discussed 
“What Distributors and Dealers 
Should Expect from Each Other.” 
wherein he spoke of the distributor's 
role as purchasing agent, banker and 
financial adviser, and warehouse oper 
ator to the retailer. He asked co-oper 
ation of the dealer in respecting his 
franchise, pretection of the manufac- 
turer’s name, aggressive and consistent 
promotion of merchandise with a clean 
and inviting display of properly iden- 
tified merchandise 

John H. K. Shannahan, sales promo- 
tion supervisor, Indiana Service Corp. 
spoke at the Tuesday luncheon on 
“How the Electric Company Can Best 
Help the Dealer Build Sales,” and the 
Wednesday luncheon group heard A. 
M. (“Mike”) Sweeney, sales manager 
electrical appliances, General Electric 
Co. on “Responsibilities of the Manu- 
facturer and Dealer to Each Other.” 

Herb Names, Denver, is president, 
and C. C. Simpson is managing direc- 
tor, the association is now permanently 
located in Chicage, Suite 1437 
Merchandise Mart 


Refrigeration Installation 
Dangers Cited at Meeting 


That accidents are being caused by 
the inexperience of some refrigeration 
contractors and service men was the 
warning issued by E. E. Anderson, 
Milwaukee, president of the Refrigera- 
tion Contractors Association of Wis- 
consin, at the opening of the associa- 
tion's first convention in Milwaukee 
recently. In the paper, read by John 
J. Gerring, Milwaukee, an associa- 
tion director, in the absence of Mr. 
Anderson, it was stated many dangers 
are involved in installating and repair- 
ing refrigeration equipment. Methyl 
chloride, one of the commonly used 
refrigerants, is very explosive when 
mixed with air in the proper propor- 
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tion, When it comes in contact with ar 
open flame, a deadly gas is formed 

It was further stated that when this 
gas enters the bloodstream it breaks 
down the red corpuscles. Many refrig- 
eration service men have been hospi- 
talized because they did not know 
the dangers of the gas 

It was urged that something be 
done to prevent incompetent contrac- 
tors and their employes from creating 
hazards for the public and themselves 
It is felt by some members that state 
licensing of contractors is the solutior 





28 More Video Stations 
Will Be on the Air Soon 


The following 28 new televisio: 
broadcasting stations, plus 14 more 
whose opening dates are still ur 
certain, are scheduled to go on the 
air sometime this year. 

During February or March thes 
stations will commence operations 

WBZ-TV, Boston 

WNHC-TV, New Haven 

WBEN-TV, Buffalo 

KFI-TV, Los Angeles 

WLWT, Cincinnati 

These 11 new broadcasters will 
begin to transmit during the spring 
or early summer: 

W PIX, New York 

WOR-TV, New York 





WOIC, Washington | 
WTVT, Toledo 
WTTV, Bloomington, Ind | 


KSTP-TV, St. Paul 

WNAC-TV, Boston 

KNBH, Los Angeles 

WWHB, Indianapolis 

WAAM, Baltimore 

WBAP-TYV, Fort Worth 

Six stations are scheduled t 
open up sometime during the sun 
mer months: 

WJZ-TV, New York 

WNBY, Chicago 

WENR-TV, Chicago 

KSFO-TV, San Francisco 

WTCN-TV, Minneapolis 

KARO-TV, Riverside, Calif 

At varying periods during next 
fall and winter these stations wil 
begin their broadcasting schedules 

WHAS-TYV, Louisville 

KECA-TV, Los Angeles 

WDLT, Detroit 

WTVJ, Miami 

KCPR, San Francisco 

WIJAC-TV, Johnstown, Pa 
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|) cep in the jungle, natives send out their messages via the Tom-Tom... continuously 
beating out the signal until they receive an answer from another far off drum. 
The advertiser, too, must beat out his message . . . telling, telling, telling his story... 
selling, selling, selling his product...striking again and again and again at his market. 
That’s the beauty of Collier’s. The advertiser with a limited budget can “say it’ more 


often in Collier’s. For Collier’s gives him the lowest rate of the “Big 3’’ weeklies. 






in Collier's 


More TELLING Weaue Morr SELLING 
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amount to $5 billion, Larry E. Gubb, 
ing 1947 . . . the best estimate for 


chairman of the board of Philco Corp., 
told the Rotary Club of Buffalo, N. Y,, 
| 1948 is that there will be about three 
| times as many television sets sold as 


Gubb Predicts 525,000 
Teleset Sales in 1948 
| E P 
| Purchases of television receivers and 
the building and equipping of television 
y stations in the next few years will 
o { 
| 
tion was Mr. Gubb’s secondary pre 
diction that “about 175,000 television 
= receivers will be made and sold dur 
® Smart electrical dealers all over the nation have _ 
found it pays to sell Sentinels, the quality electric 
. | in 1947, and these receivers will have 
clocks at moderate prices which give so much customer | a retail value of at least $200,000,000.” 
“We feel that the real advance in 
| television will come in projection re 


satisfaction and afford a liberal profit margin for the 


dealer. Sentinel electrics are well styled, well made. ceivers, where it is possible to use a 
/ | small cathode ray tube and by means 
motors completely sealed in oil, produced by one of of an optical projection system to get 
an enlarged picture,” Mr. Gubb said 
| after pointing out that the cathode 
| ray tube in telesets alone costs more 
| 


America’s oldest and largest clock companies. Sold under 
£ I 


Fair Trade Agreements in all states where applicable. : 
than the tetal cost of most radio sets 
He said that the Philco projection set 


THE E. INGRAHAM COMPANY 
BRISTOL, CONN. 


Established 1831 


| utilizes a four-inch tube the picture of 
which is magnified through “a rather 
| complicated optical system” to a pic- 
ture 300 square inches. 


LYRIC: SA-14. The minia- | 

ture self-starting alarm in 

metal case with glossy 

durable baked enamel | Eye for an Eye? Not G-E, 


finish. Retails $4.95. | They Give an Iron-for-an-lron 


General Electric appliance dealers 
were recently authorized to offer their 
customers an iron-for-iron exchange 


for those designated irons fail under 
ARLINGTON: SD-136. A the terms of their warranty, M. B 


beautiful walnut wood Ross, manager of the company’s heat- 
case electric self-starting ing device division, announced 

Desk or Table Clock, 6” The new policy makes it possible for 
high. Retails $12.50. customers to return irons which have 


failed to perform according to guaran- 





tee and to obtain new ones The 
dealer simply ships the faulty device to 






the nearest G-E appliance service cen- 
MURAL: SK-135. Electric oe ; 
ter and receives, in turn, a new one to 
self-starting Kitchen : : , pee 
: replace the one he gave his customer. 
Clock with metal case in ee a ‘ i 
The policy was made possible, G-E 
smooth durable baked , ' 
says, because of the extremely low per- 
enamel, Retails $4.95. . rg 
entage of G-F irens which fail. 



















ARTCRAFT: SO-138. Self 
starting Occasional Elec- 
tric. Gum wood case, butt 
walnut top, hand rubbed 
finish, gold plated feet. 
Silver plated metal dial 
and gold plated hands, 
5'2” high. Retails $9.95 


This Power is Never 
Underestimated 


Prices exclusive of taxes and subject to change. 


V4 
YUM 
Z, 


SENTINEL 








A DELIGHTED SMIRK creases face 
Reg U S Pat Off of Arch Trimble, Presteline distributor, 


as he holds out hand for proofs of 
Pressed Steel’s 1948 appliance advertise- 
ments. The passer-outer is Dee Balla, 


¢ LOC *y% AN gm Ww ATC H ES Esther Williams’ stand-in, who lent in- 
66 ” | terest and her figure to the _Fecent 
Guad Your tes Sime Presteline advertising presentation in 





Chicago. Joe Howland, director of ad- 
vertising, conducted the meeting. 
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Now Proved... 


OIL SAVINGS 


upto 307, 


with the Revolutionary New 


QUAKER 


IZIO 


PROOF OF THE SAVINGS 
IN THE AVERAGE HOME 


ie “0 A 10” NATURAL DRAFT HEATER IS 
a/* *\ DESIGNED TO HEAT AN AVERAGE 
4-5 ROOM HOME FROM 10° BELOW 
ZERO TO 70° 
( DELIVERING 45,000 BTU’S) 
A TOTAL RISE OF 80° 


Gud THE AVERAGE WINTER TEMP- 
ERATURE IN THE 58 YR. HISTORY OF 
CHICAGO WEATHER BUREAU IS 39° 
ABOVE ZERO. ON THE AVERAGE, A 31° 
RISE WILL MAINTAIN A HOME AT 70° 


IN OTHER woRDs THE AVERAGE HEAT REQUIREMENT IS ONLY 

3/8 OF THE DESIGN TEMPERATURE OR 3/8 OF 45,000 BTUS= 16.875 
BTUS NEEDED TO HEAT THE HOME ONTHE AVERAGE WINTER DAY 
ALLOWING 18,000 BTUS AS AN AVERAGE OUT- 
PUT..3210 WILLNEED AN INPUT OF 24,000 BTUs! 


TYPICAL NATURAL DRAFT HEATER INPUT 32,000 BTUs 


| A NATURAL DRAFT HEATER WILL 
| REQUIRE Y3 MORE FUELTO PROVIDE 
THE SAME AMOUNT OF HEAT 
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AAmazing New 
QUAKERTROL deco cz/ 


Nothing like it! This amazing new device saves 
fuel oil ... assures economical operation. 
QUAKERTROL synchronizes the flow of oil and air 
. . . insures perfect combustion’ regardless of 
chimney or weather. The QUAKER 3210 with 
QUAKERTROL, is the solution to oil heating instal- 
lation headaches. It’s the heater that pays its way 
in the oil it saves. It’s available NOW! 


79% MORE PRIMARY HEATING SURFACE! 


Scientifically designed to provide 79‘; more 
primary heating surface ... the surface that’s 
over 3 times as efficient as secondary surfaces. 
That’s another reason for the outstanding per- 
formance of the QUAKER 3210. Learn more 
about this sensational new heater. Contact your 
distributor right away for scientific proof of fuel 
savings that will sell oil space heaters TODAY 
to the tremendous replacement market! Write 
for the name of your QUAKER distributor. 


QUAKER MANUFACTURING COMPANY 


223 W. Erie Street © Chicago, Illinois 
Export Agents: A. J. Alsdorf Co. Chicago, Ill. 
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Two Millionth User 
Added to REA Lines 


Recently the Rural Electrification 
Administration was proud to announce 
the 2,000,000th consumer had been con- 
nected to power lines financed by REA. 
From the first consumer receiving 
service the latter part of 1935 the sys- 
tem was built up to the 1,000,000 con- 
sumer mark during August, 1942. 

The REA construction program is 
spread over 46 states, Alaska and the 
Virgin Islands, with 75 percent of the 
consumers being farmers, and the other 
25 percent comprising stores, schools, 
churches, small rural industries and 
rural homes. 


Started with 750,000 


When REA was created in 1935 
about 750,000 farms had central station 
electric service, or approximately 10 
percent of the country’s total of farms. 
Now about 3,500,000, more than 60 
percent, are served by commercial 
utility companies and REA. It is esti- 
mated that more than 4,000,000 rural 
establishments, including 2,280,000 
farms, are still awaiting central station 
service. 

The Rural Electrification Adminis- 
tration reports $300 million in loans 
with new applications being received at 
the rate of $20 million a month. REA 
loans to date total $1,152,507,489, of 
which $788,845,218 has been advanced 
to the borrowers. Almost 95 percent 
of the money advanced has been used 
to finance power lines, approximately 
four percent for generating plants, and 
about one percent for wiring, plumbing 
and appliance installation loans. 


Strauss Stores Limit 
Radio Line to Philco 


I. M. Strauss, president of Strauss 
Stores Corp., New England auto 
accessory and radio chain, recently 
announced that, with the exception of 
Motorola auto sets, Philco table, port- 
able, and auto radios will henceforth 
be the only type or brand of radio 
merchandised by the firm. All sets 
will carry a “double service” and 
replacement guarantee. 

Mr. Strauss said that the firm had 
changed an earlier decision to cease 
radio merchandising entirely because, 
“We decided that our type of opera- 
tion needed a popular, widely dis- 
played, advertised and publicly ac- 
cepted radio, whose product would 
stand up under a price and quality 
basis and excell in eye appeal and tone 
quality.” Announcement of the plan 
was made jointly with Philco Dis- 
tributors, Inc. 


See the Elgin line at 


the permanent display Housewares Show Date Set 
a -— candltaagd For Southern California 
ercnandise art 
Chicago Date of the Southern California 
Housewares Show in Los Angeles will 
be April 18, 1948, according to a recent 
announcement. On the Chamber of 
Commerce planning program for more 
than two years, the show is now 
taking on more definite shape. A 
recent canvass conducted by the 
Chamber indicated that there were 
sufficient housewares makers in the 
area to warrant a local market. 
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**Most effective in helping sell rural customers,” 
s say these dealers giving 
; * 
y COUNTRY GENTLEMAN A 66% LEAD 
e ° . 
; over the next highest rural magazine 
xk 

Advertisers know the advantages of 

going direct to “‘The best people in the ‘ 

Country.’’ They invest more advertising 

dollars in Country Gentleman than in 

any other farm magazine. 
1 *According to a recent nationwide survey by R. L. Polk & Co. 
: No. 7 with FARMERS * RURAL DEALERS « ADVERTISERS 
. 
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Built by HOBART, world’s oldest, largest 
makers of commercial dishwashing, 
food and kitchen machines. 


First and only home dishwashing machine to 
incorporate features tested through half a 
century of successful commercial use! Amaz- 
ingly efficient for its compact size, it can 
handle an entire service for the average family 
in one operation. It is completely automatic 
in all cycles—washing, rinsing and drying. 


The KitchenAid Dishwashing Machine line 
covers the entire field from the separate unit 


Introducing a Finer 
lome Dishwashing Machine 


PLAN a profitable future with the most complete quality line 
of Food Mixers with attachments, Coffee Mills and Dish- 
washing Machines. You'll make friends with KitchenAid. 


for installation in existing kitchens. to models 
for built-in units, and complete cabinet-sink- 
dishwasher models. They are front-opening, to 
give top working surface—trouble-free— 
easily installed —attractive in appearance — 
and embody the most advanced features on 


the market. 


After years of development and testing, 
production is now under way. These units will 
be competitively priced and merchandised 
through selected franchised KitchenAid dis- 
tributors and dealers. Look for announce- 
ments on specifications, prices and delivery. 


KatchenAid 


the finest niade 


KITCHENAID DIVISION, THE HOBART MFG. CO., TROY, OHIO 
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WESTCLOX Alarm Clock 


Div., General Time Instruments Corp. 
Westclox, La Salle, Ill. 








Device: Westclox Big Ben electric 
alarm clock. 

Selling Features: Brown moulded 
case with gold*color trim will har- 
monize with living room, dining 
reom or other furniture; 5 in. 
square; 2% in. deep at base and 
tapers to rounded top; metal 2-tone 
dial convex; polished gold-colored 
numerals; interruption signal is re- 
set by tilting clock backward while 
current is on; Big Ben tone clear 
and resonant is principal feature, 
and can be adjusted for loud or 
soft tones. 
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PHILCO Refrigerators 


Philco Corp., Tioga and C Sts., 
Philadelphia, Pa. 


Models: Nine new refrigerators in 
1948 with list prices reduced as 
much as $20 on some models. 

Selling Features: Advanced design 
No. 883, 8 cu. ft. capacity model has 
added frozen food storage capacity ; 
divided shelves with center post 
which makes shelves completely ad 
ustable; summer-winter balanced 

imidity; easy-out ice trays on 
separate shelf; crispers; meat stor 
age; vegetable bin—price reduced 
$20 over comparable 7 ft. model 
last year. 

Advanced design No. 782 deluxe 
model, 7.7 cu. ft. storage space with 
treezer locker, 2 crisper drawers; 
completely adjustable shelves; vege 
table bin 

No. 781, 7.7 cu. ft. capacity with 
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floor space of former 7 cu. ft. model 
and including a freezer locker, 
crisper drawer, vegetable bin; com 
pletely adjustable shelves 

No. 780, 7 cu. ft. capacity ; freezer 
locker, crisper, vegetable bins; re 
quires only floor space taken by 6-ft 
model. 

No. 1100. 11 cu. ft. model provides 
adjustable shelves, larger freezer 
locker ; glass-covered crisper 
drawers; Philco Super Power sys- 
tem. 

No. 1087 top of line, has 10.7 cu 
ft. capacity; Conservador door of 
transparent plastic; summer-winter 
control; cold shelf; extra large 
freezer locker. 
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KITCHENAID Dishwasher 


Kitchenaid Div., The Hobart Mfg. Co., 
Troy, Ohio 


Device: KitchenAid dishwasher. 

Selling Features: Line includes entire 
field from separate unit for installa- 
tion in existing kitchens to models 
for built-in kitchen units and com 
plete cabinet-sink-dishwasher mod 
els; completely automatic in all 
cycles—washing, rinsing and dry- 
ing; include special advanced design 
and features developed in commer- 
cial dishwashing manufacture; ca- 
pacity ample to accommodate com- 
plete service for average family in 
single operation. 

Elecirical Merchandising, Mar. 1, 1948 





1, 1948 





ROTO-BEAM Circulator 


Roto-Beam Co., 1755 N. Keeler Ave., 
Chicago, 39, Ill. 


Device: Roto-Beam radiant air circu 
lator No. AV 112. 

Selling Features: Propeller blade in 
l-piece of Bakelite; statically and 
dynamically balanced; design oi 
blade plus acoustical characteristics 
of Bakelite make this a quiet operat- 
ing air circulator; full surface oi 
the 5 blades is utilized from center 
to tip to impel air in 2 beams mov- 
ing at different speeds; its efficiency 
permits use of a lighter, smaller 
motor; 110 volts, a.c.; also available 
for d.c. and on other voltages. 
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KITCHEN-KRAFT Cabinet 
Midwest Mfg. Co., Galesburg, Ill. 


Device: Broom and linen cabinet has 
been added to Kitchen-Kraft line ot 
steel kitchen cabinets. 

Selling Features: Serves as storage 
cupboard for brooms, mops, cleane1 
and attachments, dust rags, cleansers, 
wax polish, etc., hooks are provided 
inside for hanging equipment; 2 
shelves in upper compartment adjust- 
able to any height on 2 in. centers; 
adding 4 shelves to bottom com 
partment converts broom cabinet to 
linen or utility cabinet; sectional 
shelf closes broom handling open 
ing in upper compartment; baked-on 
Dupont Dulux enamel finish; doors 
insulated and sound deadened; 
chromeplated semi-concealed hinges 
and door handles; 84 in. high, 24 
in. wide, 13 in. deep. 
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REIMERS Iron 


Reimers Electrical Appliance Co., Inc., 
131 W. 23rd St., New York, 11, N.Y 


Device: 1000 watt automatic iron. 

Selling Features: Integral heating ele- 
ment covers large part of base area; 
element is moulded within soleplate 
while in liquid form; weighs only 
2} lbs.; perfect balance obtained by 





| 
; 
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placing balance at power center of 
ironer’s hand; Bakelite hand nestling 
grip; body of iron is heat insulated 
irom soleplate radiation by air cur- 
rents; permanently attached cord; 
heel stand 1-piece with body; ther 
mostat that performs on principle 
of metal expanding with heat is 
fastened directly to soleplate with 
screws; heat indicator reads directly 
on the fabric. 
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TELE-HEET Hotplates 


Standard-Hygrade Electric Co., Inc., 
1372 29th St., Brooklyn, 18, N. Y. 


Models: R-46 double burner and R-3 
single burner. 

Selling Features: Model R-46 has 6 
heats; 2-burners; 2 rotary switches; 
high, medium and low on _ both 
burners; pilot light assembly; 800 
watts each burner; a.c. only. 

Model R-3, 3-heat, single burner ; 
rotary switch, low, medium, high; 
800 watts, a.c. only; pilot light as 
sembly controlled with switch. 
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PRESTELINE WELCOMES 






PRICE REDUCTIONS 
ON ELECTRIC RANGES 


In the public interest we hope that all manufacturers of electric ranges 





will bring their prices down to meet today’s Presteline values. 





t is gratifying to see that other appliance manu- 
facturers are finally lining up with Presteline by 
absorbing all possible increases in wages and material 


costs, and reducing prices to the public accordingly. 


From the very first threat of inflation, this company’s 
pricing policy set an example for the entire appliance 
industry. For sixteen critical months everything mush- 
roomed that entered into the cost of making and 
marketing electric ranges. During that period 
Presteline was the only electric range among the 
leading brands whose price was not raised. The entire 
increased cost of doing business was absorbed by 


this company. 


This becomes even more noteworthy when it is con- 
sidered that during the past two years Presteline has 
introduced more new features than any other electric 
range on the market. Such features as a choice of four 
tops to meet the requirements of every family. The 
Safety-Top which is acclaimed the most important 
feature in postwar electric range design. Full 40-inch 
ranges with ovens larger and therefore more practical 
than any other nationally-advertised electric range. 


The largest storage compartment of them all, equipped 







hee 


with new-type rack for kitchen utensils. A broiler- 
roaster pan with three-position rack. Automatic 
cookery at four positions—outlet, two ovens, deep- 


well pressure cooker or surface unit. 


No other electric range includes these extra features. 
Yet in May, 1946, Presteline was 6.6% less in cost 
to consumers than an average of the leading electric 
ranges. In May, 1947, Presteline was 13.1% lower. 
Even considering recent price cuts in the industry, 
Presteline is today on a par—feature for feature— 
with the average price of comparable electric ranges. 
So Presteline is the one electric range that does not 


have to reduce prices to be in line. 
We pledge Presteline distributors, the retail trade and 
the public that if costs do not skyrocket further, the 


present unmatched Presteline values will continue. 


A runaway inflation can wreck the country’s hopes 
for the future. Let’s all do our share to prevent it. 


ERNEST MURPHY, President 


PRESSED STEEL CAR CO,; Inc.; Domestic Appliance Division 
Chicago 11, Illinois 


America’s Greatest Electric Range Value 
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26,000,000. 


Don’t miss the PRESTELINE ~ to pay off for alert PRESTELINE 





Making this advertising power 
real selling power for your store 
is simple as 1—2—3: 


Display PRESTELINE ranges and water 
heoters up front—now! 


Get and use the new 1948 PRESTELINE local 
newspaper ad-mats, consumer folders, win- 
dow streamers and radio announcements. 


Contact your PRESTELINE distributor for 
sales-producing merchandising material. 


double-page, 4-color advertisement dealers. Watch for a dominant 
in LIFE, March 29—focusing the series of PRESTELINE ads that 
eyes of LIFE Magazine’s twenty- will be seen in McCall’s, Better 
six million readers on the com- Homes & Gardens, American 
plete line of PRESTELINE’S 1948 Weekly, Country Gentleman, 
automatic electric ranges and Good Housekeeping, Household, 
water heaters. Farm Journal, House Beautiful 

This is just the kick-off of the and American Home—hitting 
1948 PRESTELINE national ad- every major appliance prospect 


vertisingcampaignthat’sdesigned = exactly where it counts most. 








HOME APPLIANCES 
Products of PRESSED STEEL CAR COMPANY, INC. 
Since 1898 Makers of Fine Steel Products 
Domestic Appliance Division, 666 Lake Shore Drive, Chicago 11, Illinois 
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Another SILENT BREEZE First, 
to Boost Your Sales and Profits 


Cut-awoy view of Silent 
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Fan and Motor 


Lubricated for Life! 


It’s here—lifetime lubrication—the new development that puts 





Silent Breeze Ventilating Fans another big step ahead of competition. 

This is such an important development that we're making it the 
distinguishing feature of a complete new line—the Silent Breeze 
Gold Seal Line—including all types of ventilating units for home, 


commercial and industrial 





use. 


Bearings of both fans and 


Only Silent Breeze 
GOLD SEAL 


offers all these 
sales clinchers: 


driving motors are self-lubri- 
cating. That is, they are pre- 
lubricated at the factory and 
then sealed for life. No fur- 
ther lubrication is ever re- 
quired! 


Capitalize on this exclusive * Never Needs Oiling 


new sales feature of Silent © 5-Year Guarantee 


Breeze ventilating units. Make 


* Deferred P t Pl 
full use of the Silent Breeze — eerie 


Deferred Payment Plan that * Complete, Easy-to-Install 
enables your customers to or- Fan Package 
der today and delay first down 


* 


payment till May. 
For complete details on the A few choice dealer - distributor 
territories still available. 
Act Today! 


advantages of selling Silent 


Breeze Ventilation, write or 








wire this office today. 





HOLCOMB & HOKE MANUFACTURING COMPANY, INC. 


1549 Van Buren Street ¢ Indi lis 7, Indi 
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ASTOR Heater 


Astor Appliance Corp., 283 Greene Ave., 


Brooklyn, 5, N. Y. 


Device: “The Tempedo” radiant fan 


type heater, Nos 425 and 430. 


Selling Features: Uses both the ra 


diant “spot heat” as well as fan- 
type or circulating heat; mirror 
polished aluminum; will not peel 
or rust; 6 in. fan, 1/150 h.p., 300 
cim; No. 425, 1000 watts, a.c. only; 
model No. 430 660 watts, a.c. only. 
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PERFECTION 
Oil Burning Heaters 


Perfection Stove Co., Cleveland, O. 


Models: 9 new Perfection and Ivanhoe 


heaters. 


Selling Features: Six are equipped 


with Perfections’ “Multi-Heat” 
burner and “Midget Pilot”; combi 
nation true pilot fire and thermo 
static control; Perfection line ot 
heaters includes 3 console models 
and 2 radiating heaters; Console 
model 3155, has rated output of 55, 
000 btus per hr; porcelain-enameled 
l-gal. humidifier, combination oil 
control, constant level valve, heat 
directing shutters and removable top 
grille ; may be equipped with thermo 
static control and Perfection blower : 
silverspray brown baked enamel 
with chromium tril 

No. 3168, console-type heater. 
same as 3155, with rated output of 
68,000 btus per hr.; brown porcelain 
enamel finish 

No. 3040 “Low-Boy” for fireplace 
installation has flue opening in rear 
which is lower than on other models, 
ermitting simple fireplace installa- 
tion. 

No. 3155 “Multi-Heat” burner and 
“Midget” pilot, rated output is 40,- 
000 btus per hr.; baked enamel finish. 

No. 3050 and No. 3040 provide di- 
rect radiating heat for homes, offices 
and stores and are equipped with 
“Multi-Heat” burner and “Midget” 
pilot, brown porcelain enamel silver- 
spray finish. No. 3050 has 50,000 
itu, output, No. 3040, 40,000. Each 
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has heat-resisting glass block tire 
view window, tully-enclosed base 
fuel clean-out rod; combination oj 
control and constant level valve 
provision for 5-gal. removable reser- 
voir for No. 3050 and 3-gal. for 
No. 3040. 

Ivanhoe line No. 2150 als 
equipped with Multi-Heat and Mid 
get has convenient lighter tube wit! 
easy-to-remove cam-lock plug 
brown baked enamel finish and 50,006 
btu. output; No. 2130 Ivanhoe 
equipped with self-vaporizing 
burner, constant level valve ar 
automatic draft regulator, brow: 
baked enamel finish, 30,000 btu. out 
put. 
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CHROMALOX Heater 


Edwin L. Wiegand Co., 7525 Thomas 
Blyd., Pittsburgh, 8, Pa. 


Device: Chromalox HF blower type 
air heater. 

Selling Features: Heater finished ir 
brown crinkle lacquer provided wit! 
handle and rubber feet; bracket- 
available for permanent wall mount 
ing; adjustable louvers direct air ir 
desired direction; Chromalox units 
warm air drawn in back of heater 
and forced out in front by quiet fan 
driven by enclosed type moto: 
heaters available for 115 or 230 
volts, 60 cycles, single phase ax 
and 115 or 230 volts d.c. with ratings 
of 1.5, 2, 3, and 4 kws., the latter 
ratings for 230 volts only. 
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v 
. 





Van Vechten THERMASK 


Progressive Enterprises, 1001 N. Vermont 
Ave., Los Angeles, 27, Calif. 


Device: Van Vechten Thermask 
applying heat therapy to front 
area of head and cheeks by < 
trolled electric current. 

Selling Features: Fits contours § 
face, permits wearer complete free 
dom of action, can sit, stand or 
down while wearing; weighs o1 
2 ozs.; thermostat controls heat at 

140 degs; 110-120 volts, a.c. or d 
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Here’s What Every Outboard Fan’s Been 


Waiting For! You'll Want Scott-Atwater, Too! 
For Bigger 1948 Outboard Sales... 










Performance! 


—1-12- 1-20 = . 


Trolling Top 








Speed 
Length Weght loed | Speed | Speed | Speed | : 7 
12 fh. 11S Ibs. One 1.01 mph 12.5 mph | 1.06 mph | 20.7 mp 
| 83 mph 12.1 mph 1.18 mph 18.8 mph 
97 mph 10.9mph 1.03 mph | 16.2 mph | 


laboratory. Speeds ere up-wind down-wind overages 
Two Great New Motors 


Sctott-Atwater }: I? f: D 0 


A New Experience in Outboard Motoring One mph trolling One mph trolling 


r 
What do you want in an outboard motor? Sensational perform- Twelve mph tep speed Twenty mph top speed 
ance? Faithful reliability? Simplicity of operation? You'll find 
extra measure of all of these in the new 1948 Scott-Atwater 
Motors! Plus luxurious styling and real Scotch value. 

Your dealer will gladly demonstrate Scott-Atwater’s superb 
performance and all-weather, botherfree reliability. See the new 
( porous metal filter (exclusive) that keeps even water out of the 
fuel system. Scott-Atwater’s new high-pressure water pump 
exclusive) permits slowest trolling for hours on end without 
over-heating, and super-ignition keeps spark plugs clean all 
season long, just as the super-sealed lower gears require attention 
but twice a year. Truly, Scott-Atwater gives you the kind of 
reliability you'd expect only in a fine motor car. 

Scott-Atwater’s performance is amazing! And its “A BC” 
simplicity of operation and distinguished styling impress you 
immediately. Best of all, you get more OBC Certified horse- 
power per dollar, Write Dept. PM 48 for literature. 





| . Boot Trolling Top 






| 13 ft. 165 lbs. One 
14 ft. 190 Ibs. 






















© Tests conducted by on independent 





















































Scott-Atwater 1-12 
Deluxe Single with 
Auto. Recoil 
Starter, 3.6 h.p. 
OBC Certified @ 
4,000 rpm 


Also available 
Scott-Atwater 1-20 








Multiple Feather Intake Valves Full-Expansion Exhaust Firing Twin 

(sive phenomenal idling plus the jet-silenced cut- 7 lg h.p. (OBC 
and top speeds by auto- out. Redu back pressure Certified (a 4.200 
matically changing timing to ar ite minimum rpm), 
to admit optimum charge contributior 


po r to x 


ter’s remark 


i -and easy 





; t 4 Py, 

c ic Bowl Carb — High Pressure Water Pump— WACOA A MOTORS 

With automobile type dual Oscillating rotor type lo- 

jets gives Correct mixture cated on drive shaft oper- 

it any speed, even tilted ates 60 faster giving 

to 50° 3 > latior 

r« . positive circulation at 

New Type Magnete—Shoots slowest trolling. New «yn. © 1948 Scott-Atwater 

hot sparkforone-pullstart- thetic rubber out-wear Manufacturing Co., Inc. 
ng, clean-plug trolling. metal. Patent px Minneapolis 13, Minn. 

t 












\ This advertisement first appears in four colors in the 
’ : Saturday Evening Post in March. It also runs in color 
We re Telling Your Customers Plenty ! in Popular Mechanics, True, Field and Stream, Sports 

Afield, Hunting and Fishing, Outdoorsman, Motor 
Boating, Yachting and Boating Industry. 
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YOUR 
APPLIANCES HAVE 
A SALES ADVANTAGE 
WHEN POWERED 
WITH 


Lam Electric 


MOTORS.::-: 









Small series universal motor parts specially des- 
igned for food-mixers and sewing machines 








This fan motor has rubber 
grommeted supporting legs 


Compactly designed turbine . . . 
driven by a high-speed series mo- 
to assure quiet, vibration- tor... particularly adaptable to 


less operation the cannister type vacuum cleaner 











Home appliances are easier to sell when equipped 
with Lamb Electric Motors because customers know 
this is their assurance of long, trouble-free motor 
operation. 


This sales advantage of Lamb Electric motor-driven 
appliances is one of the reasons why many leading 
dealers carry them. 


THE LAMB ELECTRIC COMPANY 


KENT, OHIO 
* 
: 
i reactionac norserower MOTORS 
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THERMO-WHITE 
Oil Burning Winter Air 
Conditioners 


Wayne Home Equipment Co., 
Ft. Wayne, Ind. 


Device: Wayne’s “Thermo-White” oil 


burning winter air conditioners. 


Selling Features: All are finished in 


white enamel with forest green trim 
to match other electrical equipment 
in basement and utility rooms; 
capacities range from 6,500 btus to 
400,000 btus at bonnets; all models 
are equipped to heat, filter, humidify 
and circulate air under thermostatic 
control; equipped with Wayne UL 
approved Thermatic oil burners in 
capacities of 8/10 gal. to 4 gal. per 
hr. oil input rates; they also circu- 
late cooling basement air in summer ; 
blower capacities range from 800 
cfm. to 5,000 cfm.; Wayne oil fur- 
naces are furnished complete with 
all controls. 
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NEPCO Water Heaters 
National Electric Products Co., 


28-32 Margaretta St., Newark, 5, N. J. 
Models: Nos. 60, 150, 155, 205, 305, 


325, automatic electric water heaters. 


Selling Features: No. 60, Little Giant, 


round cabinet; designed for small 
offices, trailers, etc., has 6 gal. capac- 
ity; 1000 watt element; thermo- 
static control ; heat range 120 to 180 
degs.; rock wool insulation; re 
covery rate 8 gal. per hr.; 110 or 
220 volts, a.c.; 16 in. diam. 16 in. 
high. 

No. 150, round cabinet; 150 gal., 
1500 watt immersion type element; 
thermostatic control; built-in cold 
water deflector, plus features listed 
above; 164 in. diam. 36 in. high. 

No. 155 table top with porcelain 
top, square cabinet; 15 gal. capac- 
ity; 1500 watt immersion type ele- 
ment; thermostat control; 36 in. 
high, 16 in. wide, 18 in. deep. 

No. 305 square table top with 
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porcelain top; 30 gal. capacity; 2000 
watt immersion element, 220 volts; 
1500 watts, 110 volts; 36 in. high, 
23 wide, 24 deep. 

No. 325, square table top with 
porcelain top and double element; 
30 gal. capacity; upper element 
available in 1000, 1250, 1500 2000 
watts; lower element 1000, 1250, 
1500 watts; can be installed with 
1 element in operation at the time 
only due to double throw thermostat, 
and where Code permits both upper 
and lower can be operated simul- 
taneously; 36 in. high, 23 wide, 24 
deep; all cabinets white baked 
enamel 


Electrical Merchandising, Mar. 1, 1948. 
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LE JOHN Heater-Fan 
Le John Mtg. Co., Huntington, W. Va. 


Device: Dual-purpose circulating fan- 


heater. 


Selling leatures: Features a nichrome 


element; offers a choice of 3 normal 
air speeds and an ideal speed for 
warm air circulation with heating 
element on; maximum distribution 
of air in every direction; long-life, 
silent, self-lubricating motor; 12 in. 
blades contained within a_nickel- 
plated guard; for home or office use, 
it is strong enough to sit on; stain- 
resistant enamel finish. 
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SAF-T-PLUG 


Electrical Saf-T-Plug and Devices Mtg 
Co., 769 Venice Blyd., Los Angeles, 15, 


Calif. 


Device: Saf-T-Plug wall plug 

Selling Features: Can only be oper- 
ated when both prongs of plug are 
inserted into Saf-T-Plug, quarter 
turn to right locks electric plug se- 
curely; when electric plug is re- 


moved rotable cover snaps shut 
automatically and stays locked. . 


children cannot get into it with 


hairpins etc. 
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WE KNOW THIS IDEA WILL SELL MORE IRONS FOR YOU! 





down 


No standing! 
because 


No lifting! 


(78 WEW... ATS EXCLUSWWE 


7s TESTED ! 


Tested ...in Chicago! “Sensational! 206 
Never-Lift Irons sold in 3 days!" 


Tested ... in Detroit! “Customers in near riot to 
see Sit-Down lroning. 120 Never-Lifts sold in 5 Y2 days!" 


Tested ... in San Diego! “We were actually 
selling a convenience along with a product. Proctor 
iron sales reached new record!" 


Tested ...in Milwaukee! Terrific sales! Entire 
stock of Never-Lift lrons SOLD OUT! 


Tested ...in los Angeles! “... ironing a shirt 
in 4% minutes has unfailing drawing power . . . when 
customer tries it (Never-Lift Iron) she's sold on it!" 
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PROCTOR 


@® Reg. U.S. Pot. Off. 


PIONEER /N EASIER (/RONING 


PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PA. 
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IMPULSE BUYING 

Keeps Goods Moving 
MONEY ORDERS 

Speed Them Up... 








“KMERICA, ] Important and impressive findings are 

GS) | disclosed by a recent nation-wide retail 
seavice/ i} 

Expres? | survey. They show these facts: 


— J 


1. 75% of all customers entering a 
store for a particular article buy at least one additional 
item. 

2. 24.6% of all items sold are bought in that way, on 
im pulse. 

3. 66% of impulse-bought goods are those kept on 
dis play. 

These sales facts command attention, but one dis- 
closure remains to be made: How to bring in the cus- 
tomers? The answer is prompt and simple: Let your 
neighborhood know you sell AMERICAN EXPRESS 
MONEY ORDERS. 

This is the item that speeds up the others. Millions 
of people need and seek American Express Money 
Orders because of their convenience and usefulness, as 
thousands of drug stores know. Customers come in to 
buy them regularly, and 3 out of every 4 go out with 
additional purchases bought on impulse. The displays 
catch their eyes. No other sales effort is required—and 
Money Orders bring the customers in. 


* A sub-agency for American Express Money Orders 
is simple and easy to install. Now is the time to do it. 


For particulars write or phone: 


AMERICAN EXPRESS 


Money Orders 


F. A. FASSIG, Mgr. Money Order Div. 


65 Broadway New York 6, N. Y. 
Whitehall 4-2000 
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APPLIANCE 


NEW PRODUCTS 


no gears to wear out, no oiling; 14 
gauge stainless steel blade requires 
only infrequent sharpening; blade 
has protective guard to make unit 
safe ; connects to any a.c. or d.c. out 
let ; 25-60 cycle high speed Universal 
motor; may also be used to keep 
“ball” bushes and curved growths 
neatly molded, for clipping grass 
near trees, bushes and flower beds. 
Electrical Merchandising, Mar. 1, 1948 
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WILSON Freezer 
Wilson Refrigeration, Inc., Smyrna, Del. 


Device: Wilson Hi-Boy home freezer. 
Selling Features: New interior design 
includes handy freezing compartment 
with aluminum door and contact 
freezing plates; specially designed 
l-piece gray molded rubber throat 
and gray interior and exterior door 
gaskets, giving rubber-to-rubber seal 
between interior door gasket and 
rubber throat; 6.6 cu. ft. storage 
capacity ; a new plate coil assembly 
Electrical Merchandising, Mar. 1, 1948 


v PIONEER Lawn Mower 


Louisville Electric Mfg. Co., 
Louisville, Ky. 





Device: “Suburban” lightweight 
mower for large lawns. 

Selling Features: New larger model 
weighs 55 lbs; frame and motor 
housing of aluminum castings; han- 
dle and shaft of aluminum tubing, 
4 h.p. 115 volt motor; 16 in. blade; 
operates on a.c. or d.c.; ball bearing 
wheels, puncture-proof tires; safety 
shields; safety window in top « 
mower enables operator to see at a 
glance whether blade is in motion or 
at rest. 

‘lectrical Merchandising. Mar. 1, 1948 





SPROUSE Ventilator 


V. E. Sprouse Co., Inc., Columbus, Ind. 


Device: New easy-to-install window 
ventilator for homes and apartments. 

Selling Features: 24-in. ventilator, can 
be installed without alterations, 
special wiring or interference with 
peration of window; slips into win- 
low trame, brackets adjust to fit 
irame, screws are inserted in case 
ment; 2-speed switch provides selec 
tive ventilation; 1/6 h.p., 115 volt 
a.c. motor; approximately 3000 cfm 
capacity at low speed and 4200 cim 
at high; motor mounted on resilient 
material for quiet operation; fits 
windows 27 to 37 in. wide, can be 
made into large-volume floor circu 
lator by attaching chromeplated 
handles and feet. 

Electrical Merchandising, Mar. 1, 1948 





LE JOHN Fans 
Le John Mfg. Co., Huntington, W. Va 


Device: 2 new oscillating fans—a table 
or wall bracket model and a pedestal 
model, 

Selling Features: Oscillator is finished 
in infra-red baked enamel, features 
. perfectly balanced, noiseless, wide- 

. leaf 12-in. blades; 2-speed switch 

TRIMALL Hedge Trimmer contrels; silent, oilite-bearing mo- 
Trimall Div., Terminal Hardware, Inc., tor; die-cast metal stamping zinc 
411 Linden Ave., Wilmette, Ill. base; motor housing; operates at 

: 1400 ir 1100 rpm; delivers 800 or 

Device: Trimall hedge trimmer. 629 cfm respectively, using 48-watts ; 

Selling Features: Weighs only 5 \b.; pedestal model adjustable from 38 

perfectly balanced for ease of han- to 62 in. 

dling ; made of 95% pure aluminum; Electrical Merchandising, Mar. 1, 1948 
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E SELL THE TIME-PROVED FEATURES OF 





AUTOMATIC ELECTRIC WATER HEATERS 








{ 
33 years of research and experience have gone into these 
Exclusive Sepco Features that mean more sales! 
inke profits? 
prospects profits? 
. Exclusive SEPCO HOT-CENTER 
’ 3 Br ‘ , ; ; . : 
k = Big 3-inch vertical heating unit—radiates heat from center 
position—heats water continuously as it rises to the top - 
of the tank—keeps large area of water at even temperature 
ready for instant use—reduces water turbulence—mini- 
mizes scale formation—Srrvco Hot-Center can be replaced 
; : without draining tank. 
| 
, se) 
‘ 7 





Exclusive SEPCO IMMERSION THERMOSTAT 


Sturdy for long life—responds quickly to inside water tem- 
perature change—sensitive snap action assures steady hot 
water at all times—can be replaced without draining tank. 


Plus other Serco features for quick, safe, economical 
water heating! Copper Heat Trap to prevent flow of heat 
into plumbing system when no water is being drawn. ¢ 
Three-inch thickness of FineERGLAS insulation to prevent 
heat loss. ¢ Cold water inlet diffuser to prevent mixing 
of incoming cold water with hot water. ¢ Welded steel 








tank—300 pound test with extra-heavy, long life galvan- 
izing. Sizes —30-50-66-80 gallon (as illustrated) and 


“Table Top” Models. 











| Promeer ie CUPMABE \ tomatic Cloctric L cater Company 


wate heading due (YS 








it 


POTTSTOWN, PENNSYLVANIA 
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THE FIRST 


LOLD APPLIANCE 


and REMINDER TIME 
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The aragozz TIME-AlD 


wuar TIME: AID vores. 


Shuts off any electrical appliance 
automatically after preset time 


r ® Rich maroon with white trim or 
Signals time accurately in minutes f= _ > - 
. . ‘ white with gay red trim. 
with pleasant-sounding burzer. { UL r 
Qe @ Compact ... fits in the palm of 
@ Does BOTH shuts off electrical your hand. 
appliance and signals completion @ Times accurately in minutes to one 
of elapsed time hour 
TRADE DISCOUNTS APPLY. ASK YOUR JOBBER OR WRITE FOR DETAILS 


TIME-AID turns off the 
bedside radio and lamp 
should you fall asleep 





A brand new idea for Mr. and Mrs 
TIME-AID je 


v ng n the nome. 


America! The 


ned f r better more nven ent 


TIME-AID accurately controls sunlamps ... radios 
heating pads fans bedside lamps ... any 
appliance that can be plugged into an electrical outlet. 
Easy to operate! Simply plug appliance cord into 
TIME-AID, the Timer cord into a convenient outlet, set 
time (up to 60 minutes) ... then forget it! TIME-AID 
shuts off the appliance automatically. A reminder 
timer, too, ——signals elapsed time for pressure cook 
ing, boiling eggs, baking and other uses requiring ac 
curate timing. 


Mr. DEALER, here is a real traffic and profit-producing 
item for your store. Write today for the complete sales 
story on TIME-AID. 


All electric ... 


No danger of over-ex- TIME-AID times 


controlled sun lamp pressure cookin 


TIME- AID rearunes: 


no springs to break 


Modern, non-breakeble case 


any- 


posure with TIME-AID thing from eggy to 


ac- 


curately in minutes 


ting, OP, 


ge 


MANUFACTURERS OF ELECTRICAL EQUIPMENT SINCE 1905 
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ELECTR 


Device: No. 


Selling Features: 





Device: 


Selling Features: 













APPLIANCE 


NEW PRODUCTS 





SNO-BREZE Evaporative 
Cooler 


Palmer Mfg. Corp., Phoenix, Ariz. 


18B48 window blower 
type evaporator air cooler. 
Designed for small 
homes, apartments, tourist courts 
and cottages; free floating-rubber 
mounted motor and blower; cooler 

balanced to window sill, metal 
side panels conveniently adjustable 
to fill space between cooler and 
window; 22 gauge rust resistant, 
press formed cabinet; removable 
rear louvered panel for quick chang- 
ing of pads or servicing ; trough type 
water distributing system with auto- 
matic water regulator ; super cooling 
Sno-Fluf aspen evaporative pads; 
sag-proof pad holders; newly de- 
signed recessed adjustable front 
grille; copper tubing water connec- 
tion, a garden hose drain and an or- 
dinary plug-in receptacle are needed 
to complete installation; finger-tip 
control with switch and water con- 
trol valve on front panel; cabinet 
and fill-ins of light brown baked 
Hammertone enamel; 1/6 h.p. heavy 
duty, quiet running motor ; it cleans, 
cools and filters 1800 cfm. overall 
size 234x26x23 in. 
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YORK-HEAT Oil Burner 
York-Shipley, Inc., 


York, Penna. 


Model C-7 redesigned oil- 
fired conversion burner for small 
homes 


Has a firing capac- 
ity of from 1.00 to 2.25 gal. per hr. 
for a rating of 100,000 btus per hr. 
to a maximum of 225,000 btus; 
smallest gun type, pressure atomiz- 
ing conversion oil burner; in line; 
features aluminum casting ; motor, 
pump and fan are mounted above air 
tube center line; contains Iris shut- 
ter feature—an adjustable or vari- 
able orifice mounted on discharge 
side of fan which meters primary 
air for combustion; deflectors in air 
tube impart a circular motion to 
combustion air stream, assuring 
thorough mixing of air and atomized 
oil; adjustable air guide deflectors 
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and nozzle pipe forward or back- 
ward; high-pressure fuel unit sup- 
plies fuel to burner at 100 lbs. per 
sq. in. pressure; built-in pressure- 
regulating valve; special hum si- 
lencer holds pump noise to mini- 
mum; continuous 10,000-volt spark 
generated at burner nose for posi- 
tive ignition or air-oil mixture; 
spark cuts off automatically 60 to 90 
seconds after firing begins; C-7 
available in 7 different capacities de- 
pending on nozzle size; adaptable 
to any boiler or furnace in small 
heating field and operates on kero- 
sene, light oils, such as No. 1, 2, or 
3 fuel oil. 
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HANDEE Eraser 


Chicago Wheel & Mfg. Co., 1101 W. 
Monroe St., Chicago, 7, Ill. 


Device: WHandee electrically driven 
hand eraser. 

Selling Features: Balanced and shaped 
to fit hand; handles with pencil- 
point precision; weighs 12 oz.; em- 
ploys same motor as used on Han- 
dee tool of 1001 uses; all moving 
parts completely covered by pro- 
tective sleeve; quick-change eraser 
chuck accepts any of the standard 
erasers; sharp, keen erasings can be 
made ; ‘optional equipment includes 
easy-to-operate foot speed control 
permitting freedom of hands in 
handling eraser. 
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PROCTOR Cordminder 
Proctor Electric Co., Philadelphia, Pa. 


Device: Cordminder iron cord sup- 
port complete with extension cord. 

Selling Features: Attaches to ironing 
board by means of adjustable screw ; 
holds cord of iron up off board; 
eliminates wear and tear on iron 
cord and permits iron to be moved 
from one end of board to other using 
either hand; built-in heavy duty 
6 ft. extension cord carries load of a 
1,000 watt iron; iron cord is plugged 
into another outlet at base; Cord- 
minder may be left on ironing board 
permanently. 

Electrical rubendicing. Mar. 1, 1948. 
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ON wSuper{lome 


has the exclusive 


‘ 
pyeL SW 


I IP 


° 


*& FIRST IN FEATURES 


SUPERFLAME has the original triple combustion, 
low draft burner to provide maximum efficiency 
at low, medium or high fire. Notice in the diagram 
how the floating flame wipes the side walls of the 





combustion chamber and how the fuel saver pro- 
vides for greater heating surface so that heat costs 
are cut up to 334%. 


* FIRST IN BEAUTY 


This distinctive SUPERFLAME Twin not only 
gives greater heating flexibility and increased 
economy but in addition it is a handsome piece 
of furniture. Write for details of the SUPER- 
FLAME Twin and the rest of America’s most 
complete line—SUPERFLAME. 


MANUFACTURERS OF THE FAMOUS SUPERFLAME LINE OF OJL HEATERS, KITCHEN 
HEATERS, FLOOR FURNACES, WATER HEATERS, RANGE BURNERS 
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RALPH E. MELANG, of Melang Bros., Seattle, Washington 





writes as follows: 






a * 
eae os 





...OUr customers \ 
will wait to get a 
General Electric 














Water Heater! 









ELECT APPLIANC! 


FARM PRODUCTS 








FAN-PAC Dairy Barn 
Ventilator 


DeBothezat Fans Div., American Machine 
& Metals Inc., East Moline, Ill. 


Device: Packaged Dairy barn vent 
lator. 

Selling Features: Complete package: 
unit can be installed without specia 
tools—place in window or square 
opening cut in barn wall and faster 
in place; no special wiring required 





es | VVEN when all well-known brands of water heaters. 


4 
4 except General Electric. are available for imme- 


diate delivery ... our customers will come in to sign 


up for G-B& 
Melang. of 


Se writes Ralph FE. 


Seattle. Washington. 


Melange Bros.. 


“In other words, it is now evident that to John Q. 


Public. 


drop cord provided plugs into light 
circuit; 2-speed automatic tempera 
ture controlled unit running at ful 
or two-thirds speed once it is hooke: 
up; safeguards health of cattle, re 
moves stale damp air and pulls i: 
fresh dry air package includes 
mounting panel with air streame: 
inlet ; 16 in. diam, 4-blade, non-over 


the economical operation and dependability, : , 

loading type fan wheel; 2 speed 
4 h.p. motor, 110 volt, 60 cycle, single 
phase ; adjustable thermostat, factory 
set at 50 degs. F; screened inlet 
shutter and screened discharge hood 
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svmbolized by the G-E emblem. are well worth w ait- 


ing for.” he concludes. 


\ our customers—and you— will also go for the new 


General kleetriec Automatic Electric Water Heater 











AND HERE ARE 7 POWERFUL REASONS WHY! , | 


1. Wis easily installed in kitchen, base- galvanized tank life... protect tank (;-E Automatic Electric Water Heaters. 


ment, closet, or bathroom. No chimneys, from corrosive water. 


no flues, no flames, no fumes! 


| 
‘ } 
Here's a real sales advantage to help you | 
build sales and have satisfied customers. 


4. Heat-trap and cold-water baffle are 
built right into heater. 


3 The G-E Automatic Electric W ater 


Heater, with the special Calrod* heat- 


Ask your G-E retailer for details. 





5. Noninflammable Fiberglas in-ula- 


tion completely surrounds tank. 


General Electric Company, Appliance 
wrap units, gives you the utmost in water- and Merchandise Dept., Bridgeport 2 

= g » 2 
heater efficiency 


BURKEY Fish Fence 
Charger 
Electric Fish Screen Co., 1130 N. Pinsettic 
Pl., Hollywood 46, Calif. 


Device: Burkey Fish Fence Charge: 
to keep fish in average farm pond 
Selling Features: Operates on closed 


Connecticut, 
6. Maximum of 6 standard General peeciaaises 


There are only two tank openings 
Electric units will meet all wattage re- 


* Trade-mark Reg. U.S. Pat. Off. 
reducing chances of tank leakage 


quirements in your area— thus simplify- 





Lnit changes and wattage substitu- ing your stocking and servicing problems, 15- te 82-gallon co- 


pacities — Galva- 
nized and Monel 


tanks. } a | 
| | 


IT 


trons cz be de without dri gti k. 
ee ee ee 7. New warranty 10-year protection 


plan. Now General Electric offers a new 
10-year protection plan to purchasers of 


3. Special magnesium-alloy protector 


ean be easily installed, to lengthen 


circuit continuous load principle 
produces a series of mild, harmless 
under water shock waves which tur! 
or control fish; swinging electrodes 
permit free passage of debris, elin 
| inating screen cleaning and the haz 

ard caused by accumulation of debris 

against ordinary wire mesh screens 
| Electrical Merchandising, Mar. 1, 194 
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AUTOMATIC ELE 
LECTRIC ' ' 


WATER HEATERS 


v 
PARAGON Switch 


Paragon Electric Co., Two Rivers, Wis 


Device: “Plug-In” poultry house time 
switch. 

Selling Features: Designed for smalle 
poultry raisers; provides for eve 
ning dimming period to induce sate 

. roosting before lights are turne 
off ; easily installed; has many other 
farm uses; Telechron clock motor 

° Electrical Merchandising, Mar. 1, 194® 
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COMPARE vALUES, COMP 





“4 
. A HARDER-Freez DEALERSHIP MEANS LONG-RANGE PROFITS, TOO 
There’s a future for you in the growing home freez- 5. A great name known to millions as a result of con- 
| er market if you can obtain a HARDER-Freez deal- sistent national advertising in such magazines as 
| ership! For HARDER-Freez and Tyler are going Better Homes & Gardens, Saturday Evening Post, 
places in ’48 and in the years ahead. Country Gentleman, Farm Journal and McCall’s. 
Tyler bas gained —— . the pioneering years 6. An effective Dealer Help program which enables 
of this highly competitive field. - you to promote sales on the local level—includes new 
Tyler is steadily gaining momentum, because with full-color sound-slide film for dealer, consumer use. 
HARDER-Freez Tyler offers a COMBINATION of 
factors which mean continuing growth as public 7. The ECONOMICAL Home Freezer, in low upkeep 
education and promotion develop. cost and in low first cost. Thorough engineering, re- 
search and testing assure HARDER-Freez efficiency. 
hz Geee’s the caenbinesion that’s getting herder snd 8. A relatively new major appliance that meets a grow- 
arder to equal: : : 7 . vos 
ing national demand, and results in better eating; 
ie l. A Home Freezer built right by a seasoned-manufac- better living; food, time and money savings; and the 
turer, Tyler, with years of experience in the food elimination of much household drudgery and meal- 
P: refrigeration field and facilities for mass production. planning headaches. Compelling appeals to both the 
; , man and woman of the house! 
4 2. Latest, up-to-the-minute features that mean fine 
€ appearance, dependable performance, and easy use. Tyler and Tyler Agents (distribusocs) are com- 
. 3. A Competitive price and a great value. stantly adding new HARDER-Freez Dealers. Act now 
es 


4. A growing line which now includes 12, 18 and 24 
cubic foot Chest Models, 9 and 18 cubic foot Upright 
Models, plus three fast-selling commercial models. 


if you would have a part in the sale of this outstand- 
ing new appliance. 


TYLER FIXTURE CORP., NILES, MICHIGAN 


ARE FEATURES, SEE~ 





New 1948 Chest Model —12 cu. ft. capacity. 





New 1948 Upright Model —18 cu. ft. capacity. 







HARDER-Freez Home Freezers 
equipped with latest sales, opera- 
ting and convenience features, are 
available in 12,18 and 24 cu. ft. Chest 
Models, 9 and 18 cu. ft. Uprights. 





aI°TYLER 


FOR FOOD REFRIGERATION 
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HARDER-Freez SALES CASES 


Center 
Aisle 





For zero storage and sale of Frozen Foods, Ice Cream. 








Wall 
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Lighting Products 


a eof of 3 Fed 


TO THE FAN 0A 
FARIES Desk Lamp 
Faries Mfg. Co., Decatur, Ill. 


Device: “Circlarc” desk lamp. 


Plan Now To Feature Selling Features: Designed for use 


with new Circlarc fluorescent bulb 
rated at 18-watts and semi-circular 


The Finest Air Circulator in shape; tube 1 in. diam. and arc 


has outside diam. of 12 in. rated life 
is 2500 hrs.; bulb with all-brass ad- 


M C B justable shade designed to throw 
oney an oo light directly on working area of 
desk; 1 shade is 74 x 144 in.; lamp 
13 in. high; turn-button switch; 


7, a statuary bronze with gold trim or 
steel gray with gold. 


Electrical Merchandising, Mar. 1, 1948. 


@ Built to outsell, outperform, outlive any 
other air circulator on the market. 


@ Nationally advertised for both home 
and industrial use. 


@ Exclusive conversion features reduce ACME-LITE Bed Lamp 


your investment in stock. Acme-Lite Products Co., 350 E. 182nd St., 


New York, 57, N. Y. 
e Complete merchandising progrem— Device: 8-watt all plastic fluorescent 
newspaper ads, direct mail and point- bed lamp, No. B-1. 

q . . ° Selling Features: Can be hung or 
of-sale material— makes easier selling cans en: delle aah Gites 
for you. switch; built-in filter to eliminate 

radio interference; Lumarith shade; 
P ivory, mahogany or walnut; 3 x 15 
@ To assure delivery for the season, in. overall; 110 volts, ac. or d.c 


place your orders now. Electrical Merchandising, Mar. 1, 1948. 


@ Contact your jobber or write direct 
for name of your local distributor. 








WALL PLAK 


FRESHND-AIRE Vem 
es ie) M Pp A N y 


Device: Plastic Wall Plak for light 
switch, swan design for bathrooms ; 
teapot for kitchens. 

221 N. LaSalle St. * Chicago 1, Illinois Selling Features: Fits over sing! 
toggle switch; ~~ — availab 
YAS Py = in phosphorescent Ivory only; teapo' 
A Miviion of Cory Corporation style in colors to harmonize wit! 
various color schemes—white, re‘ 
yellow and green; Swan Plak glows 
in dark. 
Electrical Merchandising, Mar. 1, 1948 
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GE LAMPS 














+S 


a: 


(1) G-E lamps are presold by consistent advertising. (2) They're tops i 
for seeing because General Electric research works constantly to make ; 
G-E lamps Stay Brighter Longer. tH 


HEN customers see "em, customers buy ’em! For two good reasons: =? *— 
r 
. 


your Customers are being reminded of G-E lamps all the time. Intensive adver- = =| 
t, | tising in magazines and newspapers! The Willie Piper show over the air! Cus- 
tomers just can’t forget that the G-E monogram on a light bulb means top quality 
it —top value. So more people everywhere prefer G-E lamps than any other kind. 


- THIS PREFERENCE PAYS OFF IN PROFITS when you put G-E lamps up there where 
people can see ’em! Prominent displays like those shown here can help make 
G-E lamps se// on sight right in your own store. And your distributor will help by 
keeping you supplied with tested sales aids and merchandising tips. 


AMPS 


7. ae 
5 ao 
# 





of special display fixtures and wire customers they need G-E lamps— prominent G-E identification and show the product. A good year- 
merchandisers may be purchased brings them in—builds store traffic. round spot for G-E lamps. 

through your G-E lamp supplier. Ask A good location for your current G-E 
for literature. lamp counter card. 


G-E LAMPS 
GENERAL 36) ELECTRIC 


1 ... IN MERCHANDISERS. A selection ? ...IN YOUR WINDOWS. Reminds 3 «+ ON YOUR SHELVES. Both in sleeves and out of sleeves to give 


er 
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As ALWAys, her speech is running overtime. But 
she’s the one person who isn't worried about dinner. 
Thanks to a Telechron C-52 clock switch timer on her 


range, the roast will be done to a turn when she gets home. 


This new Telechron synchronous electric timer is fully 
automatic ... switches on at a preselected time and 
switches off at the end of the cooking period. Its large, 


legible dial keeps dependable electric time. 

With a C-52 timer for gas range oven control, for 
roasters, electronic and industrial devices, buyers can 
count on long, dependable service. Rated at 15 amps., 
115 volts, it is adaptable to anv switch-timing operation 


within this limit. 


The €-52 is backed by the unrivaled engineering skill 


of Telechron . . . the largest producer of electric timing 


devices for over 25 years. It will give your product the 
added sales advantages of Telechron accuracy and 


cle pendability. Being electric, it never has to be wound 

never runs down. Telechron precision building and 
exclusive capillary motor-lubricating system assure long 
life. low-cost maintenance. All Telechron timers and 
motors are Underwriters Laboratories approved. Why not 
bring vour line up to the minute with C-52 clock timers? 
For full details. write or wire Industrial Sales Division, 


Dept. G, Telechron Inc., Ashland, Massachusetts. 


Telechron C-52 On-Off Clock 
Switch Timer 


Turns on appliance at any pre-set 
time, turns it off after selected pe- 
riod. Capacity 15 amps., 115 volts. 





Cfelechion 


CLOCK 
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NEW NON-ELECTRICAL PRODUCTS 
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TILT-TOP Juice-O-Mat 


Rival Mfg. Co., 307 Westport Rd., 
Kansas City, Mo. 


“Tilt-Top” Juice-O-Mat. 

Selling Features: Tilting head provides 
clear view for placing fruit; retains 
single action feature; new rack-and- 
pinion principle, geared low for 
greater pressure; all-enclosed ; 
streamlined design; KonvaKone 
strainer designed to extract all juice 
without seeds, pulp or bitter rind oil. 

Electrical Merchandising, Mar. 1, 1948. 
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Device: 






MAGICOOK Pressure Cooker 


Magicook Mfg. Co., 936 Bergen St., 
Brooklyn, N. 


Model: No. M-4 Magicook 4-qt. 
cooker 


Selling Features: Cast aluminum, 
satin finish; equipped with over- 
pressure plug; pressure gauge 
maintains pre-selected pressure au- 
tomatically; easy-locking dome 
cover. 

Electrical Merchandising, Mar. 1, 1948 
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EASY-2-SLIDE Tray 


A. E. Cole Mtg. Co., 6535 Third Ave., 
Detroit, 2, Mich. 


Device: Sliding action ice-cube tray. 

Selling Features: Has 2 sections— 
rack with pull-out handle holding six 
white plastic freeze cups; rack slides 
smoothly on 2 upper edges of chan- 
nel base; when channel base freezes 
in, rack can be pulled out as far as 
desired depending on number of 
cubes wanted; plastic cups lift out, 
when inverted ice cubes drop at 
finger pressure—extra cubes can be 
made with extra cups. 


Electrical Merchandising, Mar. 1, 1948. 
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JUICE KING JUICER 


National Die Casting Co., Toughy Ave., 
Lawndale, Chicago, 45, lil. 


JK-40 Juice King 
squeezes whole oranges with single- 
stroke 


Selling Features: Completely elimi- 


nates fruit slicing ; cuts, squeezes and 
strains whole oranges with a turn of 
handle, incorporating Juice King 
single-stroke operation with new 
cutter-strainer; 8-blades on top of 
cutter-strainer cuts whole orange 
while special perforations | strain 
juice into glass; will also squeeze a 
half grapetruit; chrome and enamel 
finish; easy to clean. 


Electrical Merchandising, Mar. 1, 1948. 





BURPEE Double Cooker 
Burpee Can Sealer Co., Barrington, Ill. 


Device: Combination pressure cooler, 


Dutch oven and double boiler. 


Selling Features: As a pressure cooker 


—the low squatty construction with 
extra-large bottom area makes pos- 
sible meat cookery with less tender 
cuts; as a Dutch Oven can be used 
on range for long slow cooking; as 
double boiler it is extra large. 


Electrical Merchandising, Mar. 1, 1948. 





Vv 
PRESTO Cooker 


National Pressure Cooker Co., 
Eau Claire, Wis. 


Device: 3-qt. Presto “Vege-Master.” 

Selling Features: Designed for high 
speed cooking of vegetables, cereals 
and desserts, embodies all well- 
known Presto features including 
indicator weight showing 5, 10 and 
15 lbs. pressure; available in cast 
simalloy or drawn aluminum. 

Electrical Merchandising, Mar. 1, 1948. 
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| All Adds Up to More Profit-! 
Clark... the Ploneer 
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Electric Water treater 





+t 





the Selling Power of 


the TOASTMASTER Wame 


— More Water frearer 
~ Sales yor Gou. 


eT eee a a a ene es eee 2 eee te 


Exclusive f 


““LIFE-BELT’’ ELEMENT... 


The wide band of gentle heat 
that prevents destructive lime 
formation. Operating at 
“black heat,” it’s practically 
burn-out proof. 





Exclusive f 
“IONODIC’’ SYSTEM... 


Internal tank protection 
that prevents rust, stops 
corrosion, doubles tank 
life. 





- Exclusive f 


“\ TEN-YEAR GUARANTEE . . . 


A new element, new tank, or 
a whole new heater if failure 
occurs within 5 years. After 
5 years, and up to 10 years, 
a new element, new tank, or 
new heater on an elapsed- 
service basis. No other guar- 
antee is nearly so liberal! 
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@ On March 1, 1948, the famous Clark electric water heater offi- 
cially became the “Toastmaster” automatic electric water heater. 

Here’s the unbeatable combination you’ve been waiting for. A 
great product and a sales-compelling name that’s a household word 
all over America. 

Check the “Toastmaster” heater’s exclusive features. See for 
yourself why here, and here alone, your customers get the most for 
their heater money. 

Add the tremendous public acceptance of the ‘‘Toastmaster’’* 
name and you can see why your selling job will be so much easier 

. so much more profitable if you are a ‘Toastmaster’ Water 
Heater dealer. Get in touch with the nearest distributor or write 
for his name and address. McGraw Electric Co., Clark Division, 
5201 West 65th St., Chicago 38, Illinois, or 1055 W. 5th St., Azusa, 
California. 


The heater for every household... with America’s household name! 


TOASTMASTER 


**ToasTMASTER™ is a registered trademark of McGraw Electric Company 


Copr. 1948, McGraw Electric Co., Clark Division, Chicago, Ill 
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the magazine 


that reaches the most of our good customers.” 


No other magazine reaches so many 
of the better farm families 


Journal 


in the country 


SUBSCRIBER FAMILIES 


GRAHAM PATTERSON, PRESIDENT 


also publishers of PATHFINDER— AMERICA’S 2nd LARGEST NEWS MAGAZINE 
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ELECT 


dial and control knobs; mahogany 
finish. 

No. 576 console has 4 tubes plus 
rectifier; a.c. superhet; automatic 
record changer for continuous play- 
ing of 10 or 12 in. records; 9 in. 
oval Alnico 5 permanent magnet 
dynamic speaker; crystal pick-up; 
featherweight tone arm; constant 
speed motor; avc; cabinet of striped 
mahogany designed with roll-back, 
banishing door which reveals ver- 
tical slide rule, easy-read radio-dial 
and control knobs, and automatic 
phonograph mounted on _ sliding 
panel, available in light or dark 






ELECTR APPLIANCE 


NEW RADIO PRODUCTS 





Philco Corp., Tioga and C Sts., 
Philadelphia, Pa. 


night foreign short-wave band as 
well as standard American stations ; 


Models: No. 700 and 1001, table tele- ee, age changer . with finish, 
vision sets. featherweight tone arm; 12. in. Electrical Merchandising, Mar. 1, 1948. 


speaker; 7 tubes including rectifier ; 
Chinese motive cabinet in walnut. 
Model 1283 equipped with auto- 
- matic record changer; 5 tubes plus 
rectifier featherweight tone arm; 
long-life needle; drop-panel Classic 
modern cabinet; mahogany  ve- 
neers; Standard broadcasts. 


Electrical Merchandising, Mar. 1, 1948. 
v 


Selling Features: No. 700 features a 
7 in. direct-view picture tube, noise- 


v 





. 





MAYFAIR Radio-Phono 


Magnavox Co., Ft. Wayne, 4, Ind. EMERSON Table Radios 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York 11, N. Y. 


Device: Magnavox Mayfair radio- 
phono, No. 139 and 239. 
Selling Features: Radio with 8-tubes Models: No. 547 “Ebony”; No. 578; 
plus rectifier and 10-watt power out- No. 577 1 No. 572. 
put; 12 in. Magnavox Duosonic ee a ae 
speaker; fully automatic record Selling Features: No. 547 _Ebony 
changer with noiseless, feather- a.c.-d.c, superhet; Alnico 5 perma- 
touch pickup; mahogany or white nent magnet speaker; avc; beam 
oak cabinet contains storage space power output ; full-vision slide rule 
for records; No. 139 AM with pro- dial; velvet drive tuning; enclosed 
PHILCO Table Radio-Phono vision for Armstrong FM tuner to 
be added later at extra cost; No. 239 
Philco Corp., Tioga and C Sts., combines AM and FM in single 
Philadelphia, Pa. chassis. 


Electrical Merchandising, Mar. 1, 1948. 








free FM sound; simple operation, 
only 5 controls—3 for picture bright- 
ness, contrast and focus, 1 for 
sound volume and a precision chan- 
nel selector switch; Philco Elec- 
tronic control keeps picture synchro- 
nized and steady automatically; 
automatic level control keeps picture 
clear and bright; mahogany cabi- 
ne 





t 

No. 1001 has 10-in. picture tube 
with 54 sq. in. image that can be 
viewed day or night without drawing 
shades or dimming lights ; antomatic 
tuning system makes it possible for 
viewer to turn receiver on and select 
lesired station without adjustment 
—picture automatically is in bright, 
sharp focus. 

Electrical Merchandising, Mar. 1, 1948. 





Device: No. 1401 table radio-phono. 
Selling Features: Equipped with 
Philco’s automatic way to play a v 
record—slide it in and it plays auto- 
matically; mahogany cabinet de- 
signed to fit any style furniture; 
gold-colored metal grille; brilliantly 
lighted dial: 5-tube including recti- 
fier radio; Standard AM broadcasts ; 
. built-in aerial system; ave. 
Electrical Merchandising, Mar. 1, 1948. 








& 


super loop antenna; acoustically cor- 
rect ebony plastic cabinet. 

No. 578 a.c.-d.c. 7 tubes plus recti- 
fier, Superhet; Alnico 5 permanent 
magnet dynamic speaker; avc; beam 
power output; “Miracle Tone” Gem- 
loid grille over gold calibrated slide 
rule dial; cabinet of striped Avodire 
or striped walnut. 


i 





EMERSON Radio-Phonos 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York 11, N. Y. 


Models: Console models No. 573 and 
576. 





Selling Features: No. 573 Phonoradio, 
a.c. superhet; 10-watt push-pull out- 
put, 2 9-in. oval Alinco 5 perma- No. 577 ac. 
nent magnet dynamic speakers ; elec- 
tron tuning indicator; deluxe auto- 

America, Camden, N. Y. matic record changer for continuous 

playing of 10-in. or 12-in. records 

Model: No. 77V2 console radio-phono. with automatic last-record shut-off ; 

Selling Features: Model 1286 equipped Selling Features: 3-way unit—includ- crystal pickup; featherweight tone 
with Philco Electronic scratch ing standard and shortwave broad- arm and constant speed motor ; uses 
eliminator 3 FM and AM reception; casts and Victrola phonograph; 7 tubes plus rectifier ; acoustically 
tilt-front design; handy record- Divided cabinet top, right section constructed period console with fixed 


* 


PHILCO Radio-Phonos 
Philco Corp., Philadelphia, Pa. 


Models: Console models 1286, 1284 
and 1283. 


RCA VICTOR Radio-Phono 
RCA Victor Div., Radio Corp. of 


superhet; 10-watt 
push-pull output; extra RF stage; 
high signal-to-noise ratio; 9 in. 
Oval Alnico 5 speaker resonance- 
mounted; enclosed super loop an- 


album storage space; 11 tubes in- 


SING 





cluding __ rectifier ; super-smooth 
automatic record changer; giant, 12 
in. speaker; Georgian mahogany 
cabinet. 

Model 1284 equipped with day and 





stationary, left section top opens to 
reveal Victrola phonograph unit 
with automatic record changer that 
plays up to 12 records; upper front 
has 2 door effect with left being 
ornamental and right tilting out to 
expose radio tuning dial and con- 
trol panel; 6-tube and 1-rectifier 
radio with 5-watts of push _ pull 
output provides standard and short- 
wave broadcast reception; 12 in. 
permanent-magnet speaker; built-in 
antennas for standard and _ short- 
wave broadcast ; 3-position tone con- 
trol; Golden Throat tone system; 
Silent Sapphire permanent-point 
pickup and jewel-light “on-off”; 
mahogany or walnut finish. 


Electrical Merchandising, Mar. 1, 1948. 
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top, slide out phono panel at left; 
right door opens to reveal illumi- 
nated magnavision slide rule radio 








tenna and connection for external 
antenna; dual illuminated Magna- 
vision slide rule dial; front-panel 
control for phono attachment; 
striped walnut cabinet with fret- 
work trim; 7 tubes plus recifier. 

No. 572 a.c.-d.c. superhet; Alnico 
5 speaker; ebony or ivory plastic 
cabinet. 


Electrical Merchandising, Mar. 1, 1948. 
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NEW POSITIONS 








THE MOST 
SPECTACULAR Hotpoint, Inc. as educational representative in the 
FAN SALES ye ; ; Chicago region, and as regional edy- 
Leonard C. Truesdell, vice-president cational director in New York. 
‘ for marketing for Hotpoint, Inc., has 
Vou U E EV ER announced new appointments under 
Known! Hotpoint’s newly reorganized market- General Electric Co. 
: ing 


setup. The marketing organiza- 


tion has seven divisions for product George E. Simons is taking the post 
service, product planning, merchandis- ©! advertising manager for General 


ing, market development, distribution, Electric major appliances, it has been 
commercial cooking sales, and business | 4"nounced by A. L. Scaife, advertising 
services. To staff these functions, the ™anager of the company’s appliance 





nersonnel will be: and merchandise department. Mr. 

William F. Ogden, product planning Simons was formerly manager of ad- 

division manager; with Gregory L, vertising and sales promotion and em- 

NEW Rees, manager, range sales: Tohn F. ployee and community relations for the 

F McDaniel, manager, refrigeration General Electric air conditioning de- 
EATURES sales: Hollis C. Doss, manager, elec- partment in Bloomfield, N. J. 


tric sink and cabinet sales; Dwight R. 


New Premier Ad Manager 
\nneaux, manager, water heater sales, 





and Lloyd I. Sweetland, manager, home Along with Premier vacuum cleaner 
laundry sales. Howard J. Scaife has division's move from Cleveland ¢ 

been named to manage the market de Bridgeport, Louis P. Pack has been 
velopment division, and Gene E. Mc- appointed advertising manager for this 
Ewan to manage the distribution divi- G-E division, says A. L. Atkinson, its 
sion, manager. Mr. Pack joined G-E in 

| The field organization, some of them 1928 as a vacuum cleaner specialist 
new assignments (in eight sales dis- later became a district representative, 

| tricts), are: New England-New York then worked in the distribution end, 

| district, New York City: A. A. Borge- finally becoming an ad copywriter. 

| menke, manager, with Frank L. Cash- 

man sales manager at Boston and W. 

| Robert Hall sales manager at New Lamp Dept. Appointment 


York; Atlantic district, Philadelphia: 

\. A. Borgemenke, manager, with Hal 

B. Cromleigh sales manager at Phila- 

delphia; Great Lakes district, Cleve- 

land: Walter H. Bon Durant, manager, 

with James E. Brickenden sales man- 
| ager at Cleveland and James D. 
Walker sales manager at Cincinnati; 
North Central district, Chicago: Floyd 
M. Slasor, manager, with Otto P. 
Hondlik sales manager at Minnea- 
polis and Elmer H. Ruesch sales man- 
ager at Chicago; Central district, Kan- 
sas City: James N. Thompson, man- 
ager, and James A. Hayden, sales 
manager, Kansas City; Southwestern 
district, Dallas: M. M. Mowbray, 
manager, and H. L. Cushing, sales 
manager, Dallas ; Southeastern district, 
Atlanta: Floyd B. Williams, manager, 
and John T. Nee, sales manager, 
\tlanta; Pacific district, San Fran- 


Recently C. M. Snyder became 
manager of the New England sales 
district office of the Lamp Department 


NEW 
MODELS 








cisco: Donald W. Rennewanz, man- oe er 

iger, with August H. Jaeger sales 

manager at Seattle and Vincent E. of General Electric Co., succeeding C 

~~ me —— at Los Angeles. C. Walker, now a commercial vice- 
Javid ©. Marble continues as man- nreside f - s 

ager of the product service department gag he Bai then the sales 

with an expanded operation. district since 1928 and rose from engi- 


neer to assistant manager. 


New Plant Managers 
Ben-Hur Mfg. Co. Both the Trenton and Bridgeport 


Herman Uihlein, president of the plants of General Electric Co. have 
3en-Hur Mfg. Co., says that the been assigned new managers. Harry 
board of directors of his firm recently Kilbey has taken over the Trenton 
elected A. B. Bechaud, sales manager, works of the home laundry equipment 
to the position of vice-president of the division. He was formerly superin- 


| company. Mr. Bechaud organized Ben- tendent of manufacturing for the di- 
Hur’s freezer department in 1943 and vision and joined G-E in 1921. re 
developed the sales organization. Bridgeport section of the home laundry 


division has been placed in the hands 
of William M. Hissick, former genera’ 
foreman of the division, who joined the 


Radio Corp. of America firm in 1925, re 
Maurice W. Reid has been appointe¢ 


B E R i] 5 m F Frank M. Folsom, executive vice- manager of the Bridgeport works, 
G e Cc 0 R e 0 R a T ) 0 ni president in charge of the RCA Victor succeeding Carl M. Lyne, who wil! de- 
Div. of Radio Corp. of America, an- vote full time to his responsibilities a 


2278 N. ELSTON AVE. © CHICAGO 14, ILLINOIS nounces the appointment of Raymond manager of manufacturing of the A? 
P. Kroggel as sales manager of the pliance & Merchandise Department. 
RCA Victor educational sales depart- Mr. Reid, appointed general works 
ment. Mr. Kroggel has served RCA manager in 1946, joined G-E in 1921. 


—_ 
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NOW / Everything you need 
to break sales records! 















1, Product ° "vice sass” 


The greatest sales-making package in years! Display—demonstrate—these 
stellar performers—stellar sellers! Button up sales—put all the sales weapons 
ative (below ) to work for you! Customers will buy —enthuse—tell others! Others will 
end buy—business will build! See your G-E radio and television distributor, or write 
, General Electric Company, Receiver Division, Electronics Park, Syracuse, N. Y. 





Popular priced! Model 803. Compact table 
model. Unsurpassed picture clarity on 
big 10" direct-view tube. All 13 U. S. 
television channels. FM-AM radio. Deco- 
rators modern cabinet. 























Big screen! Model 901. Projection tele- 
vision with screen 3 square feet in area. 
Complete entertainment center. FM-AM 
radio, short-wave, automatic phono- 
graph. Genuine mahogany cabinet. 


Complete Entertainment Center! Model 802. 
The finest in television, and record repro- 
duction with the G-E Electronic Repro- 
ducer. FM and AM radio, too. Beautiful 
period cabinet veneered in fine mahogany. 


For Clubs, Cocktail Lounges, Large Homes! 
Model 910. Mammoth 18''x 24'' screen. 
Custom installation gives maximum 
visibility. Schmidt Optical System projec- 


tion. FM, AM and short-wave radio! 












fi. | y 
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YOUR CORY DISTRIBUTOR NOW ABOUT THE FIRST, COMPLETELY NEW, COM: PLET 
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The New Cory Electric Knife 
Sharpener 
x 


Sharpens Every Knife — Can't 
Hurt Any Knife 


Nothing like it! A market in every home! 


Underwriters’ Laboratory 


Approved 


Fan-Cooled AC Electric Motor 


A“dream’” gift item! A streamlined, 
motor-driven beauty ! 


puts a professional edge on every kind of knife... 
és : turns a formerly impossible. task into fun... 
Op. nationally advertised in LIFE and POST... 

saiaseitia: nl Miebaalidi fair-traded at $11.95 retail... 

Sharpening Wheel merchandised in the Cory manner... 


a CORY CORPORATION 


Executive and Sales Offices: 221 North La Salle Street, Chicago 1 
a Sales and Display Offices: New York Chicago*Los Angeles * Toronto 
"4 te Export Sales: The A. J. Alsdorf Corporation + Chicago 1, Illinois 
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COM: PLETELY EFFICIENT, UNIVERSALLY NEEDED HOME APPLIANCE IN YEARS 
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GED AIR COOLERS 


_ 
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You Sell 


Here's 
New Business 
From Sales To 


HOMES « STORES 
OFFICES * FACTORIES 
SCHOOLS * HOSPITALS 
THEATRES * CHURCHES 
BANKS ¢ RESTAURANTS 

TOURIST COURTS 

HOTELS 
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THE BIG Cig LINE INCLUDES 





UTILITY 
EVAPORATIVE COOLING 
HAS $ALE$ APPEAL 


Brings hot weather comfort within the 
reach of more home and building owners. 

® Draws more customers to business estab- 
lishments of all types. 


© Increases employee efficiency in stores, 
offices and factories. 

© Lower first cost, low installation, oper- 
ating and maintenance costs. 


All these things mean There's Profit in the Air... 
for You. Handle the Utility Air Cooler line and 
you have a big, NEW source of added profits. 
Spring and summer sales help you beat seasonal 
slumps. Purchasers of plug-in appliances and 
over-the-counter merchandise —in your place 
every day —are prospects...plus the many owners 
and occupants of commercial, industrial and 
institutional structures in your community. 
Not Just Arid Region Cooling Appliances 

Utility Evaporative Coolers are the original 
“‘Dezert Koolers’’... but for many years their 
design has made them successful under a wide 
range of climatic conditions. Utility’s engineer- 
ing data and assistance assure you of correct 
installation and customer satisfaction. 

1} Models Meet All Cooling Needs 


With the Utility Cooler line you can close any 
deal—from a single window-model cooler for an 
office or small home to a battery of 12,000 CFM 
models for a large building. Distributor salesmen, 
Utility representatives, and abundant advertising 
and promotional materials help you develop 
and close sales. 


Get Complete Details 
On Dealer Franchise 


i 


= 


-_ 
| GAS RANGES 





SPACE 
HEATERS 


and many other Ventilating, Cooking, and Gas-Fired Heating Appliances 
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Sparks-Withington Co. sion, Pressed Steel Car Co., Inc. Mr. 


ae j 4 McKee was formerly assistant adver- 
The position of advertising and sales 


promotion manager of the Sparks- 
Withington Co.’s radio and appliance 
division has gone to F. T. Sterritt, 





H. A. McKEE 





tising manager, Ingersoll Steel Div., 
F. T. STERRITT Borg-Warner Corp. 


New Service Manager 
according to Edward C. Bonia, vice- 
president in charge of sales. Mr. Ster- 
ritt was recently district merchandiser 
for the firm in Chicago and northern 
Illinois, and earlier was an advertising 


A. Raysson, general sales manager 
of the domestic appliance division, 
made known E. C. McLester’s promo- 


and sales promotion executive for 
Sparks-Withington and for Zenith 


Radio 


Barlow & Seelig Mfg. Co. 


H. A. Bumby, president of Barlow 
& Seelig Mig. Co., Ripon, Wis., an- 
nounces that Reg. P. James is the 





Wi 


E. C. McLESTER 


tion to service manager for Presteline 
appliances. Before joining the firm 
last year, Mr. McLester had been 
service manager for Eversharp, Inc., 
in Chicago. 


Southwestern Manager 


Mr. Raysson also announced that W. 
L. McCulloh has been named south 





R. P. JAMES 


new sales manager for Speed Queen 
products, and M. A. Toussaint has 
taken over as merchandising manager. 
Mr. James comes in from the field, 
where he has served as division man- 
ager, covering the states of Michigan, 
Ohio and Indiana. Since 1940, Mr. 
Toussaint has been holding down the 
job of manager of the company’s Simp- 
lex division at Algonquin, III. 





Pressed Steel Car Co., Inc. W. L. MeCULLOH 


Appointment of H. A. McKee to 
supervisor of sales promotion for western regional manager of the do 
Presteline appliances was announced  mestic appliance division. He was vice- 
recently by J. G. Howland, director of president in charge of sales for one 0! 
advertising, domestic appliance divi- the company’s distributors. 
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BIG, FULL-PAGE COLOR ADS MONTH 

AFTER MONTH are going to tell women in 
your neighborhood that their American Kitchens 
dealer will custom design an AMERICAN 
“Dream”? KITCHEN to meet their own personal 
requirements! These eye-catching color pages 
start this month in 7 major magazines — maga- 
zines your customers read regularly! 

















STARTING PROSPECTS ON THE ADD-A- 

UNIT PLAN (if they can’t afford a complete 
American Kitchen) is good business, too. Show 
them how . . . for just a few dollars ... they can 
start building the perfect American Kitchen 
you’ve designed them on your Plan-A-Kit .. . 
with a modern American Kitchens cabinet sink. 
Get them started and . 
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@ “LIVE” PROSPECTS WILL BE DELIVERED TO 
THE DOOR of every American Kitchens dealer 
—asking for free Plan-A-Kit plans! Get your 


share. If you’re already selling American 
Kitchens, but haven’t a Plan-A-Kit, order from 
your distributor today! It gives American 
Kitchens dealers the most powerful selling tool 
the appliance business has ever known! 


YOU'LL CASH IN EVERY MONTH 
—on every Add-A-Unit customer! 
And your Plan-A-Kit file will bulge with 
still other “hot”? prospects! Get going on 
American Kitchens’ free Plan-A-Kit design 
offer—and you’llenjoy PROFITS all year long! 
After customers pay for one unit, they'll buy 
another—’til their kitchens are complete! 


, 1948 








AMERICAN KITCHENS’ BENEFITS ARE EASY 

TO DEMONSTRATE. When prospects call, 
they’ll instantly recognize the advantages of such 
exclusive features as our famous fingertip, lever- 
type faucet controls . . . concealed drawer and 
cabinet pulls . . . rounded, easy-to-clean drawer 
interiors .. . and extended counter tops. 
Show them and you’l! SELL them! 
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GET YOUR SHARE OF THIS Ever Growing Gaby 
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HANKSCRAFT display assortment No. 50 
(cartoned in one standard package) 

6 Model No. 1013-A Bottle Warmers (retail at $1.95 each $11.70 

2 Model No. 872 Bottle Sterilizers (retail at $5.95 each) 11.90 

3 Model No. 1105 Food Warmers (retail at $3.95 each) 11.85 

3 Model No. 1093 Bottle Warmers (retail at $3.95 each) 11.85 


1 Complete window display 


The HANKSCRAFT COMPANY °¢ Madison 3, Wis. 


ra 


“~ Game 
Your selling Price 47.30 
Your Cost 28.38 
YOUR PROFIT ' $18.92 








NEW POSITIONS | : 








HANKSCRAFT 








Zenith Radio Corp. 


According to H. C. Bonfig, vice- 
president of Zenith Radio Corp., A. V. 
Duke, a 20-year veteran with Zenith, 


A. V. DUKE 


is now assistant sales manager of the 
firm. Mr. Duke has been doing special 
work in the sales department since the 
end of the war. 


Westinghouse Electric Corp. 


Announcements of three new ap- 
pointments have come from F. M 
Sloan, manager of the home radio 
division of Westinghouse Electric 
Corp. James W. Hitchcock is the new 
assistant sales manager; he was for- 
merly assistant to Ed Herrmann, di- 
vision sales manager. H. Earle Walker, 
cabinet manager, took the post after 
resigning as general manager of the 
North American Chair Co., Ltd. Gil- 
bert C. Larson, a recruit from an engi- 
neering executive position with the 
Hazeltine Electronic Corp., has been 
made chief engineer 


A. O. Smith Corp. 


L. B. Smith, vice-president and di- 
rector of the A. O. Smith Corp., has 


L. 8. SMITH 


been named to the post of general 
manager of the Kankakee Works of 
that company, according to a recent 
announcement by W. C. Heath, presi- 
dent. 
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¢ \N AND OUT 
EASILY A CHI 


"\\ ae 
+ —_ \) 


Reproduced 


from 
BETTER HOMES 
AND 


GARDENS 


The Red Cap AUTOMATIC power mower is easily handled machine, not afraid of ter- 
custom designed for motorized lawn care races. It combines good looks with sim- 
—not just a hand mower with engine plicity of operation and it’s competitively 
attached. Red Cap has every sales feature priced. Complete line—18”, 20” and 24” 
any householder could want. It’s a big but cutting reels. 
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AN ORIGINAL CHROMALOX FEATURE— 





means FASTER, BETTER 


Weif?, cooking 


wth Chromalov Triangular Range Units 


FLATTER, WIDER TOP—for maximum flat 
cooking surface, efficiency and speed. 


TRIANGULAR CROSS-SECTION—for 


greatest structural stability, ever-level top 


on 





EOWIN | 


rc 


PAGE 


WIEGAND COMPANY +* 7525 THOMAS BLVD 


180 


surface. Units can never twist or warp. 


SHEATHED IN INCONEL— the rust-proof, 
acid-proof, corrosion-proof metal that’s 
practically indestructible. 


FASTER COOKING—more contact surface 
° and aluminumized steel reflector for 
maximum radiant heat provide new high 
speeds in cooking. 


bh WO N 


on 
= CATALOG RU-147 shows you 
ranges how to quickly and profitably 
d service all makes of electric ran- 
an ges regardiess of age. Send for 
for yout copy today. 
replacement 





* PITTSBURGH, PA, 


CHROMALOX 








_ Hecthic cooking at its Best 








NEW POSITIONS 








Waverly Products, Inc. 


Besides his present post of adver- 
tising manager for Waverly Products, 
Inc., Richard M. Scanlon is taking on 





R. M. SCANLON 


the job of sales manager for the com 
pany, according to Milton P. Schreyer, 
president. The post is a newly created 


me 


Sylvania Electric Products, Inc. 


The former Pacific Coast manager 
of lighting products for Sylvania Elec- 
tric Products, Inc., George R. Som- 
mers, has been appointed director of 





G R SOMMERS 


sales for all product divisions of the 
company in that area, says an an- 
nouncement by Robert H. Bishop, vice- 
president in charge of sales. Mr. 
Sommers joined Sylvania in 1940 as a 
lighting fixture specialist. 


New Field Engineer for Radio 


William O. Spink replaces D. W. 
Gunn as field engineer for the radio 
division of Sylvania in Michigan, Ohio 
and Indiana, says C. W. Shaw, gen- 
eral sales manager. Mr. Gunn has been 
transferred to the New York office, 


where he will serve as special sales 


representative for the radio division. 


Belmont Radio Corp. 


Harold L. Mattes, executive vice- 
president of Belmont Radio Corp., a 
subsidiary of Raytheon Mfg. Co., has 
announced the appointment of G. L. 


MARCH 1 


Hartman as general sales manager, 
Mr. Hartman was general sales man- 
ager of the R. B. Rose Co., which 
leased radio departments in 80 leading 
department stores, from 1924 to 1930. 
During the next five years he was 
retail sales manager of the radio divi- 
sion of Sears, Roebuck & Co. He spent 
eight years with Montgomery Ward in 
a similar capacity and, during the past 
five years, he was a merchandise man- 
ager of Firestone Tire and Rubber Co, 


Toastmaster Products Div., 
McGraw Electric Co. 


W. L. O’Brien, general sales man- 
ager for the Toastmaster Division of 
the McGraw Electric Co., Elgin, IIl., 
has announced the appointments of 
two district representatives. 

B. F. Parker, Jr., in charge of the 
Philadelphia territory since 1945, has 





B. F. PARKER, JR. 


been assigned the New York territory, 
replacing H. B. Davis, resigned. Mr. 
Parker joined Toastmaster in 1938 as 
a junior representative in Metropoli- 
tan New York. He was assigned the 
Atlanta territory in 1939, 

Grant W. Noel, who, joined Toast- 





GRANT W. NOEL 


master in early 1947, has been assigned 
to the southeastern territory. He will 
make his headquarters in Atlanta. 


New Sales Representative 


Robert B. Olin is the new Chicago 
area domestic sales representative for 
the Toastmaster Products Division of 
the McGraw Electric Co. He was 
associated with the W. H. Blintz Co., 
Salt Lake City, for nine years. 
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ather onderlul. 


WHEN YOU STOP TO THINK OF IT 
































HEN a single home 


newspaper can bring an advertiser s 


message to the most IMPORTANT million consumers in a big 













city. community that’s rather out of the ordinary, wouldn't you 
sav? 
The Chicago Daily News does it and to the advantage and 
profit of many an advertiser. 
News 
paily 
chieat° jided 
Families * re Div ¢ In the panel at the left you will find the family incomes of 
a , yim 
Follow — , as 
Into the ups: Daily News reader-friends. If you sold no other Chicago families 
Income Gro 
10.8% except this Daily News group you would have a very substantial 
over 87-499 “499 . 13.9% 
5.000 to aa ag . 39-86% and enviable market for your products. 
63.000 to = * 23.3 o 
900 to $2" "12.4% 
m2. $2. os The total funds of these folks make a vast pool of spendable 
Below wo 
ptainee , . 
hese figure® were © eaducted &% dollars. Their needs and desires act as a spur to constant and 
Jependent SUFve> Daily News 
ine . , , : 
jusively among Fet a valid cros® varied buying. Their expenditures add up to a tremendous sales 
c pa representing sampling. 
rea ° -to-hou 
acction, house volume annually. 





Unusual? Indeed, yes. when an advertiser can talk to such a 


sales-potential through only one newspaper. 


It’s Chicago’s HOME Newspaper... The Daily News 
... fhe newspaper that has won the regard of Chicago’s most IMPORTANT Million! 


CHICAGO DAILY NEWs 


For 72 Years Chicago’s HOME Newspaper 
John S. Knight, Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
LOS ANGELES OFFICE: 606 South Hill Street 


DETROIT OFFICE: 107 Free Press Building 
NEW YORK OFFICE: 9 Rockefeller Plaza SAN FRANCISCO OFFICE: Hobart Building 
MIAMI-HERALD BUILDING, Miami, Florida 
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POINTS THE WAY TO 
INCREASED APPLIANCE PROFITS 


You'll find Sprouse home ventilating and cooling equip- 
ment profitable to sell because the complete Sprouse line is 
designed, built and priced right... includes the right unit for 
every need and every home—large or small. Write today for 


liberal distributor terms and complete information. 


AIR MOVER 


| SPROUSE 30” 

] 

: A man-size air mover that cools 
ind ventilates the home—effi- 

i ciently and economically. Eas- 
ily installed on outside of win- 
dow—also adaptable to attic 
installation. Capacity is ap- 

7,000 C.F.M. 


Powered by extremely quiet, 


proximately 





4 hp motor and furnished with 
ittractive grille. Over-all 


dimensions: 36” square. 


SPROUSE 10” 
KITCHEN WINDOW 
VENTILATOR 


Beautifully 
Fits windows 23” to 33” 


streamlined. 


wide (42” with extension 
panels). Installation re- 
quires only the insertion 
of four wood screws in 





window frame; no altera- 





tions; no special wiring. 


Attractive ivory enamel 





finish, 8’ ivory cord and 
switch. Whisks away odors and excessive heat quickly and quietly. 


SPROUSE AIR MOVER FOR 
ATTIC INSTALLATION 


Here’s convenient, low-cost comfort 








cooling and health protection for home 





or place of business. Removes hot air, 








smoke and fumes in mere minutes; brings 





in cool, clean outside air. Three sizes: 
30”, 36” and 42”. 
stallation. 














Easy, low-cost in- 








PLUS THESE OTHER GREAT 
SPROUSE SALES SENSATIONS: 


Sprouse “In the Wall” or “Against the Wall” Kitchen Ventilators 
capture odors right at the stove and exhaust them before they 
can circulate. Easily installed with any type kitchen range. Only 
visible part is trim, enameled collection hood, with convenient 
switch. Completely enclosed, safe, economical. Also the new 
Sprouse 24” Window Ventilator: Fits inside most any window; 
easily installed with eight wood screws—no wiring or alter- 
ations. Does not interfere with window operation. Eight-foot 
ivory cord with two-way switch; direct drive, low speed motor. 
Attractive chrome plated handles and feet are easily attached 
making it into a large volume floor circulator. 

































































Vv. E. SPROUSE COMPANY, INC., COLUMBUS, INDIANA 
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NEW POSITIONS 





Easy Washing Machine Corp. 


W. Homer Reeve, vice-president of 
the Easy Washing Machine Corp., re- 
cently announced the appointment of 
Charles F. McCandless as director of a 
new marketing ind product research 
department. Mr. McCandless was most 
recently director of research for the 
Inter-American Research Service. 
Easy’s department will devote 


new 





C. F. McCANDLESS 


immediate attention to problems con- 
nected with planned new products. 


D. E. Sanford Co. 


Robert Carson is leaving for Hono- 
lulu to represent the D. E. Sanford 
Co. in the Hawaiian Islands, giving 
the firm the first continuous represen- 
tation it has had there since before 





ROBERT CARSON 


the war. Mr. Carson has been assist- 
ing E. J. Hubber, manager of San- 
ford’s appliance and housewares de- 
partment in San Francisco. No new 
branch will be opened in the Islands; 
instead, Mr. Carson will clear all his 
orders through San Francisco, repre- 
senting Sanford’s various lines. 


Ray-O-Vac Co. 


Malcolm A. Warren has been named 
manager of the southern division of the 
Ray-O-Vac Co. with headquarters at 
Memphis, Tenn., a move which follows 
up the recent transfer of George A. 
Shipley, former southern manager, to 
headquarters at Madison, Wis. 
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Proctor Electric Co. 


T. J. Kenna, central regional sale. 
manager for Proctor Electric Co.. say. 
that George A. Lubenow has been 
promoted to district manager for Wi, 
consin, upper Michigan and norther 
Illinois. He was formerly sales repre. 
sentative in Milwaukee. 


Telechron, Inc. 


Thomas M. Sparks, formerly assist- 
ant to A. W. Pingree, district manager 
for New England and New York state 
has been promoted to the office of 
supervisor of advertising clock sales 
for Telechron, Inc 


Yale and Towne Mfg. Co. 


Two new appointments to the na 
tional force for electrical ay 
pliances of the Yale and Towne Mfg 
Co., were recently announced by An- 
thony B. Cassedy, director of appli- 
ance sales. 

Philip Trent has been assigned Mis- 
souri, Kansas, Nebraska, and western 


sale S 





PHILIP TRENT 


Iowa. Prior to joining Yale and 
Towne he was engaged in sales pro 
motion for the Norman Pen Co. 

H. Bennett McDonald las been as- 
signed Washington, Oregon, California, 
Nevada and Arizona. He was for- 
merly a member of the firm of Dan- 





H. B. McDONALD 


ner-McDonald & Co., manufacturers 
representatives and exporters-import 
ers. 
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New Ekco 6-WAY combination Lets 
You Increase Your Unit of Sale 387 


Here’s How You Can Get On the Ball, FAST! 


Read the national ad at the right. It tells you 
] all about the new, amazing Ekco 6-Way Combina- 
tion, which is exclusively Ekco, for Ekco dealers. 
The ad tells you how to sell up—by offering this most 
desirable of cooking combinations. Instead of selling one 
pressure cooker—you sell this combination for only 38° 
























i. more . . . $17.95. 
i: Get on the ball, fast, with 
ws this introductory deal. You 


° buy only three Ekco 6-Way 
combinations to get one of these 
4-color smashing, salesmaking 
counter or window displays 
... FREE. 

In tests in average stores this 
display helped sell up to thirty- 
six Combinations a week. Better 
yet, sales of other Ekco Pressure 
Cookers increased too. 

See your Ekco salesman, quickly. 
Supplies of the display are limited. 


















Flashing six color display, 
suitable for counter, win- 
dow or ledge. FREE with 
purchase of three 6-Way 
Combinations. 


THE BUY OF THE YEAR... PROFIT CHANCE OF A LIFETIME! 


rat 


4 
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"Pur YOUR FULL LINE 
ON DISPLAY 


Whe sweeping expanse of a Visual 

Front lets people see into your store... 

features every item on the selling floor. Tuf- 

flex* tempered plate glass doors are a primary 
element of the fully-transparent front... 

their “open look” invites window shoppers 

‘ihside. Thermopane*, L-O-F’s insulating glass 
unit, may be used for show windows instead 

of single plate glass when condensation is a 


problem. 








Fully transparent wall of polished plate glass 
with Tuf-flex door puts store interior on 
display. Starr Electric Co., Greensboro, N. C. 


Architect: C. C. Hartman, Greensboro. 


To reduce maintenance expense, ask your 
architect to specify colorful Vitrolite* glass 
facing for solid areas. The entire storefront 
can then be cleaned economically . . . will 
sparkle like new through years of exposure to 
weather. To learn how Visual Fronts can be 
designed for large or small stores, write for 
our Appliance Store Folder. Libbey-Owens- 
Ford Glass Company, 5238 Nicholas Building, 


Toledo 3, Ohio. *® 





view 





ee 
ne 





LIBBEY* OWENS - FORD 
rT a Gnedl Name tte GLASS 
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NEW POSITIONS 


Casco Products Corp. 

New assistant sales manager of the 
appliance division of Casco Products 
Corp., is Harry B. Davis, Jr., accord- 





H. B. DAVIS, JR. 


ing to John J. Reidy, sales manager of 
the division. Mr. Davis spent the last 
nine years with the Toastmaster Prod- 
ucts Div. of McGraw Electric Co., 
where his last job was New York 
district manager. 


International Harvester Co. 


H. L. Sawvell, assistant product 
specialist, general line sales depart- 
ment, International Harvester Co., has 
been promoted to manager of the 
firm’s St. Cloud, Minn., branch, says 
\. J. Peterson, manager of the gen- 
eral line sales department. N. M 
Callaham, formerly refrigeration sales 
representative in the eastern district, 
takes over Mr. Sawvell’s old job, and 
Larry Beville of the eastern district 
staff replaces Mr. Callaham. 


American Central Div., 
Avco Mfg. Corp. 


The appointment of Homer C. In- 
gram as a regional sales manager has 
been announced by C. Fred Hastings, 
general sales manager for the Ameri- 





HOMER C. INGRAM 


can Central Division of Avco Mfg. 
Corp. Mr. Ingram was formerly a 
member of the division’s executive staff 
and has been employed in the American 
Kitchens plant for six years. 
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\ Make this TEST... 


: / 
LET LABELS HELP MAKE SALES! / 


Here’s how you do it — build a display of merchan- 
dise that has a label almost everybody knows. 

Display items like G. E. Radio that \ re Se a 
9,350,000 U. S. families regularly \ ey 
see in The American Weekly. \ ¥ 
















Other Home Fur- 
nishing and A ppli- 
ance Merchandise 
Advertised in the 
current issues of 


The American 
Weekly. 


Anco Rain- Master 
Ben Mont Draperies 
Capitol Records : 
Cushman Motor Scoot- 

ers * Delta Electric Lan- 
terns * Easy Washing Ma- 

chines * General Electric 
Irons * General Electric Home 
Radios * Heywood Wakefield 
Baby Carriages * Henkel-Clauss 





aie - / » Garden Shears + International Silver 
a” ‘ ‘“ \ / Johnson Motors + Johnson’s Wax + Kem- 
‘ tone * Larvex * Nicro Coffee Makers + Pre- 
: j f NX mier Vacuum Cleaners + Porter Carpet 
Se al nay.” 4 . e 
P af, ge 7 Sweepers * Ronson Lighter Accessories 
i / “XN Royal Lace Paper Works + Sani-Wax + Simo- 
G.E. Radios advertised in \__niz+ Sparton Radios. 
The American Weekly issue / 
of March 28th, 1948. ~ 
/ \ 
How Labels and Trade Names _ 
Sie aioe / More Millions Read ~“ ~ 
ove Merchandise , 
/ The American Weekly Than ™ 
Labels on merchandise are the go-signs that make shoppers buyers. More / Any Other Magazine 
people get to know what labels stand for when merchandise is adver- 
tised in big magazines. The biggest magazine is The American Weekl 
ets & & 88 8 y / The American Weekly reach- 
—distributed with 20 great Sunday newspapers from coast to coast. 
Every week 9,350,000 families read The American W eekly; maybe / es more retail customers from 
your store isn’t near one of the Sunday newspapers that distrib- / coast to coast than any other 
utes The American Weekly and you don’t know how many of / national magazine. The American 
your customers are regular readers. Just send a post card to / Weekly reaches 20% or more of the 
Promotion Department, The American Weekly, 63 Vesey saat a 
/ families in more cities and towns than 
Street, New York 7, N. Y. and we will tell you how many J ; : 
families in your community read The American Weekly any other national magazine. 
every week. Remember, it's good selling to display / Read The American Weekly yourself. 


the merchandise advertised in the magazine most 
of your customers read. 


Look for the advertisements of America’s 


fastest selling brands. 





Main office: 63 Vesey Street, New York 7, N.Y. THE MAGAZINE 
DISTRIBUTED FROM COAST TO COAST WITH 20 GREAT SUNDAY NEWSPAPERS. 
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t 
to speed your qunrele sales and profits 


the quanelte line 
is being advertised with hard-hitting advertisements 


like this... 


WHILE YOU IRON 


~ 2 
ee het in 30 seconde! | fewther weight onder 2 fb! 


You, down, ond yer do the bes! 


Ne more bockoche! No more 
tived wrists ond orms! You don't 
apply pressure — the wonderful 
Ovrabih Mode! 10 does the work! 
it's America’s fastest, lightest 


in leading magazines like this... 


is sales promoted 


with sales- 
producing 
booklets 
like this... 


>, colorful 
“<4 circulars 
S$ 


THE IRONS YOUR CUSTOMERS WANT 


DURABILT 


THE WIRSTED HARDWARE MANUFACTURING COMPANY, WINSTED, ConnecTiCNr 
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SWARMING, SHOVING AND TALKING, some 200 dealers for Southern Appli- 
ances, Inc., Charlotte, N. C., crowded into the Hotel Charlotte recently to see the new 
line of Leonard refrigerators. George Knight, Leonard sales manager for Southern, 
presented the line. Frank Kelly and Douglas Matthews of Nash-Kelvinator, Leonard 


manufacturer, discussed the 1948 outlook 








DISTRIBUTOR NEWS 











CALIFORNIA 


Whiting food freezers have lined up 
distribution for California, according 
to Howard Roberts, vice-president in 
charge of Whiting’s refrigeration di- 
vision. The southern section will get 
the attention of the U. S. Grant Sup- 
ply Co., Los Angeles, and the northern 
area will be serviced by the J. N. 
Ceazan Co. of San Francisco. 

\ daily hour of television pro- 
gramming over the two operating Los 
Angeles stations KTLA, and W6XAO, 
has been announced by the major tele- 
vision set distributors in southern Cali- 
fornia. Titled “On the Town,” the 
program will be heard five times a 
week under the auspices of the J. N. 
Ceazan Co., Dumont, Century Dis- 
tributing Co., General Electric Supply 
Corp., Gough Industries Inc., and the 
Leo J. Meyberg Co. 

Basic objective of the show is to 
provide dealers with programs that are 
suitable for demonstration purposes. In 
an effort to hit peak shopping hours the 
program is scheduled for 12:30 p. m. 

Crescent Electric Supply Co., San 
Francisco, has announced the opening 
of a branch office and warehouse in 
Santa Rosa, Calif. The new office will 
be under the management of John 
Guth. 

In Los Angeles the Olympic Tele- 
vision Co., 9090 Wilshire Blvd., Bev- 
erly Hills, has been appointed dis- 
tributor for the Walco Tele-Vue Lens, 
according to Robert G. Walcutt of the 
Walco Co. 

Overbeck-Heyman Co., 298 Eighth 
St., San Francisco, has announced the 
appointment of Sidney Zobel, formerly 
with the M. Seller Co., as general 
manager. 


CONNECTICUT 


Kelvinator made its first showing of 
five new models of refrigerators re- 
cently at the Pearl St. auditorium of 
the Hartford Electric Light Co., with 
C. Edwin Skogland of the Nash-Kel- 
vinator Sales Corp. as host. 


MARCH 1 


ILLINOIS 


In recognition of their contributions 
to the Harrison Wholesale Co., 851 W 
Washington Blvd., Chicago, four men 
have been made assistant vice-presi 
dents of the firm, according to the 
management. They are Ben T. Crane, 
who is now merchandising manager 
and who will head up the electrical and 
radio divisions of the company; Wil 
liam Keith, who assumes the duties of 
assistant general manager; Stephen 
Drago, who takes over the position of 
superintendent of operations; and 
David L. Brody, who continues in 
charge of advertising and sales promo 
tion, 

New distributor of Whiting food 
freezers for the greater Chicago area 
is Wakem & Whipple, Inc., Chicago 
firm 


INDIANA 


Ray E. Jones, president of Approved 
Appliances Co., 77 N. New Jersey 
Indianapolis, has announced the ap- 
pointment of Commander R. H. 
Mathews as general sales manager 
Before his extensive Navy duty, Cor 
mander Mathews was a partner 
Ford, Browne and Mathews of Chi- 
cago, advertising agency and mer- 
chandising counselors; and before that 
he spent eight years with the Zenit 
Corp., of which he was one of the 
two original partners. 


NEBRASKA 


Mueller and Selby, Inc., of Omaha 
has been assigned the Nebraska and 
western Iowa territory by the Whiting 
Corp., whose food freezers the firm 
will distribute. 


NEW JERSEY 


Max H. Krich, president of Kri¢ 
Radisco, Inc., Newark, has announced 
the appointment of William W. Cone 
as merchandising manager. Mr. Cone 
has been a part of the radio and tele- 
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ERE is a low priced, efficient “‘pack- 

aged” gas-fired, fully automatic heat- 
ing unit that is ideal for homes, stores, 
offices and business places. 
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Hot Boy is a superior, circulating, forced 
air, gas-fired heater. It is precision built, 
modern in design and styling and is fin- 
ished in rich brown enamel. 


Positive forced distribution of warm air 
is made possible by a large sixteen inch, 
slow speed, high air volume delivery fan. 
A brazed steel heat exchanger of tubular 
construction effectively diffuses the heat. 


The Hot Boy burner produces a clear 
blue fuel saving flame that gives off an in- 
tense heat—enough to heat 3 to 6 rooms. 


Hot Boy comes complete and ready for 
installation. It’s all in one self contained 
package. No engineering knowledge re- 
quired. Can be sold the same as a radio, 
washer or refrigerator. Connects with gas, 
electric and flue outlets just like a gas range. 
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A SUBSIDIARY OF THE COR-O-AIRE HEATER CORPORATION 
CLEVELAND 15, OHIO 
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Styling of Everhot appliances is given the same careful study and con- 
sidered judgment that is employed in the engineering of Everhot 
mechanical design and operating efficiency. 


Intrinsic quality and dependability are seldom fully appreciated by the 
shopper in the store. Eye appeal is a powerful selling force. 


The good looks of Everhot Products attract favorable attention. The 
good performance of Everhot appliances delivers complete satisfaction 


in ownership. 


—————— 
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Everhot Roaster Oven 
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Everhot Rayvector 





nd Heater 


styling quick 





Everhot Air Flo Heater 


A fan type unit Smart 








Everhot Timer Clock 
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THE SWART 


TOLEDO 6, OHIO - 


€VERHOT 
PRODUCTS 


ROASTERS ... HEATERS... APPLIANCES 


Everhot Electric Blanket 


bag. t 
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and utility. Zippe 
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Everhot Rangette 


Does everything that can 
be done on a kitcher 
ange. The only cooking 
unit in thousands of homes 


ZBAUGH MFG. COMPANY 


ESTABLISHED IN 1884 


NEWCOMER to the appliance distributing field is the Logan Hardware and Supply 





Co. of Huntington, W. Va., which has set up the Allegheny Home Appliance Co. for 
the purpose. Left to right are: Allegheny Home Appliance Co.’s William V. Pierson, 
assistant sales manager, and Fred Hudson, Jr., sales manager; Logan Hardware and 
Supply Co.’s Charles M. Pace, sales promotion manager, and C. McD. England, Jr., 
vice-president and general manager. The appliance firm started out with Kaiser and 


Apex franchises. 








DISTRIBUTOR NEWS 





vision industry for 24 years, five of 
them spent in the wholesale end of the 
business. He comes to Krich-Radisco 





WILLIAM W. CONE 


irom the Radio Corp. of America, 
where he held several positions, the 


Franchised to Sell 





last of which was as district sales 
manager, helping to introduce tele- 
vision in the New York-New Jersey 
metropolitan area. He has served on 
various industry committees and is a 
prominent public speaker. 

Krich-Radisco, Inc., has announced 
that it has located its engineering 
products division at 412 Halsey St 
Newark 

The Walco Sales Co., 76 Franklin 
St., East Orange, has been appointed 
New Jersey distributor for the Walco 
Tele-Vue Lens. 

T. A. O'Loughlin & Co., Inc., re 
cently sponsored a cocktail party and 
preview of new Philco products in 
Newark. 

Lake State Products, Inc., manu- 
facturers of the Cinderella portable 
washer, has appointed the W. A. 
Nixon Sales Co. of Irvington to 
represent them in New York, New 
Jersey, Pennsylvania, Maryland, 
Washington, D. C., and all New Eng- 
land, 


se 


NEW DISTRIBUTOR for American Kitchens is the Warren-Connolly Co., New 
York City, which sent sales manager Ed Froelich out to the factory at Connersville, 
Ind., to sign the franchise. Left to right: Larry Coen, distribution manager for the 
American Central Division of Avco Mfg. Corp.; Mr. Froelich; Charles L. Stoup, sales 
manager, American; and Harry Moulton, regional sales manager, American. 
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The Koch 25-Cu. Fe. Reach-In Refrig- 
erator is now available with or without 
an ice-maker. You can freeze a full load 
of 216 cubes(21 pounds of ice) in a re- 
markably short time...real convenience! 





If It’s Right For the 
U.S. Navy... 
T’S JUST RIGHT 
FOR ME! 











~ 


Once Again... 





Koch is manufacturing the popular 
6-ft. long double duty display case. 
It’s a companion to current 10 and 12- 
ft. models. Shipments to Koch distrib- 
utors and dealers begin this month. 
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“I’m talking about the Koch 25-Cu. Ft. Stainless 
Steel Reach-In Refrigerator. Koch pioneered this 
design to meet battle conditions aboard ships 
during the war, but I’ve got just as many problems 
as Uncle Sam’s Navy. 


“I need an efficient refrigerator—and this new Koch 
Reach-In fills the bill. It’s 100% effective. Because 
there’s no wood used in its construction, insulation 
is continuous—even across the flanges of the doors. 
No cold gets away. It costs less to operate. 


“I need more usable refrigerator space in less floor 
space. And the Koch Reach-In scores again. It’s 
big! 25 cubic feet of refrigerator space in only nine 
square feet of floor space. Imagine! 


“And how that beautiful stainless steel cabinet 
dresses up my kitchen. It would pass a Navy in- 
spection any time!” 


Yes, the Koch 25-Cu. Ft. Reach-in Refrigerator, made of 
stainless steel welded into one unit, effectively solves your 
refrigeration problems if you want to store more foods 
at lower cost. It is now available on the civilian market, 


“KOCH IS TOP NOTCH” 
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steel, the GILLEN has 
outstanding beauty, 





a beauty all its own. This 
combined with up-to-the- 


minute engineering, gives GILLEN the greatest cus- 
tomer-appeal of any Oil-Burning Water Heater on 
the market. So... for easier sales and greater 
profits, sell the GILLEN Automatic Oil-Burning 
Water Heater—the Water Heater that Sells Itself! 


IMMEDIATE DELIVERY! 


Write for literature 
and prices today 


FEATURES THAT HELP YOU SELL! 


Easy-to-clean baked white enamel casing 
trimmed with stainless steel. 


Thermal bulb automatically controls 
water temperatures as required from 
125° te 165° F. 


Six-inch flve casing gives maximum 
heating surface for high efficiency. 


Burner shield which maintains constant 
and even temperatures on high and low 
fire. 


Large attractive service door. 


“Magic Pilot" Oil control allows eco- 
nomical metering of oil for high and low 
fire, with built in anti-floding device. 
Enclosed within casing, oil control is 
tamper-proof; cannot be injured by acci- 
dental bumping. 








The GALEN A viematic Oil Burning Water 
Heuter is handsomely streamlined, with 
afl controls entirely within the contours 
ot the heater Its gleaming white enamel, 
with stainiess steel trim, is truly on 
etded nuh + ocouty to the eppotad- 
‘qqasta 8 any heme. 


190 


210 E. HIGH STREET 


7 


Thick jacket of Fiberglas insulation 


top and sides, saves heat and gives 
faster recovery. Mest oil-fired water 


heaters use no insulation on sides. 


Q Magnesium alloy anode rod with special 
current-limiting resistor prevents rust 


end corrosion. 


Low draft burner with new “Magic Pilot” 
fire. Pilot fire is not affected by variable 
drafts and maintains proper water tem- 


peratures at all times. 


Screw-jack burner support for simple 


servicing. 


y 4 Modern neat-appearing base of black 


enamel. 





The efficient new GILLEN burner obtains 
the maximum heet trem every drop of 
oll, Flame is se controtied thet heating 
tekes plece of the base of the tank, fer 
greater efficiency. Any desired weter 
beompersture con be hed by « simple 
tern of the comtrel die. 


DOWAGIAC, MICHIGAN 


J Swirling action flame concentrates heat 
at base of five casing for faster recovery. 


Compare itS APPEARANCE, PERFORMANCE, COST... 


Compere the quality features of the 
Gillen Water Heaters with any ether 
meoke, then compare its cost end you'll 
agree it's the best buy you've ever made. 
And remember ite pertection of design 
and construction give the Gillen Water 
Meeter en unequeled recerd of lew- 
cost operation — with long life. 
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NEW YORK 


Walco Distributing Co, 15 Ex- 
change Place, Jersey City, has bee: 
appointed distributor of the Walc 
Tele-Vue Lens in the New York area 

The W. Bergman Co., Inc., dis 
tributor of Philco products in the Buf 
falo area, preparing for the launching 
of telecasting by WBEN-TV early ir 
1948, has appointed William J. O’Don- 
nell television service manager. In ad 
dition, the company is training the 
service and sales staffs for television. 

Emerson New York, Inc., distrib- 
utors for Emerson Radio and Phono- 
graph Corp. in the metropolitan area 
recently announced the appointments 
of salesmen Edward T. Kernan and 
Arnold L. Scheinberg. 

M. J. Consadino has been named 
sales promotion manager of Roskin 
Bros., Inc., Albany, according to Frank 
S. Lyons, general manager. 

Donald T. Carr has been appointed 
assistant manager of the appliance divi 
sion of the H. D. Taylor Co., Buffalo 
according to Dr. Conrad E. Wett- 
laufer, chairman of the board. Mr 
Carr will serve under Meyer Goldman 
appliance manager. 

Mrs. Kay Bowman has been made 
manager of the sewing machine divi- 
sion of Western Merchandise Dis- 
tributors, Inc., Buffalo, according to 
Lee A. Wells, vice-president. Mrs 
Bowman joined the firm in 1942, serv 
ing as a salesman of other lines while 
sewing machines were in short supply 

D. W. May, president of the D. W 
May Corp. of New York City, an 
nounces reluctantly that his firm is 
terminating its distribution of Farns- 
worth products (Farnsworth will do 
its own distributing in the metropoli- 
tan territory). At the same time Mr 
May made known his firm’s appoint- 
ment to handle the Andrea television 
line, which will have distribution re- 
stricted to northern New Jersey be- 
cause of limited production. 

According to M. Mitchell Gruhn, 
president of Colen-Gruhn, Inc., New 
York distributor for the Launderall 
automatic home laundry, 600 dealers 
in the metropolitan New York area 
will get decentralized service on Laun- 
deralls from now on. Service head- 
quarters have been established at 37-27 
33rd St., Long Island City, and seven 
regional depots have been set up. 








JAMES A. SMITH 


James A. Smith, formerly with Bendix 
Home Appliances and the Crosley 


Corp., is the service director, with 
Vincent J. Manning as office manager. 
Colen-Gruhn hopes the system will 
clear up the bottleneck which has de- 
veloped lately. 
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| Want the 7 


What eve Heever dealer news 4 00 VER 
ACORN | Tipl-Action Cleaner 


so (;)) 


Among all the retailers who sell vacuum cleaners, Hoover dealers 
occupy an enviable position. Here's why: Women prefer Hoover 
2 to 1 over any other make of cleaner. Hoover now offers both 
basic types of cleaner: the famous Triple-Action Hoover and the 
new Cylinder Hoover. These Hoover Cleaners are backed by 
forceful, continuous national advertising. This spring, for example, 
Hoover ads will reach almost 250 million readers. Most important, 
the Hoover name commands a unique trust—a trust earned during 
the past 40 years by the performance of over 7 million Hoover 
Cleaners made and sold. 

















THE HOOVER COMPANY 
North Canton, Ohio Hamilton, Ontario, Canada 


Perivale, Greenford, Middlesex, England 








| Want the 7 


HOOVER 
_ Cylinder Cleaner 















Many women prefer the new And many women choose the 
Hoover Cylinder Cleaner, the Triple-Action Hoover, which 
most convenient cleaner of its beats, as it sweeps, as it cleans.* 
type. They like its powerful suc- It gets deep-down dirt, keeps 
tion, its compactness and its’ rug colors bright, prolongs rug 
many laborsaving features. They _ life. They like the way it quickly 
favor the Dirt Ejector, a new converts for above-the-floor 
idea in dirt disposal. Their hands cleaning. Important, too—the 
never touch the dirt. No bag to new improved Model 28 costs 
remove. Just a flick and the dirt only $1.95 more than its pre- 
shakes out. war predecessor, Model 26. 
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Hers Why You Get a 
BETTER MARKET BREAK 


uM 


BEN-HUR Farm and Home Freezers 














A COMPLETE LINE to suit ALL Home 
Needs — Farm and City. FOUR MODELS — 
6 cubic foot — 9 cubic foot — 12.5 cubic 
foot — 18 cubic foot sizes. 


EXTRA VALUE in precision-engineered 


features that assure improved food protection, 
longer service. 


POWERFUL NATIONAL ADVERTISING— 
Over 6 Million Readers see BEN-HUR Adver- 
tising regularly — to build a big prospect list 
and speed up your selling. 


NATION-WIDE REPU TATION — Thousands 


of owners are your best boosters for BEN-HUR 
Freezers. 


COMPLETE SELLING MATERIAL—com- 


plete Sales Manuals cover all the important 
selling angles. 





COLORFUL DISPLAY MATERIAL — attracts 


favorable attention in window or floor dis- 
play. 


Steady Stream of new Direct Mail and Counter 
Folders comes to you regularly. 


Free Newspaper Ad Mats — fit all occasions, 
all seasons — for effective local promotion. 


Check “Them bl wn you cHoose THE BEN-HUR LINE 
— Some Choice “Territories 

Stl Onen. Write... 
BEN-HUR MFG. CO. 


Dept. EM, 634 E. Keefe Ave 
MILWAUKEE 12, WISCONSIN 


REN- iF FARM and HOME FREEZERS 


HEALTHFUL LIVING THROUGH FROZEN FOODS 
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DISTRIBUTOR NEWS 





NORTH CAROLINA 


Williams & Shelton Co., Inc., Char- 
lotte, has been appointed distributor in 
North and South Carolina for Whiting 
food freezers. 

According to an announcement by 
R. A. Snook, president of Snook 
Brothers, 1020 Central Ave., Charlotte, 
the firm has launched an expansion 
program. 


OHIO 


The F. L. Jacobs Co. announces that 
Launderall distribution in the Toledo 
area will be taken over by H. G. 
Bogart Co., Inc., 1714 Toledo Trust 
Bldg., Toledo. The territory was for- 
merly served by Welker Supply Co., 
Detroit. 

Northern Ohio 
1609 E. 2lst St., 


Appliances, Inc. 
Cleveland, are the 
new distributors for Presteline appli- 
ances in the upper Ohio area. 

Dealers in the Dayton market will 
buy their Whiting food freezers 
through the Miami Valley Distribut- 
ing Co. of Dayton, newly appointed 
distributor. 

J. F. Sherman, who has been with 
the Toledo Merchandise Co. of Toledo 
for 42 years, and its president for the 
past nine years, has been elected chair- 
man of the board of directors. Other 
officers elected were: D. C. Rolli, 
president; E. A. Gruenke, vice-presi- 
dent and treasurer; E. E. Taylor, 
vice-president and manager of the 
refrigeration division; J. C. Kabat, 
vice-president and manager of the 
appliance division, and C. J. Dams- 
chroder, secretary. 

William S. Combs has been ap- 
pointed general sales manager of the 
Cleveland Distributing Co., according 
to George L. Schwartz, vice-president 
and general manager. Mr. Combs was 
with Hamburg Brothers, Pittsburgh, 
for 12 years. More recently he was 
general sales manager of the Metaloid 
Co. in Cleveland. 

The Domestic Heat and Engineering 
Co., Cleveland, has been appointed 
distributor for the United States Tele- 
vision Mig. Corp. 


PENNSYLVANIA 


The Walco Sales Co., 1701 Arch St., 
Philadelphia, has been appointed dis- 
tributor in Philadelphia for the Walco 
Tele-Vue Lens. 

The J. A. Williams Co., recently 
named distributors of Presto and Na- 


C. G. LEACH, JR. 


tional pressure cookers, has named 
Claude G. Leach,: Jr., manager of its 


MARCH 1 


D. W. MAY, head of the New York 
distributorship which bears his name, 
hands an order for 30 carloads of '2 
and 34 horsepower windowtype room air 
conditioners to E. A. Bonneville (right), 
sales manager for Fedders-Quigan Corp., 
as F-Q president Salvatore Giordano 
(front) and regional manager E. M. 
Becker look on. The deal, said to be the 
largest ever made for units of this type, 
was made at the All Industry Refrigera- 
tion and Air Conditioning Exposition in 
Cleveland. 


Presto and National pressure cooker 
division.. Mr. Leach was previously 
associated with May-Stern and Co. as 
major appliance buyer. He also served 
as merchandise manager for Bendix 
radios and in the sales promotion divi- 
sion of Sears, Roebuck and Co. 
Richard W. Evans, vice-president 
and general manager of the Pittsburgh 
Products Co., has announced the ap- 
pointment of Henry C. Givan as man- 


HENRY C. GIVAN 


ager of the refrigeration department 
He was formerly with the Equitable 
Gas Co. as sales promotion managet 


SOUTH CAROLINA 


The Home Appliance Co., 336 Bay 
St., Charleston, has been appointed dis- 
tributor for the Tip-Toe iron made by 
Yale & Towne Mig. Co 


VIRGINIA 


Allied Wholesalers, Inc., Norfolk, 
with maximum authorized capital stock 
of $75,000, has been chartered to deal 
in electrical appliances and general 
merchandise. Tennison C. Wood is 
president. 
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COMPANION RES ULT STOR Y NUM BER EIGHT 
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RESULTS IN ADVERTISING — Prod- 


Less danger from polluted water. [issn cueoios 


have a big advantage — the NUMBER 
ONE editorial boost! No wonder 


ee°@e beca use women acted i dealers find it more profitable to 


display these Electrical Products: 








WOMEN GOT OFFICIAL ACTION — 72,966 reprints were requested by aroused women readers of Air-Way Sanitizor Vacuum 
“Foul But You Drink It” . . . recent COMPANION article on pollution of America’s water Goaner 

, ‘ ‘ : # Bendix Automatic Washer 
supplies. Five states were stirred to take official steps on conditions exposed! Bendix Radio 








Camfield Automatic Toaster 
Durabilt Irons 

Easy Washer & Ironer 
“Filtex’’ Vacuum Cleaner 
Frigidaire Refrigerator 
Frigidaire Electric Range 
G-E Washer & Ironers 

G-E Irons 

G-E Clocks 

Handyhot Appliances 

| Hotpoint Refrigerator 
READER INTEREST GOING UP, UP—In LEADS THE YOUNG BUYERS’ MARKET GOES WHERE THE DOLLARS ARE — In | Hotpoint Ranges 

number of features “read some” by —Inarecent study made byacom- the 24 states that lead in income Maytag Washer & lroners 
50% or more readers, 1945 showed petitor,41% of Companionreaders (89.45% of total) and in retail sales Nesco Automatic Electric Roaster 
a 12% gain over 1944. In 1946, were found to be under 34 years. (83.19%) ...the COMPANION has Norge Refrigerator 

gain over 1944 went to 19%. The No other book in the women’s serv- a greater percentage of circulation Philco Radios & 


CoMPANION gets thorough reading! ice field scored as high a percentage! than any other service magazine. Radio-Phonographs 
Philco Refrigerator 


Silex Coffee Maker 
W oO M A N ’ S H @] M ia Cc @) M PA N I @) N. Star-Glo Fluorescent Bed Lamp 
Monthly Circulation More Than 3,750,000 Sunbeam Mixmaster 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE White Sewing Machines 
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American Stresses 
Kitchen Planning 


More than a million dollars will be 
spent by American Central Division- 
Avco Mfg. Corp. this year to educate 
the public in kitchen planning, a recent 
release states 

Advertising, both national magazine 
and direct mail, store displays, and 
the personal services of trained men 
will all contribute to this plan for 
making the American public kitchen 
planning conscious 

Nearly 6,000 kitchen planning cen- 
ters will be established in retail stores 
throughout the nation where the public 
an come without obligation to learn 
the rudiments of planning an Ameri 
can Kitchen, explains C. Fred Hast- 
ings, gene ral sales manager 

“For three months, March, April 
and May, American Kitchens’ national 
advertising will be dedicated to this 
educational project 


Product Subordinated 


“In these ads the product will be 
subordinated and dealer personnel and 
service featured with special emphasis 
ym the free kitchen planning which the 
lealer will offer. There are two main 
qualifications each dealer must meet,” 
he says. “He must be equipped to do 
a good kitchen planning job, have the 
physi al roperties to do the j »b. The 
lealer we want must also have a com- 
plete American Kitchens display in his 
store so that the customer can gain an 
idea of how the finished job will look. 
All personnel handling American 
Kitchens must be trained in kitchen 
planning. They will be required to 
have taken the distributors’ training 
ourse prescribed by American Cen- 
tral 1" 


RMA Acts to Improve 
Its Service Standards 


Action to improve radio servicing 
practices w aken y the Radio 
Manufacturer $s ré t mid 
winter meeting in Chicago 

The association's board of directors 
approved accommodations of the serv- 
ice committee which, reiterating its 
opposition to recently threatened mu 
nicipal licensing ‘rvicemen, called 
for a joi lustry plan in which 
manutacturer woul urge set owners 
to patronize “authorized” franchised 
dealers and service shops. In addi- 
tion, the directors approved continua- 

| 


ul expansion of t 


le recently 
tested “Town Meeting of Radio Tech- 
f 4 service clinic, now to be 

in five major cities annually 
directors appropriated $70,000 
ontinuation of the “Radio in 
Room” promotional program 
planned to merge the 1949 annual 


nt | 


ion and parts trade show 


Farnsworth Opens New York 
Distributing Branch 


Farnsworth Television & Radio 
Corp’s. line of radios, radio-phono- 
graphs and television receivers, for- 
merly distributed in the New York 
area by the D. W. May Co., are now 
being handled by a company distribut- 
ing branch set up at 108 West 57th St. 
under the supervision of W. R. Mc- 
Allister, regional manager in New 


York 
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Be one of the first 


to display 


The complete packaged unit 
sists of one master station, 


con- 
one 


specker station, 100 feet of wire 


The speaker station can be 


pur- 


chased seporately if desired. After 
making a first sale additional speak- 


ers ore usually sold 


The master speaker cun also be 


hooked up to door speokers 
speokers ore sold separately 


Door 


Leeeeee eee eeeeeeeeeeeeeseeeeeseeeeeeeeeseeeeeeeeee 


WEBSTER nem Ee: 
ifa(aslesiite 
HOME INTERCOMMUNICATION 


n your community SLTAK WAKERS OF 


and sell 'Telehome”’ *Nacesads 


— 


@ It’s new items like “Telehome”—the device that gives 
voice-to-voice communication between rooms or door— 
that are stopping traffic in dealers’ stores. Because, here’s 
another time-saving, step-saving idea that adds comfort 


to modern living. 


“Telehome” is furnished in table models that one can in- 
stall himself and in a wall recessed model for contractor 
installation. Packaging as a complete unit makes it easy 
to handle and sell. It is priced low—within reach of 


everyone—but is a profitable dealer item. 


“Telehome” is a quality product with true tone, free of 
hum or buzz, and is not to be compared with intercom- 


munication systems not expressly made for home use. 


If you are not already stocking and selling “Telehome” 


—now is the time to do so. 


acked by NATIONAL 


Creates a@ WEW 
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stems For the home! 


Available 
Th 
Helo) (-¥iyvore(=) 
or 


Recessed 
Voll mauteye (=) 











familiar with the operation of **Telehome” 







@ “Telehome” is an intercommunication system 


that allows one to talk to stations placed anywhere in the 


home. For example, a speaker in a work room or 








rumpus room in the basement can receive and return’ 
E calls to the master unit. A speaker placed in an 
upstairs bedroom keeps one in constant touch with 
youngsters during the evening, or a speaker unit placed 

in the garage can be contacted by just flipping a key on 


the master unit in the living room. A door speaker 







allows the answering of doors without opening 

them. The result is convenience... security ...a 
decided saving in time and extra steps. Housewives 
welcome this new convenience as it conserves both their time 


and energy. You can sell ““Telehome” as a practical 





and convenient household help. 


Licensed under U.S. Patents of Western Electric Company, I ncor porated, 
and Amercan Telephone and Telegraph Company 


WEBSTER ELECTRIC 


Established 1909 
Export Dept. 13 E. 40th Street, New York (16),N. Y. Cable Address “ARLAB”™ New York City 


“Where Quality is a Responsibility and Fair Dealing an Obligation” 


| ADVERTISING... Te/lehome 


MARKET for You! 
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Cory Corp. Forms 
Canadian Subsidiary 


Cory Corp. in Chicago has an- 
nounced the formulation of Cory Corp. 
(Canada) Ltd., as a subsidiary firm. 
The Canadian organization received 
its corporation charter, December 15, 
1947, and is located in Toronto, On- 
tario. 

J. Arthur Crouch, long time Cory 
Canadian head of sales and promotion, 
is now president and general manager 
of Cory Corporation (Canada) Ltd. 
J. W. Alsdorf, president, A. N. Pritz- 
ker, chairman of the board and H 
G. Blakeslee, vice-president and gen- 
eral manager, all of the parent cor- 
poration in Chicago will serve on the 
Canadian company’s board of direc- 
tors. 


No Strain on Home Office 


The newly formed organization will 
manufacture and sell Cory Glass 
Coffee Brewers and coffee brewing 
equipment throughout the Dominion 
Complete manufacturing facilities are 
being established in a plant acquired 
by Cory Corporation, on December 29, 
1947. The building is one story and 
has 7,000 square feet of operating 
floor space. An additional acre tract 
of ground behind the plant will allow 
for expansion. The factory is located 
at 3300 Dufferin Street, Toronto. Said 
J. W. Alsdorf, “Cory’s expansion in 
Canada and the resumption of manu- 
facturing operations in the Dominion 
will give the Canadian consumer a 
definite improvement in service and 
should give us an increased sales vol- 
ume without straining the operational 
facilities of the Cory organization in 
the United States”. 


Lewyt Will Spend 
$1,900,000 for Ads 


Celebrating its 60th anniversary this 
year, the Lewyt Corp., Brooklyn, N. Y., 
will spend a total of $1,900,000 for 
advertising this year. The program be- 
gan in February with a full-page, two- 
color ad in Life and other ads will 
appear in the near future in Saturday 
Evening Post, Good Housekeeping, and 
Ladies Home Journal. Total expendi- 
ture in national magazines will exceed 
$700,000. Approximately $1,000,000 
will be spent in cooperative advertising 
with the Lewyt vacuum cleaner dis- 
tributors and dealers in newspapers, 
radio, postings and exhibits. In addi- 
tion, a $200,000 institutional campaign 
for newspapers and business publica- 
tions has been outlined for the com- 
pany’s contract division. 


Apex Plans Production 
of Automatic Washers 


Automatic washers and clothes dry 
ers will be included in the list of 1948 
products made by the Apex Electrical 
Mfg. Co., C. G. Frantz, president. 
declared recently. 

In a letter to employees outlining 
prospects for the year Mr. Frantz 
said that in 1947 the company pro- 
duced 532,894 cleaners, washers and 
ironers with a retail value of close to 
$60,000,000, representing an increase of 
44 percent in units and 50 percent in 
dollar value for 1946 
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Exclusively designed Marsalis features 
mean more sales for you: Noiseless op- 
eration, controlled diffusion, baked on 
velvet finish, advanced engineering, 
smart decorator styling! *Underwriter's 
Laboratory approved. Variable volume 
control. Let the Marsalis Air Circulator 
make more hot weather profits for you! 
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GETTING DOWN on the sales floor of Lewis and Conger, New York housewares 
store, Dave Trilling, president of Trilmont, explained the unique features of the com- 
bination heater and clothes dryer at a recent sales meeting preparatory to a sales drive 
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*Underwriter's Laboratory Approved. 


























































































Brownstein Assigned Buying 
Post at Eastern Store, Ore. 


B. C. Brownstein, former manager 
e housewares and appliance divi 
the Pacific Department Store, 

is been appointed major appliance 
and housewares buyer for Eastern 
Department Store, Portland, Ore. He 
succeeds W. W. Davis, who resigned 


to re e Powers Furniture Co 


Kohn Buys Small Appliances 
for Michaels Bros., Brooklyn 


Herbert Kohn has been appointed 
buyer of small appliances, toys and 
ls by Michael Bros. depart- 

ment store, Brooklyn, N. Y. He will 
work under the supervision of Water 
Endel, merchandise manager of the 


' ‘ 
Vneet 2Qoods 


store’s electrical division 


Strodel, Pulsifier Get 
Posts at The Fair Store 


Among recent appointments of mer- 
chandise managers at the Fair Store, 
Chicago, were Frederick C. Strodel, 
now appliance merchandising manager, 
and Harold M. Pulsifier, named mer- 
chandise manager of radios, records, 
and toys 


May-Stern Names Katzeff 
Buyer of Major Appliances 


New buyer of major appliances for 
May-Stern & Co., Pittsburgh, is Al 
Katzeff who succeeds Claude G. Leach, 


Jr., resigned 


Malatesta Is Buyer of Major 
Appliances at Frank & Seder 


Mack Wilson, president of Frank & 
Seder of Philadelphia, has announced 
the appointment of Thomas J. Mala- 
testa as buyer of major appliances and 
radios in both the 11 and Market, and 
69th Street stores. He was formerly 
associated with Interstate Department 
Stores. 
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West Coast Store 
Opens New Dept. 


The enlarged radio and record se 
tion ot Walker’s department store 
San Diego, has drawn heavy traftx 
into its third-floor annex, according to 
John Ehrick and Mrs. Jane McDaniel, 
buyers for the store 

Console radios are demonstrated 
in a glassed-in lounge, permitting full 
view of the adjoining record depart 
ment. A smaller radio demonstration 
room with adjustable shelving for the 
display of table models completes the 
radio department 

The record department, Mrs 
McDaniel pointed out, will emphasize 
a personalized customer service, in 
cluding mailing lists, special orders, 
and a complete library of children’s 
records. The record area, devoted 
largely to display, has six self-service 
racks, each with a drop-leaf shelf for 
a record player. 


Coast Store 
Wins Contest 


First prize winner of the national 
window display contest sponsored by 
the Electromode Corp. last October 
was The White House, San Fran- 
cisco department store Personnel 
from the store who took part in the 
contest won the $200 prize. Bob 
Odell, salesman for the Leo J. Mey- 
berg Co., San Francisco, won $100 
for servicing the account. 


New Groth Outlet Will Have 
Appliances on Upper Floors 


The third and fourth floors of the 
four story building recently acquired 
by Earl Groth & Co., Fort Wayne, 
Ind., will be devoted to electrical appli- 
ances and home furnishings. The new 
building will also house the head- 
quarters and offices of the John Earl 
Inc., stores which the company has 
been opening in outlying areas. The 
company’s main store will continue to 
operate 





, 1948—ELECTRICAL MERCHANDISING 











TWhdortral WAws AGAin: 























...With this thrilling new ADMIRAL 
FM-AM Radio-Phonograph, TELEVISION 





can be added whenever wanted! 


The greatest idea yet to help you sell complete home entertainment 

. especially to keep radio-phono sales at volume levels without 
danger of obsolescence. Makes it easy to sell Admiral FM radio- 
phonographs now ... with or without television. The customer with 
a limited budget can add the matching television unit later. The 
same holds true in markets that currently have no television stations. 

New “ratio-detector” FM circuit that eliminates noise between sta- 
tions and makes tuning simple as AM . . . “Miracle” tone arm, the 
greatest improvement in record playing since the invention of the phono- 
graph... outstanding features like these have made Admiral the 
hottest line on the market today. You'll find comparable selling 
“hits” in Admiral ‘Magic Mirror” Television. Your Admiral dis- 
tributor has complete details. 











RC9OB14 Admiral Record 
Album Cabinet. Walnut. 











S29 


9B14 Admiral FM-AM 
Automatic Radio-Phono- 
graph with “ratio-detector” 
FM and ‘Miracle’ tone 
arm. Walnut. 


299 


30A14 Admiral “Magic 
Mirror" Television with 10” 
Kinescope tube. Walnut. 


299% 





Mahogany and Blonde cabinets 
slightly higher. Smoll increase in 
prices in south and far west. 
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The INSIDE =~ 


gas 0 


SL 
TOASTER 


popping, along 
as customers 
expect 





Our cutaway photo shows seven important working parts of 
the famous General Electric Automatic Toaster. 

All seven have this in common—they’re made of NICKEL 
or a Nickel Alloy. Appliance dealers and their salesmen should 
find it helpful to know why. 

In NICKEL and its alloys, General Electric designers find 
all the properties they need to keep this new, smartly styled 
toaster popping along on schedule. 

The two wires designated by (1) and (2), for example, are 
made of pure NICKEL. These wires withstand intense heat. 
And the compensated thermostat heater ribbon (3) is a 72% 
Nickel Alloy that works faithfully to give every slice of toast 
the same even, brown color. 


What controls the toaster’s pop-up action, of course, is the 
large Monel* coil spring (4). It’s strong... tough... rustproof. 
Although subjected to temperatures of 500° F. day after day, 
it keeps its “spring.” 

Other Nickel Alloys in the General Electric Automatic 
Toaster include (5) the main switch spring of snconet”; (6), 
(7) and (8) small coil springs : 
of Monel; and (9) heating ele- 
ments of Nichrome?. 

So in General Electric Au- 
tomatic Toasters—as in many 
other nationally advertised 
appliances — NICKEL is con- 
stantly Your Unseen Friend. 
It is always guarding your 
goodwill and future sales. It 
protects the appliances you 
sell... makes them work bet- 
ter and serve dependably. 
















































VITAL SPOTS in the General Electric 
Automatic Toaster,where rust, heat, wear 
or corrosion might ordinarily cause trouble, 












* Inconel Reg. U. 8. Pat, Off. by The Inter- are protected by the NICKEL and Nickel 
national Nickel Company, Inc Alloy parts described in text. (Photos cour- 
+Nichrome — Reg. U. 8. Pat. Off. by Driver- tesy of General Electric Company, Bridge- 


Harris Company 


port, Conn.) 


THE INTERNATIONAL NICKEL COMPANY, INC. + 67 wall Street, New York 5, HY. 


joke 


..Your Unseen Friend 






EMBLEM 
OF SERVICE 
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Goldblatt Lumps Appliances 
Under Housewares Division 


Goldblatt Bros., Chicago, recently 
added their major appliance and hard- 
ware departments to the housewares 
division, under merchandise manager 
Meyer Linkow. Merchandise manager 
Ed Cahen of the sporting goods, toys 
and auto accessories division, has 
added to his duties with the absorption 
of the radio, phonograph record and 
music departments. 


Hale Bros. Name Three to 
Appliance Managing Posts 


Hale Bros., San Francisco depart- 
ment store, recently announced the 
following buying appointments: 
George Greenwood, small appliances, 
sewing machines, vacuum cleaners, 
table and kitchen merchandise; Frank 
Arnaudo, small appliances and house- 
wares at San Jose unit; and Val 
Smith, major appliances, sewing 
machines and radios at San Jose. 


Reynolds Leaves Managerial 
Post at New Boston Store 


Ellsworth C. Reynolds has resigned 
his position as divisional merchandise 
manager for home furnishings, a post 
which includes electrical appliances, at 
the New Boston Store, Chicago. 


Hecht Bros., Baltimore, Names 
Crabtree to Appliance Post 


The Hecht Bros. department store, 
Baltimore, has announced the appoint- 
ment of Russell F. Crabtree as buyer 
of small electric appliances, house- 
wares and toys. Mr. Crabtree, whose 
most recent position was that of house- 
furnishings buyer for Kirby Block & 
Co., New York, will cover both the 
Baltimore and Easton, Md., stores. 


Glamour in Glass 








NOW YOU SEE IT, now you don’t—the glass in the windows ef Zemel’s New Haven 
store, that is. The store, officially known as Zemel Bros. Radio Centre, 160 Orange 
St., is the only one in the city with invisible glass windows. Other features are © 
marble front, air and acoustic conditioning, and a number of interior improvements. 
The company is run by Louis Herman and Sam Zemel and there are other stores in 
Derby and Bridgeport, Conn. 


MARCH 1, 


Union-Fern Treasurer 
Will Buy Appliances 


As the result of recent realignments 
of personnel of the Union-Fern stores, 
Troy, N. Y., the company treasurer, 
Harold Goodman, will direct the buy- 
ing of and merchandising of electrical 
appliances, radios, stoves, and floor 
coverings. The company runs nine 
stores in Albany, Troy, Schenectady, 
Glens Falls, Gloversville, Kingston, 
Saratoga, Pittsfield, and Utica. 


Todd Named Buyer 
at William Taylor 


D. E. Todd, manager of the radio 
and record shop at William Taylor 
Son & Co., Cleveland department store, 
has been appointed buyer for the firm’s 
new television division. 


Augusta Homemakers Attend 
Laundry Form at Bowen's 


Mrs. Louise Anderson, home service 
director of the Bendix Home Laundry 
Institute, conducted two classes of the 
Bendix Laundry Forum recently 
at Bowen Bros. department store, 
Augusta, Ga. Ad copy read, in part: 
“This class is being brought to the 
many owners in Augusta of the Ben- 
dix Home Laundry in the interest ef 
obtaining more and better service from 
your appliances, however, any inter- 
ested person is invited.” 


Grand Leader Converts Bank 
Into Appliance Department 


By occupying adjoining space, for- 
merly used by a local bank, the Grand 
Leader Department Store, South 
Bend, Ind., has created a new street- 
level appliance department. Products 
handled include Kelvinator, Easy, and 
others. 
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Why more Frigidaires 


serve in more American Homes 


than any other refrigerator 
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HOW FRIGIDAIRE’S NATIONAL MAGAZINE AND 
RADIO ADVERTISING SPOTLIGHTS THE DEALER 


In every national Frigidaire advertise- 
ment, people are told “where to 
buy’ with a prominent statement 
like this : 
SEE YOUR FRIGIDAIRE DEALER. Find 
name in Classified Phone Directory. 
And every Frigidaire national radio 
program helps build ‘‘dealer identi- 
fication” with these closing words: 
“The Man Called X” is presented 
each week with the best wishes 
of YOUR FRIGIDAIRE DEALER, 
who invites you to comein... 
It’s strong advertising, and it’s strong 
“dealer identification” that directs 
prospects to Frigidaire Dealers’ 
showrooms everywhere. 
And to help the dealer “sign his 
name’ to this powerful national ad- 


Gene 


vertising there are distinctive neon 
signs, classified telephone listings 
and showroom displays that say in 
effect, “Here's your dependable 
Frigidaire Dealer in this community— 
the place to buy Frigidaire products. ‘’ 
Yes, when it comes to identifying 
the Frigidaire Dealer with the Frigid- 
aire factory and with Frigidaire prod- 
ucts, you can—Depend on Frigidaire 
to do things right. 


You're twice as sure with two great names 


PRIGIDAIRE 


—s ONLY BY 


ral Motors 


FRIGIDAIGE 


Goncet 
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made to sell 
with chromel 


“the original nickel-chromium 
heating element wire 


Point to remember when taking on any new line of electrical 

heating appliances . . . If they're made with CHROMEL, they're made to sell 
-.+ and stay sold, too, to satisfied customers. CHROMEL, you know, 

is the original nickel-chromium resistor wire . . . the wire that 

first made electrical heating practical. It gets hot, stays hot, lasts 

a long time. It's the one good wire specified for nearly 40 years 


by makers of good electrical heating appliances. 


HOSKINS MANUFACTURING COMPANY 


4445 tAWTON AVE. DETROIT 8, MICHIGAN 








Take a bright, shiny nail... expose it to shiny newness is destroyed, the wire does 
air... and it begins to rust. Oxidizes, resist progressive destruction by oxidation. 
that is... combines with the oxygen in air. Why? Because the first thin layer of rust 
Pass an electric current through the nail... that forms on CHROMEL doesn't flake off. 
heat it . . . and this common process of Rather it clings to the metal and forms a 
destruction is greatly accelerated. fine, dense protective coating against 

further oxidation. That's the secret of 
Now take a piece of bright, shiny CHROMEL’'S durability . . . the reason 
CHROMEL wire. Expose it to air...charge why the development of CHROMEL more 
it with electricity ... heat it, cool it, heat it than 40 years ago first made the use of 
again and again and, while its original electgic heat practical. 
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Emporium Remodels 
Record Department 


A new radio and record departm 
was opened recently at the Emporium, 
San Francisco. Formerly on the 
fourth floor, the remodeled quarters are 
located in a wing of the store’s third 
floor. The department is equipped 
with 20 sound-proof, air-conditioned 
listening rooms. Complete FM and 
AM aerial systems have been installed, 
and facilities made available for dem- 
onstrating television in the future. A 
varied selection of records is offered 
by self-service record and album racks 
with on-the-floor stock area. 


West Coast Macy's Spots 
Appliances in Basement 


Expansion plans for Macy’s, San 
Francisco, were revealed when the 
firm officially changed its name from 
O'Connor, Moffatt & Co., San Fran- 
cisco, to Macy’s, San Francisco, the 
latter part of October. Basement de- 
partment of the present Macy building 
will carry lines of major appliances, 
housewares, hardware and other allied 
merchandise, and will be modeled after 
the Macy’s New York, basement. 
Home furnishings will be allotted a 
big share of the eight-story addition 
to the present building, according to 
Herbert Reichert-Meyer, home furn- 
ishings administrator. 


Smith Takes Managing 
Post at Lamson Bros. 


Harold Smith is the new divisional 
merchandise manager of the home 
furnishings group and buyer of major 
and traffic appliances for Lamson 
Bros. Co., Toledo, according to an 
announcement by Fern L. Kettel, 
president. Mr. Smith was formerly 
connected with the Lion Store as 
merchandise manager of the home 
department. 


Kyle Furniture Expands Service 
With New Appliance Department 


The Kyle Furniture Co., St. Peters- 
burg, Fla., recently opened a its new 
appliance department. Ad copy an- 
nouncing the opening read in part 
“We're pleased to announce that we 
can now serve St. Petersburg and 
Pinellas county residents in our new 
appliance department which features 
the nationally known names of Gib- 
son Kookall electric ranges, refrig- 
erators and home  freezers—Clark 
‘Ionodic’ system water  heaters— 
Allen ‘Twin Eight’ oil heaters—ABC 
and Conlon washers and General Elec- 
tric sweepers, toasters and irons—in 
fact, just about everything in appli 
ances for the home.” 


New Appliance Department 
Opened by Drazen’s Store 


A new electrical appliance depart- 
ment has been added at Drazen’s De- 
partment Store, Binghamton, N. Y 
according to A. Murphy Drazen, 
owner. The store recently completed 
an extensive expansion and remod- 
eling program. 
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FASTER, EASIER, BETTER HOME CLEANING 


NEW POWERFUL 


SELLING FACTS | 


for EUREKA DEALERS 





Never before such complete information 
about home cleaning! 








Amazing SY 


16-week per! ; catall the house 
- ing Syste > ets dirt 0 more 
Clean! ces bette r,8& o7' Many 
ore pf . sme 
cleans " uts dusting tim 
for goo . 
sensatio 


You can deliver real service information, 
based on true facts. Makes cleaner selling 
easier, faster. 


Home bor DF: NOW YOUR CLEANER SALESMEN 
coowieeer. | 7 CAN BE HOME CLEANING 
a | EXPERTS— GIVE THEM THESE 
copies 000°" "43 |) FACTS FOR MORE SALES, 
a MORE PROFITS 







nal facts- 





Gets More Dirr 


"+ FASTER, EASIER 
EUREKA WILLIAMS CORPORATION ... by ACTUAL TEST 
Bloomington, Iilinois 


Complete Home Cleaning System © Upright Power-Driven Brush Vacuum Cleaners ¢ Tank Type Vacuum Cleaners ¢ Electric Cordless Iron 
Electric Kitchen Waste Dispos-O-Matic 
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YOUR CUSTOMERS WILL READ 


this exciting new Easy ad in April 18th American Weekly, April 17th Saturday 
Evening Post, May Ladies Home Journal, Better Homes & Gardens, American 
Home, Good Housekeeping, Woman's Home Companion, McCall's, Country 









Gentleman, Household and Farm Journal. 


dont buy 7% 


a new washer until you... SPEED 


adam Easy Spindrier! 
por uDS work at once to get 
me verage week’s wash done 
n less than an hour! One tub 
washes a full load while th 
other rinses and spins a fall 






ee Clothes dry faster 
Indoors or out and are lighte 
to handle and hang up! ’ 





OMPARE i 9 
. CONVENIENCE ai 
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can wheel “ ashing cycle” - | : | than any other ~ed ome money 
sink. No aa forgotten items \ : wd price! No re - any 
you can a wer-rinse — \ & Sav charge. 
‘any time. You can ye er basket! ba ws Soap and hot water. Saves 
Y nes right in spinn eaning bills by safely doi 
clot blankets, “was ng 












hable” drapes, 
home! See Easy in 
! Easy Washing 
TP., Syracuse 1, N.Y. 





| slipcovers at 
f action today 
_ Machine Co 





Val 0 * 
_ washes more clothes faster 








Double action .. 
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YOU BETTER READ 


t the left. 
, ick story about Easy’s exciting Spring Promotion built pret set-up for 
this = ning to tie-in now for bigger profits all next month. Get a : n an oe 
pom scoala And schedule your tie-in newspaper and radio adve g 
wet de ° 





















2 COMPARE 
PROMOTION 


You never saw such a bunch of 
ads as will be pouring into your 
community in this big Spring 
Easy Spindrier Promotion. Be 
sure you have our complete 
merchandising package so you 
won't miss a single sale. Remem- 
ber to tie-in with dates listed 

at left above. 





. 
t 









So stick to nationally advertised brands like Easy that are easier to sell and 
Sive you real promotional help like this. Here’s all you do: 
1. Get your full month’s deliveries of Spindriers. Give them 
2. Get set now for wet demonstratio 


ns. Order special de 
3. Schedule tie-in advertising in your local 
4. Get the whole story from your E 


Easy Washing Machine Corpo 

















plenty of space. 


monstration kit. 
papers and on the air. 
asy representative! 


ration, Syracuse 1, New York. 











Lhe Easy Automatic will be the Lest Automatic 
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Buy Parts for 


ALL MAKES OF WASHING MACHINES 


from Your 
CENTRALIZED PARTS JOBBER 


ONE-STOP SOURCE OF SUPPLY 





Make One Trip and Get Parts 


for all Makes of Machines from 
Your Centralized Parts Jobber 
Who Carries them in Stock 


MEMBERS 
Appliance Parts Jobbers Association, Inc. 


A-1 Master Electric Shop, Salt Lake City 5, 
Utah 
Akron Washer Parts Company, Akron 4, 


Ohio 
Allied Electric Appliance Parts, Inc., Phila- 
delphia 40, Pa 
Allied Supply Company, Dayton 2, Ohio 
American Electric Washer Co., Cleveland 


3, Ohio 

Appliance Parts Company, Indianapolis 4, 
Indiana 

Appliance Parts & Service Co., Seattle 1, 
Washington 

Cooper Washer Parts, Inc., Sioux City 17, 
lowa 

Detroit Appliance Parts Co., Detroit 8, 
Michigan 

Electric Appliance Parts, Waterbury 14, 
Connecticut 


Finch’s Washer Parts Company, Grand 
Rapids 3, Mich 

Good Housekeeping Shop, Boston 16, Mass. 

Gopher Appliance Company, Minneapolis 
1, Minn. 

Home Electric, Inc., Youngstown 3, Ohio 

Jesse Company, Chicago 47, Ill. 

Wallace Johnston Appliances, iInc., Mem- 
phis 3, Tenn 

a Jones Washing Machine Parts & 
ervice Co., Denver 9, Colo 

ae wy Washer Parts Co., Philadelphia 
, Pa 


Klinker " Brothers, Cincinnati 2, Ohio 
Marcone Sweeper Company, St. Louis 1, 
° 


WwW. L. May Company, inc., Portiand 9, 
Oregon 


Midwest Appliance Parts Co., Chicago 22, 
itl. 


Minnesota Appliance Parts Company, 
St. Paul 2, Minn. 

Pearsol Appliance Corporation, Cleveland 
15, Ohio. 

Pearsol Appliance Co., Dallas 1, Texas 

D. J. Phelan Sons, New York 7, N. Y. 

re: Electric Company, Oklahoma City 
, Okla. 

R. & S. Parts Company, Milwaukee 5, 
Wisconsin 

Radio Electric Service Co. of Penn., Phila- 
delphia 6, Pa. 

Refrigeration Equipment Co., Kansas City 
6, Mo. 

Refrigeration Equipment Co., Wichita 2, 
an. 

Refrigeration Supply Company, Harris- 
burg, Pa. 

Refrigeration Supply Company, Richmond 
20, Va. 

C. J. Roberts Engineering Co., Springfield 
3, Mass. 

Servall Company, Detroit 7, Michigan 

Shand Radio Specialities, Flint 3, Michigan 

Starr Electric Supply Company, Houston 3, 
Texas 

Cc. E. Sundberg Company, Chicago 20, Ill. 

Trible’s, Washington 1, D. C. 

Wash Machine Parts & Sales Co., St. Louis 
16, Mo. 

a a Sales & Service Co., Pittsburgh 12, 
a. 


Wynar Parts & Service Co., Rochester 4, 
N. Y. 


APPLIANCE PARTS JOBBERS ASSOCIATION 


INCORPORATED ——— 
A NATIONAL ORGANIZATION + EXECUTIVE OFFICES: DETROIT 26, MICH. 





PAGE 204 








DEPARTMENT STORES 








Appoint Mounger Assistant 
Buyer, Famous-Barr Appliances 


M. Ray Mounger has been appointed 
assistant buyer of major appliances at 
the Famous-Barr Co., St. Louis, a 
promotion from his recent position in 
the range department. 


Schuneman’s, St. Paul, 
Promotes Gift Appliances 


That electrical appliances and radios 
ire logical gifts for Christmas, and 
other occasions too, prompted Schune- 
man’s Inc., St. Paul department store, 
to put on an appliance and radio show 
early in December. Capitalizing on the 

rowds bent on buying holiday gifts, 
the appliance and rad’o departments 
put on a three-day show. In addition 
to one regular night opening (under 
the city-wide Christmas shopping plan) 
the store remained open two other 
nights until 9 PM for the convenience 
of those unable to shop during regular 
hours. A special turkey dinner was 
served each night in a restaurant ad- 
oining the appliance and frozen foods 
departments. 

Special factory experts and demon- 
strators were on hand to advise on 
performance and engineering details 
on various appliances, working with 
the sales force. That this extra service 
was worthwhile was shown by return 
visits of customers who came in later 
and purchased without asking further 
details 

Among lines represented were 
Zenith refrigerators, freezers and 

hers, heaters, Arvin 
radios, Youngstown’ kitchens and 
Booth frozen foods. A staff supplied 
by Marshall Wells Co., Duluth dis- 
tributors, was directed by Harold C. 
Strom, promotion manager. 

The show was supervised by Irving 
Regnier, store hard goods merchandise 
manager, and Mary Schroeder, appli- 
ance and radio department manager, 
who reported excellent results. 


washers Coleman 


R. T. Dennis & Co. Names 
Turner Appliance Manager 


R. T. Dennis & Co., Waco, Texas, 
department store, recently announced 
the appointment of C. R. Turner as 
nanager of the radio and appliance 





Diener Bros. Name Mooney 
Appliance Department Head 


H. A. Mooney, Sr., formerly with 
C. K. Whitner Co., has been appointed 
manager of the electrical appliance de- 
partment at Diener Bros., Inc., Ham- 
burg, Pa. 


Feinberg Succeeds Myonelo 
in Kann Record, Radio Post 


Joseph Feinberg has succeeded 
Harold Myonelo as buyer of records 
and radios at S. Kann Sons Co., 
Washington, D. C. Mr. Feinberg was 
formerly assistant to C. C. Parks, 
manager of the company’s appliance 
store. 
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Brennan Quits Vice-Presidency 
of Associated Stores, Inc., Fla. 


Welburn Guernsey, president of 
Associated Stores, Inc., Tampa, Fila. 
recently revealed that Herbert A, 
Brennan, vice-president and general 
manager for the past three years, has 
resigned. He will announce his future 
plans after a vacation and rest period. 
Mr. Guernsey said that until a man 
with suitable appliance and radio ex- 
perience can be found, C. R. Courtleigh 
will act in the capacity of general 
manager. Mr. Courtleigh was formerly 


mnected with Philco Corp. 


Suzanne Herzel New Ad 
Director for Hayutin 
Miss Suzanne R. Herzel has been 


appointed advertising manager ior the 
Kake Hayutin & Sons Co. stores 





SUZANNE HERZEL 


throughout the West. The eight-store 
chain specializes in radios, appliances, 
toys, wheel goods, sporting goods, and 
records. Miss Herzel was formerly 
with the advertising department of 
Sears, Roebuck and Co. and the May 
Co. 


Mandel Bros. Name Siegel 
Major Appliance Buyer 


A former employee of Gimbel 
Brothers, Milwaukee, Norman Siegel, 
has become major appliance buyer for 
Mandel Brothers, Chicago, replacing 
John Fairbank who is now free to 
devote his full time to radios and 
television. Miss Alvina Aigner, former 
operator of her own retail store and 
earlier associated with Hudson-Ross, 
has been appointed buyer of phono- 
graph records. 


Bloomingdale’s Appliance 
Manager Resigns Feb. 1 


Chalmers Greenlee, merchandise 
manager for major appliances and 
housewares at Bloomingdale Bros., 
Inc., New York, has announced his 
resignation from the store and from 
business life as of February 1. He 
joined Bloomingdale in 1930 as a di- 
visional merchandise manager. 
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BY MORE THAN 3.000.000 FA 
— MILIES 


MARCH 1948 + 25¢ 


Who Are You 


People who live in better homes than 
their neighbors, have more money to 
spend, big interest is home. 
Better Homes & Gardens goes to over 


3,000,000 husbands and wives whose 
among the highest for all 
5. They replace appliances 
on their neighbors, they 
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DISHWASHER 
Hotpoint Baldwin Piano 
Gulbransen Piano 
DISPOSAL UNITS Jesse French Piano 
Hotpoint Magnovo* Radio 
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Ben-Hur Boss Oil 
General Electric Caloric 
Horvester CP Inst 
Hotpoint Grand 
HOME INCINERATORS Len 
Maytag Dutch Oven 
Majestic Oriole 
LIGHTING & WIRING Roper 
Vulcan 


AT&T Bell System 

Burgess Batteries RANGES ELECTRIC 
Cutler-Hammer Fuse Boxes Frigidaire 

Delta Flashlights General Electric 
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Your Kitchen, 
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Kelvinator 
Philco 
Servel 


SMALL AP PLIANCES 


Arvin tron 
Camfield Toaster 
Everhot Broiler Griddle 
Everhot Electric Blanket 
Everhot Fan 
Everhot Rangette 
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Everhot Roaster Oven 
Everhot Timer Clock 


Handyhot Iron 
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Handyhot P 
Handyhot Toaster 
W affie Iron 

° Gos Burners 
KitchenAid Electric Coffee Mill 
KitchenAid Electric Mixer 
Seth Thomas Clocks 






VACUUM CLEANERS 


Cadilloc 
Hoover 
Premier 


WASHING MACHINES 


Dexter 
Easy 
Norge 
Voss 


CIRCULATIO 
N OVER 3 000 
’ ,000 
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Atlantic City 


i 
Auditorium 
Atlantic City, N. J. 























NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


{incorporated not tor profit} 


EXECUTIVE OFFICES: 1402 MERCHANDISE MART, 222 NORTH BANK DRIVE, CHICAGO $4, ILLINOIS 
TELEPHONE DEL. 8585 
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MOBILE ISLAND DISPLAY, 


one of 
eleven new units in RCA Victor's current 
identification and point-of-sale display pro- 
motions. Will accommodate at least 15 table 
model radios, is wired to permit operation 
and can be easily moved to any location. 





NEW LITERATURE 








Knapp-Monarch Co. 


The 1948 catalogue showing their 
appliances in attractive kodachrome 
photographs was announced recently 
by Knapp-Monarch Co. of St. Louis, 
Mo. Specifications and descriptions are 
included. 


H. C. Little Burner Co. 


Now available to authorized H. C 
Little oil burning equipment dealers 
is a new full-color point-of-purchase 
display advertising program. The 
purpose of this display campaign is 
to dramatize three of the company’s 
best selling items: their standard and 
dual register floor furnaces and their 
conversion oil burner. These items, 
more functional than attractive in 
appearance, due to the fact that they 
are designed to be installed out of 
sight, present a dealer display problem 
which this new point-of-purchase ma- 
terial overcomes. Inquiries regarding 
these displays and their cost should 
be addressed to H. C. Little Burner 
Co., San Rafael, Calif. 


Wallaces’ Farmer & 
lowa Homestead 


Wallaces’ Farmer & Iowa Home- 
stead has just issued the first booklet 
put out by a farm publication giving 
a detailed picture of its farm subscrib- 
ers based on the 1945 census of agri- 
culture. The U. S. Bureau of the 
Census compiled the information now 
published exclusively in this booklet 


Westinghouse Electric Corp. 


A complete promotion kit to give 
adequate material for any FM _ pro- 
motion has been prepared for Westing- 
house distributors, according to J. H 
Stickle, advertising and sales promo- 
tion manager, home radio division ol 
the Westinghouse Electric Corp., Sun- 
bury, Pa. Material in the package in- 
cludes a complete work book covering 
all available material, along with com- 
plete instructions on how to tie in 
with FM stations. A folio of spot 
announcements for both AM and FM 
station use is provided, plus material 
for general publicity use. 

Service notes on the new automatic 
record changer are also available from 
the Home Radio Division. Order num- 
ber is: V-4944. 
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e Faster cooking—easier cooking—automatic cooking—that's what 
today’s homemakers want—and that’s what Electromaster gives 
them! Highlighted by incomparable beauty, thrifty operation, and 
magic-like features of convenience—Electromaster, the top-quality 
range, Offers greater sales, bigger profits for you. 


DESIGN —Only Electromaster—is designed by famed George 
Walker, master of “‘sales-styled” beauty. From Tower-type lamp 
to Recessed Base, there’s sparkling functional beauty—to catch 
the eye, and make them buy! 


4 





7 EFFICIENCY — Electromaster alone has concentrated exclusively 

““ on building better electric ranges since ‘29. From it has come 
many “‘firsts’’—such as table-top design, all-steel construction, 
porcelain enamel finish, and now “‘Oven-Eye”’. 








yp Ceara) ~ Soncramantar engineers have, over the years, de- 
“ veloped better, thriftier, faster electric cooking through such 
advancements as Speed-O-Master Monotube Surface Units which 
give 14% more utensil contact . . . automatic timing . . . high- 
efficiency wiring and insulation. 


of CONVENIENCE — The modern woman wants carefree cooking. 
Electromaster cooks a meal with the flip of a switch, lets her see 

inside the oven without opening the door. Oven, Deep-Well 

Cooker and Appliance Outlet turn on or off automatically! 


/\, CONSTRUCTION — A full 40” width by 26” depth provides greater 
| week space area. Stain-resistant porcelain top ... concealed 


oven ventilator ... heavy gauge steel . . . front servicing of all 
switches ... these and other in-built features give Electromaster 


the hallmark of quality. 


EXCLUSIVE NEW 


Electromaster is the only elec- 





ONLY ELECTROMASTER 
GIVES YOU 
ALL THESE GREAT 
SALES FEATURES! 


e Three-way Selector Switch 
control e 1200 watt Vita-Miser 
Deep-Well Cooker e Kitchen 
Master Oven with 5500 cubic 
inches e@ Extra hot 3000 watt 
waist-high broiler with double- 
duty broiler-roaster pan @ Speed- 
O-Master Monotube surface units 
e Exclusive Oven-Eye. 


tric range with the “Oven-Eye’”’ 
—a hermetically sealed twin- 
lens window that lets you see 
what’s cooking, but never fogs 


or discolors. 


Electric Range Specialists Since '29 
MOUNT CLEMENS, MICHIGAN 





THE ELECTRIC RANGE FIT FOR A QUEEN — ON THE “‘QUEEN FOR A DAY’’ PROGRAM — MUTUAL NETWORK 
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NEW LITERATURE | 


z, The Magnovox Co. 
Z itv MODERN The most comprehensive loud 


speaker catalogue ever issued by the 
f, Magnovox Co. has been completed 
< a 

















































































oD 4 , paeoey = and released to manufacturers, S. S 
ual a = Sondles, Magnovox components 4j- 

ra _-|— 4 vision sales manager, announced re. 

— — Son ay ony = | cently. The catalogue covers al 

GO900 — current models and presents a compila- 

a, a | tion of pertinent engineering data 

= concerning both the electro dynamic 

‘See | and magneto dynamic versions of all 








models, including illustrations and 
schematic diagrams. Copies are ayail- 
Oa able to any instrument manufacturer 
a engineer or purchasing agent. 
Magnovox Co. is distributing 
e Automatic Features their dealers a new sales manual coy 
ering the sales factors of tone 
































It sells cooking electrically without 


quality 
@e More Modern Conveniences furniture styling and construction 
‘ , performance features and company 
e Easier Cleaning | background, all in factual non-techni- 
| cal language. 
e Easier, Quicker Cooking 
e Better Cooking | National Electrical Mfrs. Assn. 
A “Cooking Electrically” is a brand 
e Cooler Operation new and highly informative approach 
: | of the advantages and use oi the 
e Lower Operating Costs modern electric range, at the con- 
sumer level. This 12-page, colorful 
e Greater Value booklet is profusely illustrated and 
| | written in a modern and light vein. 
- yy | i ; 
' ; 


rm regard to any brand of electric range. 
’ ” For further information, write to the 
ad ERE S I 2? ways! Association, 155 E, 44th St., New 



































4 York 17, N. Y. 
{ SST The Electric Water Heater Sec- 
WHY e (yg) O () | tion of the Association has announced 
— - Helps make better ranges and range per- a new booklet, profusely illustrated 
(/ with pictures, charts and diagrams, 
—— | nv formance! Helps you sell your better ranges! showing how electric water heaters 
* \ ae F operate, how they’re installed, and 
a f iberglas not only contributes substan- how they actually save money for the 
‘ _ | consumer. 
tially to those features women want ina_ | 
range—such as quicker and better cook- Pressed Metal Inst. 
: . 7 amie . ~ . The Blue Book of Stamping Mfrs 
y ) 4 S 
a ing, cooler operation, lower operating costs hes. Soe somemnend tee Ss Te 
but helps you establish and “‘nail down’”’ Metal Inst, &29 Union Commerce 
: g é Bldg., Cleveland 14, O. It contains a 
these points in your selling. For your cus- listing of members, geographically, 
‘Ze 3 information regarding their facilities, 
tomers know fF iberglas. Know it as an and pertinent facts about the Pressed 


uf aT . ‘ Metal Inst. 
efficient “‘lifetime’’ insulation that stays 


in place, doesn’t settle. Jt’s a smart dealer | product in Action é 
. . . . . Gu 
who remembers this and uses it in his selling. 


ee en Q 


A GOOD FEATURE 70 HAVE...A GOOD FEATURE 70 SELL! 


OWENS-CORNING ~/t moisturizes 


NW ttilters 


ETO TER RNC «THERMAL INSULATION |My &:)” 





“ the old 

*Fiberglas is the trademark (Reg. U. S. Pat. Off.) for a variety of products made of or with glass fibers by Owens-Corning Fiberglas Corporation. aan aa ae eine, New 

Fresh’nd-Aire point-of-sale display piece 

uses product action to promote interest 

in display of humidifier. Fresh’nd-Aire 
Company of Chicago. 
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Selling\()UReustomers Is 
| . Ol] business,too! 


& magazines behind Young’s 
big sales push in 1948. This 
fast growing agitator-washer 
being sold coast-to-coast with 
hard-hitting ads in 


LIFE 
LADIES’ HOME JOURNAL 








rfy! 
stu) 


= McCALL’S 

. WOMAN’S HOME COMPANION 
‘ GOOD HOUSEKEEPING 

= BETTER HOMES & GARDENS 


ities, 
essed 


AMERICAN HOME 
SUNSET 


. . « PLUS all the helps you need locally — 





Display signs that don’t use floor-space — attach to back of 


The Young—one agitator-washer that’s styled for modern homes machine « Mats for Co-op advertising + Booklets, folders, 


. ' . . . 7 . . . 
and value-priced! reprints « Radio scripts * Neon signs for window display 
@ Smart table-top cabinet slips between other appliances, 


counter-high. 
GET IN ON A GOOD THING NOW... 


WRITE TO: 







@ Thermo-sealed tub keeps water hotter longer. 
@ Super-quiet—never needs oiling. No installation! 


@ Flip the control . . . and a BIG 8-lb. wash is clean in 8 
minutes! 





i @ Agitator-action safely washes everything—blankets to ACHINES 

"New dainties. W ASHING M 

oo @ Famous Lovell or Chamberlain wringer. 

— @ Fully guaranteed—backed by 25 years of Laundry FALL RIVER, MASSACHUSETTS 
Equipment experience! 

SING 
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Pantryette 


oft laces the old fashioned frantry 


bad | - ec a ® a. 














































The PANTRYETTE is more than just a 
modernized wall cabinet. It introduces a new idea in 
kitchen planning—that wall cabinets should do 
more than merely provide storage space. In the 
PANTRYETTE 


modernized to find a place for everything, with 


, even storage arrangements are 


every thing in its handiest place. It brings the pantry 
to the spot where it’s needed—within arm's 

reach. It's a new piece of kitchen furniture. 

This gives Morton dealers an exclusive advantage. 


Morton's Work Center principle of kitchen 





arrangement develops this advantage further, 
by making the PANTRYETTE the key to 


efficiency in every type of kitchen work. 








And Morton's Unit Sale Plan simplifies selling } i 
by facilitating kitchen modernization by : ; a 
, | | 
easy stages. Ask vour Morton distributor. ’ se —— 
a . 
Typical Cooking Center, the Range Grouping, with 
3 PANTRYETTE and Base Cabinet extra working sur- 
ns faces efficient. shadow -free light ample storage space 
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BASE CABINETS 
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MANUFACTURING COMPANY ~ GENERAL OFFICES: 5125 WEST LAKE ST., CHICAGO 44 | 
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Stop Abuses, Balcom 
Tells Radio Servicemen 


“. .. Radio servicing is rapidly be. 
coming a big business. Tomorrow jt 
will be even bigger and with bigness 
will come greater stability and ade. 
quate profits,” Max F. Balcom, pregj- 
dent of the Radio Manufacturers Assn, 
told radio men at the opening session 
of the Town Meeting of Radio Techni. 
cians in Philadelphia recently. 

While holding out this picture of a 
happy future for the trade, Mr. Bal. 
com nevertheless cautioned agains 
abuses which have gained much repe. 
tition in the consumer press and which 
might, if unchecked, destroy that happy 
future. ‘ 


Three Types of Abuse 


“While the radio service trade often 
has been the victim of unjust attacks 
and exaggerated complaints,” he said 
“we must admit that abuses do exist 
in varying degrees in a number of com- 
munities. These abuses are of three 
general types: (1) incompetent work- 
manship, (2) unnecessary replacement 
of receiver parts still in good working 
order, and (3) charging for work not 
done.” 

Radio servicing abuses increased 
during the war, Mr. Balcom said, be- 
cause of a shortage of components and 
because many competent men went int: 
the armed forces. 

“With radio manufacturing back to 
normal and the return of many radio 
technicians to peacetime pursuits, these 
abuses are decreasing,” he said, “but 
there are still enough reported in- 
stances of exorbitant charges and inex- 
cusably poor workmanship to make it 
essential that the industry clean its 
own house before some governmental 
or municipal agencies try to do it for 
us with far less satisfactory results.” 
He was referring to threatened muni- 
cipal regulation of servicing. 

“We believe that radio technicians 
themselves are best able to rid their 
ranks of the men and the abuses that 
bring discredit upon a vocation and an 
industry,” he declared. 





“Heart's Desire” 
Listeners Want 
Washers, Refrigerators 


The number one want of the 
American consumer in 1947 was a 
washing machine. 

KHJ-Mutual Don Lee’s “Heart's 
Desire” week-day radio program 
listeners picked the washer as their 
first heart’s desire during the year, 
according to the broadcasting sys- 
tem. New England and the mid- 
Atlantic states went against the 
national trend, however, and picked 
clothes washers second. First on 
the list of New Englanders were 
refrigerators, and Mid-Atlanticers 
chose bicycles. 

On the basis of 1,000 letters, the 
leading requests for the country 
stacked up as follows: 123 washers, 
102 refrigerators, 100 bicycles, 62 
stoves, 60 watches, and 44 radios. 
The hundreds of other items ran 
from automobiles to false teeth to 
bubble gum. 

Although utilitarian items led the 
list, one such piece of equipment, 
the diaper, which was eighth on the 
list last summer, dropped to a new 
bottom. 
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: STROMBERG-CARLSON 


ts sets the pace again with 


: NEW PACKAGE-PRICE POLICY 


. for 


icks 

aid 

xist 

: TOP-OF-THE-LINE TELEVISION 
iree 

rk- 

ent 

cing 

-_ Once again Stromberg-Carlson demonstrates its 
iad leadership. Now—anticipating the inevitable trend 
™~ of television merchandising — Stromberg-Carlson 
and announces a tradition-breaking price policy on its 
int “WESTCHESTER” top-of-the-line model. 

« to » One price includes everything —Superb new 
adio “WESTCHESTER” television-radio-phono- 
ee graph receiver, excise tax, antenna, and nec- 
in. essary accessories — installed, adjusted and 
nex- serviced, and service-guaranteed for one 
e it year.* 

fo 3 Appeals to quality customers to whom de- 
ra pendable performance is of first importance 
Its.” and who are ready and willing to pay the 
uni- price. 

* Takes the guess out of buying. Eliminates 
ate the customer’s No. | resistance. Enables you 
that to make a clean-cut sale—free of any dis- 
lon cussion of “extras” or conditions. 


> Applies accepted merchandising principles— 
to increase your assurance of customer satis- 
faction and lastingly profitable business. 


* Except when installation involves exceptional technical 
difficulties. 


“WESTCHESTER” —TV-12-PGM. Ultimate in com- 
plete home entertainment. Television-Radio-Phono- 





the graph. 12-inch direct-view tube. Focusing control 
readily accessible on control panel. -Vernier-type tun- 
hes ing with cathode-ray tuning eye. Automatic frequency 
: control to “lock” picture in place. FM, standard broad- 
ts cast with push-button selection, and short wave. Inter- 
am mix record changer with automatic stop. “QT” Crystal 
eit type pick-up. 12-inch Alnico V double-rubber mounted 
af, speaker. Hand-rubbed cabinet in mahogany and 
ys- mahogany veneers. 
id- 
the 
ked 


_ STOP !-LOOK !—ana LISTEN J. . . 1HERE 1s NOTHING FINER THAN A 


STROMBERG-CARLSON 


Stromberg-Carlson Company, Rochester 3, N. Y.—In Canada, Stromberg-Carlson Co., Ltd., Toronto 
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MILLIONS oF REPLACEMENT. 


ICE CUBE TRAYS 


WILL BE SOLD THIS YEAR! 





INLAND hias opened a big 


the new “Magic Pouch” lee ¢ ube Tray. In at least 


r replacement market with 
fifteen million homes—thousands or perhaps hun- 
dreds of thousands of them in your own sales terri- 
battered, even useless 
“Magic Touch” 


the ice cube tray that gives instant service, so 


tors there are outmoded. 


travs. And now!—here’s the Inland 


much better than ordinary trays that it makes 


replacement a “must.” 


Ce eee ea running 
now in leading magazines like the Saturday Evening 
Post, Collier’s and Better Homes and Gardens 

nearly 30,000,000 cireulation during the spring and 


summer—that’s Inland’s pre-selling drive to make 


easy sales and quick profits for you. Remember, 
while it’s national advertising it’s going direct to 


your customers and prospects in your territory. 


Ride This Wave of Profit— NOW! 


Cash in on this big advertising drive. Order Inland 
“Magic 


erator manufacturer or distributor. Give them the 


Touch” Iee Cube Trays from your refrig- 
best display, to meet the advertising-created demand. 
Push them to service customers. Replacement sales 
of these so-much-better trays for present automatic 
refrigerators pay good profits now—and build good 
will for later refrigerator sales. And imsis¢t that the 
refrigerators you sell come factory-equipped with 
“Magic Touch” 


Inland lee Cube Trays. 


INLAND MANUFACTURING DIVISION, General Motors Corporation, DAYTON, OHIO 


- 


FR ICE TRAYS »y Petes 


INLAND 
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THE CAPTAIN’S BLANKET. Passen- 
gers on the new luxury liner S. S. Presi- 
dent Cleveland of the American President 
Lines will be able to have on request g 
G-E automatic blanket for their cabins 
while they cruise the Pacific. So will the 


ship's master, Captain Henry Nelson, 
above, who inspects the blanket that has 
been put in his quarters. With him is 
C. J. Hill, representative of G-E’s Appli- 
ance & Merchandise Dept. 





Chattanooga, Nashville 
Report December Sales 


Washing machines led the major 
appliance list in total sales for De- 
cember, 1947, as reported by the Elec- 
tric Power of Chattanooga, Tenn., 
with 474 units. Second, but not far 
away, were electric ranges with a total 
of 421. Refrigerators were third with 
306. Other totals as reported by the 
Board: 19 home freezers, 192 water 
heaters, 2,412 radios, 1,165 toasters, 
percolators and waffle irons, 517 irons, 
95 ironers, 186 heating pads and sun 
lamps, 307 vacuum cleaners, 14 clothes 
dryers, 7 dish washers, 86 sewing ma- 
chines, 905 mixers, clocks and shavers, 
1,591 miscellaneous small appliances, 
344 space heaters, and 595 room 
heaters (portable). 

The dollar volume for the month for 
domestic appliances, including some 
not listed above, was $596,567.86. 

A report from Nashville Electric 
Service gives totals for the same 
month on ranges, water heaters, re- 
frigerators, and home freezers. The 
utility, compiling information from 
dealers, says that they sold 533 ranges, 
314 water heaters, 462 refrigerators, 
and 29 home freezers. The number one 
dealer on the Nashville list sold during 
the month 42 ranges, 7 water heaters, 
48 refrigerators, and 3 home freezers 

a total of 101 units which might be 
estimated to mean approximately $25,- 
215.35 in dollar volume for the month. 


Aldens Catalog 
Features Washer 


For the largest spring catalog in its 
history, Aldens, Inc., Chicago mail 
order firm, has given back cover space 
in full cover to its private brand Al- 
dens DeLuxe 20-gallon electric washer 
at $104.95. The inside back cover 
features an AM-FM combination at 
$139.95. Other consoles are advertised 
at prices ranging from $99.95 to 
$249.95. Full page space is devoted to 
the Alden-Maid automatic toaster 
which is priced at $12.95. Electric 
mixers begin at $13.95 for the Zephyr. 
The firm’s private-brand iron is 
tagged at $6.95. Its ten-piece tank 
type cleaner is priced at $54.95. 
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‘un COVER MARKETS 
na- 
m with ONE newspaper...at ONE low cost! 
om 
for HEN you advertise in the Cleveland Plain Dealer, you 
_ get two markets of equal sales volume in one exclusive, 
tric low-cost coverage. The Plain Dealer is the only metropolitan Tue \P. D) STANDS FOR 
me newspaper covering the famous Cleveland 2-in-] market, P D 
The which consists of Greater Cleveland and the 26 adjacent lanned istribution 
oe counties—Ohio’s two largest retail markets, including 141* Do you know the localities in this 
>< oi — market that will buy most of your 
ors, thriving communities. cleotelech quads? 
one 
a , re ee ee ee es ee saa . g Do you know the shortest cut to your 
ing Both of these markets are big retail sales centers. For ex- Siete Goleentell caleat 
cal ample, the volume of electrical appliances normally sold in Do you know all the distribution ele- 
be these 26 counties combined is equal to the volume sold in pn etd ae operation area by name 
25,- . ce ‘ . = abs 
ote ABC Cleveland (Cuyahoga County). You'll get double ac- The Plain Dealer Market Survey de- 
. P aaa es . ' = el = partment can answer these questions 
tion at no greater cost when you select the Cleveland I lain eu more pertaining nh oy arg 
Dealer on your newspaper advertising schedule. ness operation. Call or write your P. D. 
, representative for an ap »0intment to 
*Akron, Canton, Youngstown not included. receive this individualized service. 
Don’t Guess at Your Market 
its The Plain Dealer is enough cia tian nnen taeuiene 
nace if you use it enough! 
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rank Cleveland’s Home Newspaper 
Cresmer & Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles 
A. S. Grant, Atlanta 
SING 


ELECTRICAL MERCHANDISING—MARCH 1, 1948 PAGE 213 













































» » - and speaking of 
success 


% Household has scored 
with a brand-new format! 


* Advertising revenue is 
up more than 25%—more 
4-color ads! 


* Circulation over2,000,- 
000—a new high! 


% And still the lowest cost 
per 1,000 readers—$2.25 
for black and white, $3.00 
for 4 colors! 

















PAGE 214 








> 


Looking for reader response? 


2 Scots it a 
& HOUSEHOLD 


AG or \ \ 
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eee : 
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wt 


‘That’s because Household editorial pages back up Household 
advertisers—creating a demand among the bigger, better fam- 
ilies in small cities and towns. Every issue is Idea-Planned... 
crammed with more than 275 “buy-ideas” to awaken reader 
interest and stimulate reader action. 


For example, Household talks about gardening—and a single 
56-line Household ad sells more than $9,000 worth of garden tools! 


More than half of America’s retail sales are made to home 
owners in small cities and towns. This is the Household market 
—and it now has the greatest purchasing power in history! 


Capper Publications, Inc., Topeka, Kansas 


HOUSEHOLD 


a magazine of adlion for cmall cities and Towns 
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“New Look” 


| ——CONTINUED FROM PAGE 58 <mmemmey 


the fact that we sell them as fast as we 
get them. Each reconditioned machine 
which goes out of the store carries 
with it a one-year guarantee, and our 
waiting list seems to be as long as 
ever.” 

Operation of the sewing center is a 
simple matter, according to Mr. Bern. 
stein. Designed as a traffic puller, it is 
a magnet for Dallas housewives. Two 
alteration workers are constantly busy 
in the center, while other workers 
make buttons, belts, etc., and assist 
customers with sewing matters. In 
some cases, customers may be allowed 
to operate the machines themselves, 
though this is not a general practice. 

“Right now,” says Mr. Bernstein, 
“our workers are busy letting hems 
down. When this ‘new look’ came in, 
we were faced with a shortage of skirt 
tape facing. We solved the problem 
by going out and getting the material 
and making the tape ourselves. 

“All our work in the sewing center 
is done as cheaply as possible, of 
course, most of it at pre-war prices, 
since we are not as interested in mak- 
ing money in that department as we 
are in getting traffic into the appliance 
department. The success of the ven- 
ture is reflected in the fact that in the 
five months since the center was in- 
stalled, business has tripled. Many a 
woman has walked in for a button and 
bought a cooker.” 

His philosophy seems to be borne 
out by actual experience, since a steady 
stream of women were seen coming in 
and out of the sewing center in the 
course of an hour of observation 
Many of them paused at the record 
counter while others stopped to ex- 
amine ranges, refrigerators and small 
appliances on their way out. Obvi- 
ously, not the least benefit derived 
from the operation of the sewing cen- 
ter is the fact that it solidifies many 
friendships in the community for the 
dealer and makes him a factor among 
community sewing circles, thus re- 
sulting in invaluable word-of-mouth 
advertising. 


Shortages Created Center 


Mr. Bernstein’s installation of a 
sewing center came about through a 
series of circumstances which were the 
result of equipment shortages during 
the war. He had been in the appliance 
business 23 years but when the scat- 
city of equipment forced him out of 
business, he went to work for another 
dealer. 

“Practically everything was frozen 
except sewing machines,” he recalls. 
“I went out ringing doorbells to sel! 
them. In the first week, I made $93 
in commissions and the next week, 
sewing machines were frozen, too. | 
had learned quite a bit about the oper- 
ation of them, so I set up a repair 
business and it was in this field that ! 
learned who had machines, who needed 
them and the possibilities of selling 
reconditioned machines.” 

Opening his present store in Sep- 
tember 1946, Mr. Bernstein put in a 
work bench and a button business, 
bought up what second-hand equip- 
(Continued on page 216) 
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EVANS 138 
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EVANS 148 








31,000 BTU 
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42,000 BTU 





EVANS 158 





50,000 BTU 


EVANS 188 








85,000 Bri; 


55,000 BTU 
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EVANS 158.ps5 


Here’s Why— 


VANS IS A GREAT FRANCHISE 


An Evans oil-fired Home Heater franchise means 
® Highest Quality Products—competitively priced 


@ More exclusive features—easier to sell 


® Engineered for efficient operation—customer satisfaction 


® Broad market coverage with fewer units—lower inventory 


® Nationally advertised—customer demand 


® Strong sales promotion helps—real dealer support 


All backed by 


Evans Products Company, one of the world’s largest manufacturers 


of heating devices for the entire heating market. 


IT’S A GREAT BUSINESS 


-when you show the Evans line! 


because Evans Home Heaters have 11 
features no other heater can match 


1. FIREPLACE WINDOW—See 
the Heat 
2. FLOOR LEVEL HEAT—Feel 
the Heat where it’s needed 
3. STYLING—Fits all home sur- 
roundings 
4. NO SIDE-BLASTS — No re- 
arranging Furniture 
. OVER SIZE COMBUSTION 
CHAMBER — Greater heat 
Distribution 


6. COMBUSTION CHAMBER 


uw 


YOU CAN COUNT ON QUICK SALES...MORE SALES. 
AND PLENTY OF PROFITS WHEN YOU SELL EVANS 
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11. 


—Coated with “Glass paint”— 
Resists Corrosion 


. USHAPED FLAME— More 


Heat with Less Fuel 


. DOWN-DRAFT FAN—Uti- 


lizes Ceiling Heat 


. THREE-WAY HEAT—Radi- 


ant, Circulating & Fan-Forced 
HORIZONTAL BURNER — 
Easily accessible 


SUMMER-TIME COOLING 
—With Down Draft Fan 








® have public demand 


® offer no trade-in problems 


EVAN 








Ns 158.p 


@ rank fourth in major appliance sales 


AND IT’S A GOOD BUSINESS BECAUSE HOME HEATERS: 


@ fill a basic need 


@ have a high replacement potential 


O 


@ have a wide-open market 








EVANS 168-D 





65,000 BTU 





EVANS 


HOME HEATERS 














are sold everywhere 





Nationally distributed by 
Westinghouse Llectric Supply Company 
and leading independent dealers 





Your Customers will 
“SEE THE HEAT- 
FEEL THE HEAT- 
And they'll buy fh VANS” 





HEATING AND APPLIANCE DIVISION 


EVANS PRODUCTS CO. 








PLYMOUTH, MICH. 
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94%, of Builders buy 


from Appliance Dealers == 


THIS BUILDER 
BOUGHT and SOLD 
18,000 APPLIANCES 


A typical ‘‘Lockweld"’ home in Smith & 
Hill's Park Ridge Manor project. Every 
home will be electrically equipped by 
the builder. 


This PRACTICAL BUILDER reader 


is not only your best customer... 





he’s your best salesman, too 


Because of the editorial influence of PRACTICAL 
BUILDER, the builder is of tremendous importance to 
you. He works for you in two ways. First—he’s your 
best customer. Second—he’s your best salesman. He 
buys your appliances, installs them in the homes he 
builds, and sells your appliances as part of the com- 
plete home-package. 

Today and for years to come, the building business 
is not only the biggest market for appliances (50% 
of the major home appliances market)—it’s also the 
biggest market for appliance dealers, because 94% 
of all builders buy from dealers. 


LOOK AT THE MARKET! 
Now look at the market. Here’s a partial list of ap- 
pliances builders put into the modern small home: 


Washers Attic Fans — lroners 
Dishwashers Ventilating Refrigerators 
Ranges Dryers Home Freezers 
Bathroom Disposals Kitchen 

Heaters Water Heaters Ventilating Fans 


THIS MESSAGE is addressed to you by the publishers of 
the building industry's leading contractor-builder maga 
zine—PRACTICAL BUILDER—in the interest of bringing 
you and your builder customer closer together, for your 
mutual benefit. Total distribution—70,000 copies 


PRACTICAL BUILDER - 5 SOUTH WABASH AVE. - CHICAGO 3, ILL. 


That's a big slice of business, and year after year 
appliances take a bigger portion of the total cost of 
the modern home. Through the editorial influence of 
PRACTICAL BUILDER, these builders are learning to 
use appliances more, as a wedge against competi- 
tion and as a method of making homes more attrac- 
tive and desirable in the eyes of the prospective 
home buyer. 


A PRECONDITIONED MARKET 

PRACTICAL BUILDER has done an outstanding edi- 
torial job for its thousands of builder-readers, as well 
as for appliance dealers. It has brought them to- 
gether for their mutual profit. Practical Builder has 
preconditioned the market for you. 

You can follow through—you can cash in on PRAC- 
TICAL BUILDER'S influence. Get acquainted with the 
builder—counsel him—advise him on the advantages 
of the appliances you sell. Remember, the builder 
represents your most important outlet for your appli- 
ances. Sell the builder and your sales will be larger 
—your profits greater. 


PRACTICAL 


. BUILDER 


Leads Ed:torially 





Also publishers of BUILDING SUPPLY NEWS, the leading lumber and building material dealer trade paper. 


More builders pay to read PRACTICAL BUILDER than any other publication 
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“New Look” 
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ment he could and reconditioned it for 
sale. It was at this time he made the 
connection with the Brooklyn firm 
which supplies him and has supplied 
him ever since. 

The store is so arranged that all 
customers must pass through the appli- 
ance department to get to the sewing 
center and it is this traffic which has 
been so profitable to the firm. While 
waiting for hemstitching or for their 
turn at a conference with the altera- 
tions experts, customers get a good 
opportunity to inspect appliances or to 
see demonstrations on the floor. 


Possibilities Unlimited 


“TI have learned that the possibilities 
in a sewing business are unlimited,” 
says Mr. Bernstein. “For instance, 
many of our customers want sewing 
lessons. We try to do what we can but 
the volume of work done prohibits 
giving lessons. Perhaps some day, 
we'll add all the trimmings to the sew- 
ing center but right now we are con- 
centrating on selling appliances, and 
we are selling them because we get 
traffic into the store. From there, it is 
just a step to demonstrations and to 
sales. The operation of the sewing 
center is not expensive and, in fact, I 
find it just about the cheapest invest- 
ment possible for the results obtained. 
It is a form of home service which in- 
volves no house-to-house calls and no 
expense in demonstration—your pros- 
pective customer comes right into your 
store.” 

Mr. Bernstein mails out approxi- 
mately 1,000 post cards every week to 
names on his mailing list. These cards 
invite the addressee to use the sewing 
center facilities with its line of but- 
tons, thread and hemstitching work, 
and the response has been heavy, ac- 
cording to the Dallas merchant. 

The Dallas Appliance Store features 
the full line of Westinghouse appli- 
ances. The 30 foot wide by 100 foot 
long shop is divided neatly into depart- 
ments, all of which lead directly into 
the sewing center. The windows of 
the store are dressed with small appli- 
ances and are changed frequently. 

“T’m not competing with the dress- 
makers,” says Mr. Bernstein, “but un- 
til somebody devises a better traffic 
puller than I’ve got, I’ll stick with a 

En 

















“YES, I'M MANAGER OF KITCHEN SALES” 
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No. 562 


10’ One-Speed COOLSPOT 
Oscillator Fan 


12” Three-Speed COOLSPOT 
Oscillator Fan 


No. P-562 


Pedestal Model 10” 
COOLSPOT One- 
Speed Oscillator Fan 


Colored, illustrated catalog 
folder showing fans available, 
upon request. 


Offer yout customets 
quality - moderate 
pices - dependable 


performance 


No. P-1251 


Pedestal Model 16” SIGNAL 
Three-Speed Oscillator Fan 
























16” Three-Speed SIGNAL 
Oscillator Fan 
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NATIONALLY ADVERTISED 
plus all these SALES HELPS! 


FAN-PAC 


“PACKAGED VENTILATION” 







































ATTIC FANS 


Packaged in sound - proofed hous- 
ings ready for instaliation. 24”, 
30”, 36”, 42”, 48” sizes V belt 
motor driven 


PANEL FANS (not illustrated) — 


Direct or “V" belt motor driven 
16", 18”, 20”, 24”, 30”, 36”, 42”, 
- © NATIONAL ADVERTISING 
4 in key magazines pre-sells FAN-PAC 
e for you. 
e 
® DEALERS’ LOCAL NEWSPAPER ADS 
s 
~ 12-PAGE ILLUSTRATED CATALOG 







Printed in 2 colors. Covers FAN-PAC 


fans and accessories 


“NIGHT COOL YOUR HOME 
with a FAN-PAC 


tive new consumer bulletin. 


Attic Fan’ —Attrac- 


“HOW TO INSTALL FAN-PAC”’ 
Comprehensive guide to proper instal- 
lation of FAN-PAC attic fans. 


“COMFORT COOL YOUR HOME AT NIGHT” 
Handy envelope stuffers on attic fans 
showing inside temperature charts and 


various sizes available. 


“FRESH AIR IS GOOD BUSINESS” 


Colorful envelope stuffer on panel fans 


PRICE SHEET 
For quoting prices on FAN-PAC 


at a glance’. 


and 


accessories 


PROFIT WITH FAN-PAC LINE 


Send in the coupon below today to take 
advantage of this quality line, effective 


national advertising and sales helps. 


>DE BOTHEZAT FANS 


® Division of American Machine and Metals, Inc. 









. EAST MOLINE, ILLINOIS 
ALLL LoL. MAIL TODAY SSGREEEES, 
De Bornezat FANs Division, Dept. | 
! AMERICAN MACHINE AND Merats, INc., East MOLtIne, ILLINots | 
Without obligation, please rush latest FAN-PAC prices, discounts and 
atal 1 
aa og 
! : : I 
irm ame Ts -_ ED 
Addre ! 
1 Adaress - ED 
} City & Zone sate ..... — — I 
1 i 


\ Your Name SD 2 
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In the Women’s 
Magazines 


McCall's 


The February issue of McCall’s | 
starts a new series of articles by Eliza- | 
beth Sweeney on appliances. The first 
article is entitled, “This is How I 
Keep House,” and features the home 
freezer, refrigerator, electric dish- 
washer-sink with a garbage disposer 
and an automatic washer. 


Ladies’ Home Journal 


“Step by Step” Gladys Taber shows 
how a typical Midwest kitchen of the 
early 1900’s was remodeled from the 
first structural changes which included 
plumbing and electric work, down to 
the latest in electrical kitchen equip- 
ment. 








Woman's Home Companion 


“Soft Water—Hot Water,” by Eliz- 
abeth Beveridge, is the story of the 
Companion reader-editors who dis- 
covered their newly built home was 
located in a hard water area. The 
| problem of hard water was solved by 

the installation of a water softener and 

an automatic water heater. 

In “Bachelor Dinner” a young ad- 
vertising-man-about-town entertains in 
his small apartment using “electric 
gadgets” such as hotplates, broilers, 
and coffee makers. 





Better Homes and Gardens 


he large, living-kitchen is described 
as ideal by Anne Emery in “Kitchen 
to Live In”, with room for a sandwich 
bar, a fireplace, an all-purpose area 
| where a dining table can be set and 
| where games can be played. 

“Oven Meals” that can be prepared 
in an electric range oven are featured 
by Ida Ruth Younkin in a spread of the 
same title. 

Automatic toasters, waffle irons, 
irons, steam irons, coffee makers and 
roasters are shown in a fractional unit 
entitled “Your Housekeeping is Easier 
with These.” 


House Beautiful 


Cliff May, Los Angeles architect, 
has designed another house for House 
Beautiful which is described in detail | 
in the February issue—“A Four-Way | 
Kitchen,” one of the units, features 
traffic planning, the newest equipment 
such as dishwasher, garbage disposer, 
a range set in a porcelain cabinet base 
with the 4 elements in a straight line, 
electric ventilation, lighting, and four 
doors to four different parts of the 
house. 

“The Laundry and Drying Yard,” 
another unit, shows a laundry planned 
so that laundering cannot become a 
problem. 





House & Garden 


Women in New York’s 400 are not 
above doing their own housework with 
the aid of electric appliances, according 
to “Ladies at Work” in February 
House & Garden, which features sev- 


eral prominent New York women 
using floor polishers and vacuum 
cleaners. 


George P. Turner, kitchen designer, 
devoted 33 percent of his house in La 





(Continued on page 220) 
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with 
NCHOR 


because you make 


Cwer 


FREE 


SERVICE 
CALLS 


You keep a greater per- 
centage of your profits 
when you sell ANCHOR 
STOKERS! Once the de- 
pendable ANCHOR is in- 
stalled, there’s seldom 
any need for free serv- 
icing. 


ANCHOR’S safe, smooth 
and silent operation con- 
tinues year after year to 
deliver trouble-free heat- 
ing. This means customer 
satisfaction! 


This also assures you 
more consistent profits 
as an ANCHOR dealer! 
Anchor Division, Strat- 
ton & Terstegge Co., Inc.. 
P.O. Box 311, New Al- 
bany, Indiana. 


Also 
Manufacturers of 










FA 
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Smashing AdverliseMnents 


REACHING MILLIONS OF ELECTRIFIED FARMS THROUGH 
FARM JOURNAL, CAPPER’S FARMER, THE PROGRESSIVE FARMER, SOUTHERN AGRICULTURIST 


mean big Protits tor lou/ 


Every month powerful Gem Dandy 
Electric Churn advertisements appear 
in the national farm magazines which 
reach practically every electrified farm 
in the country. Over 34 million farms 
are now electrified and the number is 
constantly increasing. 

Surveys made by these leading farm 
publications show that more than 50% 
of your electrified farm customers want 
to buy an electric butter churn (selling 


for about $20.00) right now. Gem 


ae halls: 
































| tl 








; Dandy is the only nationally adver- 
7 tised electric churn .. . the largest sell- 
ing electric churn in the world. 

You can make big profits in 1948 by 
stocking and displaying nationally ad- 
vertised Gem Dandy Electric Churns. 

>I They sell on sight and carry a big mar- 

its gin of profit. 

R 

™ | ACT NOW! 

in- vetsie chur Fe 1. Study the prices listed below. 

ane 1 the rusBeTy oe 2. Order Gem Dandy Electric Ch 

ry: of vnods. Pays ° er Gem Dandy ¢ Churns 
ed ca and Gem Dandy Churn Jars from 
. your distributor today. 

- 3. Order free display material direct 

>n- from us today. 

to \ 

at- ALABAMA MANUFACTURING COMPANY 

1er Dept. A-43 Birmingham 3, Ala. 

rou 

fits 

er! 

rat- 

nc., 

Al- 


-- 
--* 






‘alabama 
andy Blectric 


Deluxe Mode! Retail Price $19.95 
Recommended Dealer's Cost $12.49 
Standard Model Retail Price $16.95 
Recommended Dealer's Cost $11.02 


Gem Dandy Electric Churns may be 
used with owner’s crock or with Gem 
Dandy Duraglas Churn Jars, which 
are sold separately. List price: 3-gal. 
about $2.75, 5-gal. about $3.50. 


All prices slightly higher west of Rockies. 
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16 Cubic Ft 
Home F reezer 


BZ 


8 Cubic Ft 
Home Freezer 





4 Cubic Ft. 
Utility Top 
<——F 
eS =| 
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16 Cubic Ft 
Self -Serve 
F reezer 


8 Cubic Ft. 
Seif-Serve 


Freezer 


16 Cubic Ft. 
Beverage Cooler 


8 Cubic Ft 
Beverage Cooler 
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MARQUETTE 
HOME FREEZERS 


Beautifully styled Marquette Home 
Freezers command attention on your dis- 
play floor. Gleaming white Dulux enamel 
finish with contrasting black recessed 
base and trim ... polished aluminum door 
lifts ... chrome plated trim and name 
plate. Marquette Home Freezers are 
designed to attract ... engineered for effi- 
ciency ... and priced to sell! 


The new Marquette “Utility Top” 4 cubic 
foot freezer is the ideal apartment size 
Home Freezer. Smart Utility Top is 
counterbalanced for quick, easy access to 
Frozen Foods. 


Standard twin door models in Eight and 
Sixteen cubic foot capacity. All Mar- 
quette Freezers are designed for Fast 
Freezing as well as Storage! 


MARQUETTE 
SELF-SERVE FREEZERS 


Marquette Self-Serve Freezers have crystal clear 
Plexiglass sliding doors for displaying and merchan- 
dising Frozen Foods. Plexiglass, the new wonder 
plastic is non-breakable, non-inflammable and clear 
as glass. Excellent visability for fast selling display 
of all Frozen Foods. Sliding doors operating in stain- 
less steel channels give customers quick, easy access 
to Frozen Foods. 

Ideal for frozen food and delicatessen stores, 
grocery and meat markets, ice cream parlors... 
in fact wherever Frozen Foods are merchandised. 
Available in both 8 and 16 cubic foot models. 


MARQUETTE 
BEVERAGE COOLERS 


This Marquette merchandiser puts beverages out 
front by displaying them at their best. Gives cus- 
tomers quick, easy access to DRY bottled beverages 
that are always kept at just-the-right temperature. 
Always clean . ..no water drainage or icing to worry 
about. Plexiglass sliding doors are non-breakable 
and clear as glass. Available in 8 and 16 cubic foot 
models. Temperature range 32° to 45°. 


Marquette is making IMMEDIATE DELIVERIES! Set 
yourself for a profitable Marquette Dealership .. . Go 
Forward with Marquette ... Write or wire today! 


MARQUETTE APPLIANCES, Inc. 


MINNEAPOLIS 14, MINN. 





| Women’s Magazines 


and to 
mothers who do not yet own an iron- 
ing machine by 
Weaver in February Parents in “Iron- 


ing Tricks.” 
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Canada, Calif., to the kitchen. And 
“A Cooling Unit is the Core of This 
Kitchen.” The unit includes a refrig- 


erator room complete with freezer, a 


meat rail large enough to hold a 
whole side of beef, a refrigerator for 


day-to-day use; three spigots at the 
bar-sink for ice water, beer and soda; 
and a smaller refrigerator for appe- 
tizers, wines, etc 


American Home 


William W. Atkin discusses the 


various types of portable heaters in 
“Just to Take the Chill Off’—includ- 
ing portable electrics of the radiant, 
fan and steam variety in addition to oil 
burning and wood burning models. 


Parents 
Tips on how to reduce ironing time 


eliminate fatigue are given 


Elaine Knowles 


Household 


Dishwashers and garbage disposals 


are featured in February Household 
in an article entitled “Elizabeth Shaffer 
Looks at Dishwashers, Garbage Dis- 
posal Units and Garbage Cans.” 


Successful Farming 


Martha Quinn lists many of the 
features to be found in new refriger- 


ators now on the market in Successful 


Farming’s February article entitled 


“These Conveniences in Today’s Re- 


frigerators.” 


Good Housekeeping 


In “The Institute Reports on Roast- 
ers, Table Broilers and Casseroles,” 
Good Housekeeping, February, the ad- 
vantages of these small table appliances 


are pointed out, and recipes for com- 


plete meals using these table appliances 
are given. 


Forecast 


“New Dishwashing Techniques” out- 
lines the modern way to wash dishes 
automatically in the February 1948 
issue of Forecast. 


Freezers for Malaya 














VISITING THE U. S., C. M. Lee (left), 
manager of Lee and Fletcher, Singapore, 
Malaya, made arrangements with Robert 
L. Tyler, president of Tyler Fixtures Corp., 
to introduce the company’s Harderfreez 
line of home freezers in Malaya. 
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YOU’LL MAKE MORE 
MONEY WITH THE... 












RIGHT &: 
PRESS | 





FOR APPLIANCE 
REPAIRS 





The right arbor press in your 
repair shop will mean more 
income for yéu, because you 
won't have to turn down jobs 
that you can’t do now. Get a 
Dake press—it’s designed right 
for your needs. All parts are 
built for long service, maximum 
strength, and easy operation. 
Select one of the presses above, 
or write for further information. 
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WHITE CROSS 
PROFIT & TRAFFIC 
MAKERS 





IS JUST AROUND THE CORNER 
and PLUS PROFIT Sales are HERE 


says Miss Whaite Cr0dd 


Display for Traffic! Sell for Profit! That's the way 
to plan your Springtime campaign with the White 
Cross line of small appliances—attention getting 
fast moving items designed for sales and perform- 
ance that satisfies customers. 


Three generations of quality production... mod- 
ern product design in “Matched Beauty”’ styling — ™Plete lin 
here is a surefire Spring merchandising group to sa Hor PL 
bring you action—fast turnover—Plus Profit Sales! ATE 





DISPLAY MERCHANDISER AVAILABLE 
SEND FOR CATALOG EM-30 TODAY! 
Ask for name of nearest distributor 








Tr 


Three Generations of Experience... 
‘ Thousands of Money-Making Dealers. . . 
7 Millions of Satisfied Customers... 





NATIONAL STAMPING and ELECTRIC WORKS, INC., 3250 W. Lake St., Chicago 24, Ill. 
Subsidiary of Eureka Williams Corp. 


TST 


WERICA’S PROFIT LINE OF TRAFFIC-MAKING APPLIANCES | 
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7 
Sell complete MdthanMiaft steel kitchens Be 


BS | S74 
A > 
for volume sales - maximum profits 
~’R " f 
a 4 


No trade-in worries - one sale does it 
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= No service problems to plague you 


Ss SSS 
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Promotion and sales training program... 


“J, aid 
—_» 




















a 


put you in front of competition 


von a" 
‘ 
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“| HAD NO IDEA WE SOLD SUCH WONDERFUL APPLIANCES—GIVE A LISTEN TO HIM.’ 








Clothes Dryers Are “Over the Hump” 





Just as the Northern States Power 
Co. insisted that every dealer selling 
electric ranges own one when they put 
on their great campaign, distributors 
feel that dealers should have dryers in 
their own homes. There a dealer can 
find out for himself how satisfactorily 
a dryer will operate. 

The great job to be done is fitting the 
dryer into the life of the prospect. For 
example, a Wisconsin family had a 
baby but didn’t own enough diapers for 
it. As a result, each evening the baby’s 
diapers were washed out and run 
through the dryer and were ready for 
him the next morning. This bit of 
service is what clinched the family’s 
affection for the machine. 

Recently in Springfield, Mass., a dis 
tributor set up a plan whereby a pros- 
pect has a chance to get a free trial 
with a dryer. The deal is not adver- 
tised and depends on a carefully picked 
out set of prospects. Free trials in the 
It focuses 
attention on the fact that a place is 
needed in every dealer’s shop where 
the prospect can try out a dryer before 
she invests her money 


The Question of Safety 


It is true that one Milwaukee home 
caught fire as a result of the unguarded 
use of an early dryer. However, that 
time has passed because the modern 


| dryer has plenty of safety attachments 


| 
| 


For example, a gas-operated dryer has 
a modulating type thermostat which 
controls the flame size and the B.t.u. 
input. It also has a baso-valve and a 
safety pilot. This shuts off if there is 
a failure of gas or pilot. There is also 
a magnetic valve which opens the line 
when the timer is on. This particular 
dryer is passed by the Underwriters 
Laboratories, and approved by the 
American Gas Association. The timer 
in it is motor-driven and contains a 
fuse link which will break off the gas 
if the machine gets too hot. 

It is a two man job to deliver a 
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dryer to a home. If the home is using 
electricity in abundance, an all electric 
dryer is recommended. When the ga: 
is employed for coeking and water 
heating, the gas model operates more 
cheaply. On a 220 volt electric job— 
and the 110 volt dryer is not recom- 
mended—installation can be done for 
around $28 to $50 anywhere. On one 
recent installation there was required 
32 ft. of flexible BX 8 gage. It took the 
operator three hours to go through two 
concrete walls and install a switch 
block. It cost $6 for labor and $6 for 
material in January, 1947. 

In one city—Detroit—the utili 
gave the wiring free for 200 volt dryer 
service until Jan. 1, 1948. This boomed 
sales in this Michigan city. Today it 
costs about $35 to have this dryer wir- 
ing done. With a dryer using 4,40 
watts three hours a week it means 4 
sizable load for the utility. 

With the gas dryers, the gas com: 
pany usually does the job and the 
cost is about the same. Incidentally 
the gas type dryer is lighted with « 
match just as you light a gas range 

Gas dryers use manufactured, nat- 
ural, mixed or bottled gas. The ma- 
chines, if moved, can be adjusted t 
use the different types of fuel. 


The Market 


The retail cost of dryers today ' 
from $200 to $250. Dryers are being 
bought by the moneyed people in ever; 
community first, just as electric re 
frigeraters were. The bright outlook 
for the future is maintained in a fe 
lease from the U. S. Census Bureau', 
By 1950 it is estimated that ont 
third of the married women in the 
United States will be working. Work- 
ing women have little time for house 
work and form a great market for auto- 
matic appliances. They offer a great 
mass market, eager for any advant- 
age that will save them time or money. 
Market-wise, the dryer is over the 
hump today. End 
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e’s National Advertising 


@ Blackston 
ple of 


Campaign offers another exam 
the factory's far-reaching program 
of merchandising assistance designed 

to arm Blackstone dealers against 

competition. The current series of 
black and white bleed page advertise- 
is strikingly distinctive 
but carries a powerful 
5 mission is to 


ments not only 
in appearance, 
institutional message- It 
build consumer accep 
Blackstone products. Full page adver- 
tisements are scheduled to appeat 
every month. The list of national mag- 
azines has been carefully selected to 
provide the greatest coverage among 
your best prospects for home laundry 


equipment. 


To bridge the gap be 


a and point-of-sale 


tance for all 


tween national 
medi promotion, 
Blackstone offers, as a part of its dealer 
plan, 4 program 


cooperative 
door, Newspaper an 
tising directed by 
tors in cooperatior 


dealers throughout the country. 


BLACKSTONE 


America 











L ADVERTISING 


of Out- 
d Radio Adver- 
Blackstone distribu- 
» with Blackstone 


CORPOR ATION, 


1s Oldest Washer 


Eye-catching format.. human interest 


in this appealing photographic illus- 
Victor Keppler. Bs powerful 
_. distinguish this 


March 20th Post. 


tration by 
brand identification. 
advertisement in the 


The consumer campaign is ably aug- 
mented by 4 long established program 


of factory-created sales aids in the form 


of technical and promotional litera- 


ture, display and demonstration aids. 
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That's the story we're tell- 
ing to 13,000,000 readers 
of Good Housekeeping, 



















Ladies Home Journal, 








and Bet- 





American Homes, 





ter Homes and Gardens. 












NEW... 


and seven piece sets. Your 


special value four 


Ekco salesman has the story 


of these special values. 


THE BIGGEST NAME 
IN HOUSEWARES 


Ekco Products Company 
Chicago 


National Sales Representative, moals 
D.E Sanford Company 


PAGE 27° 




















“IT’S A TRAINING SCHOOL FOR DEALERS 
TO BRING TEACHER AN APPLE!” 


AND DISTRIBUTORS, AND | DON’T HAVE 








TEN SAD 


ave: ’ 
WER aeeat. \. 


Ny 








Leased Record Department 








one who profits by the success of the 
peration. Being located in an appli- 
ince store has proven advantageous. 
In the first place the space that I have 
ems much because it is lo- 
‘ated on the side of a large room— 
independently I would have only a 
very tiny store and possibly not as 


a* 
bigger 


good a location as we have here on the 


Only the Beginning 


‘There is another advantage in hav- 
ng my business in here. I profit from 
the constant flow of radio and radio- 
phonograph customers. Most pur- 
-hasers of a new combination immedi- 
ately buy quite a few records to use on 
it, at number of 
And that is only the 


cause as 


albums. 
beginning, be- 
they go on to purchase rec- 
is a tendency 
the purchase of records 
vith the store where they bought their 
set. And, of course, during and since 
the war there has been a great public 
ucceptance of the radio and appliance 
store as a source of records. The 
majority of record buyers automat- 
ically go to a radio-appliance store for 
records, and when they pick Fergu- 
’s, well, here I am.” 


Hand Made Bar 


ords in the future there 


to associate 


The record department at Fergu- 
son’s is in post-war design. The record 
bar was hand built in Santa Barbara 
to fit the space available, using nat- 
ural wood highly polished. Nine 
leather-topped, chromium-legged stools 
enable the record buyers to relax. 
Suilt into the bar are six turntables, 
each feeding double headsets. In the 
rear, two listening booths, each 6 by 
10 feet, combine with the bar equip- 
ment to provide listening capacity for 
18 people at one time. 

All single records are indexed and 
filed behind the bar where Nethery or 
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his assistant Betty Hoffman can pick 
them out with a minimum of time or 
movement. Albums are kept on shelves 
between the bar and the listening 
booths so that they are readily avail- 
able both to the salespeople at the bar 
and to customers who want to look 
them over. 


Records for Records 


One of the most important features 
that Harry Nethery has put into op- 
eration at Ferguson’s Record Bar is 
the use of Remington Rand index sys- 
tems to list every single record in the 
store’s stock. One near the front of 
the store keeps the list of every popu- 
lar record. Another at the rear lists 
the classical single records. 

Alphabetical flags enable either the 
purchaser or the salesclerk to locate a 
record by orchestra or artist. If the 
record is listed as available it will give 
the number that corresponds to the 
storage file of records and enable the 
clerk to pick out the record immedi- 
ately. Each popular listing is flagged 
again according to the type of music 
—orange for Westerns, green for 
Blues, purple for Boogie, no flag for 
Sweet. 


Simple and Effective 


Mr. Nethery has found many ad- 
vantages for this indexing system. It 
gives him a chance to list the records 
of the many independent companies 
as readily as he can list those of the 
larger producers. Merely by slipping 
in or out a thin strip of card he can 
keep his index up to date on any rec- 
ord, and can list only those which he 
has in stock. Much sales time is saved 
because the regular customers use it, 
not taking the counterman’s time until 
ready for the sale. Then there is the 
advantage of the index over a file 
where customers can look over the rec- 
ords themselves—no breakage. End 
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HEN you start slugging it out in a price-cutting battle, 
nobody wins! You lose—other dealers lose. 

You know how these price fights start. Dealer “A” advertises 

a certain radio at a certain price. Dealer “B,” in the same com- 

munity, tries to cash in on the advertising by offering the same 


- radio at a cheaper price. Each continues to drive the price down 

until both have lost their profit—and the respect of the public. 
ok How much better it is to do business the Sparton way, through 
or 


the SCMP—Sparton Co-operative Merchandising Plan. 


When you are a Sparton dealer, you can’t have a price war- 
not on Spartons—for under your exclusive franchise there’s no 
one else in your town to start a war. And all the while, you 
get better radios at lower prices! 


If you’re tired of the present chaotic, uncertain state of radio 
retailing, better investigate the SCMP—the method of radio 
distribution that protects the retailer in the clinches! Ask us today 
whether the Sparton franchise is available in your community. 





THE SPARKS-WITHINGTON COMPANY «+ JACKSON, MICHIGAN 


MopeEL 10BM76PA—List $259.95* 
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RADIO’S RICHEST FRANCHISE 





Mopvet No. 1037—List $199.95* 
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* ONE SPARTON DEALER IN EACH COMMUNITY 
can Check these profit-increasing features 

rec- 

he ® One exclusive dealer in each e Factory prepared and 

ved community distributed promotion helps 





atil ® Direct factory-to-dealer e Seasonal promotions 
shipment 


Mopet No. 1010—List $139.95* 


the @ Uniform retail prices 


file @ Low consumer prices . 
Por‘ P e Products styled by outstanding 
End @ National advertising designers 





*All Prices Slightly Higher West of Rockies Mopvet No. 201—List $79.95 * 
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NOTE: This appliance business is getting 


PAGE 





more competitive day by day and 
the time has come to give more 
thought to those little things 
which make big customer satisfac- 
tion. Among these, don’t overlook 
speed—speed in service, speed in 
offering what’s new and best, 
speed in getting acquainted with 
the reputation-building values of 
Air Express. 


~ f ald t bub (" 





‘No jay-walkin’ here! 
Gotta get to the airport? 
lo Air Express those 
packages? My poor friend 
haven't you heard? 


‘Air Express picks up 
those packages right at 
your door here, and de- 
livers at no extra cost. No 
waiting around, because 
Air Express goes on every 
flight of the Scheduled Air- 
lines. No U.S point is 
more than hours away! 





“And rates are low. Don’t interrupt me 

I said low. Why else do business men 
use it to ship finished items, replacement 
parts and perishables regularly?” 


opecity Air Express-its Good Business 


¢ Low rates —special pick-up and delivery in principal 
U.S. towns and cities at no extra cost. 

® Moves on all flights of all Scheduled Airlines 

¢ Air-rail between 22,000 off-airline offices. 

True case history: Machine parts made in Camden 
were needed in Chicago in a rush. 32-lb. package 
picked up the 28th at 10 a.M., delivered same day 
at 5 P.M. 669 miles, Air Express charge only $6.88. 
Gave days more time to complete the job. Other 
weights, any distance, similarly inexpensive and fast. 
Just phone your local Air Express Division, Railway 
Express Agency, for fast shipping action. 


V/ LES 








GETS THERE FIRST 











Rates include pick-up and delivery door 
to door in all principal towns and cities 


AIR EXPRESS, A SERVICE 
OF RAILWAY EXPRESS 
AGENCY AND THE 


scneputeo AIRLINES of tne u.s. 
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The Personal Touch 





begin making out the sales slip, handy 
in his pocket. Discreetly now, the 
customer can be steered towards our 
cashier’s station toward the rear of 
the store. But, with the customer’s 
confidence gained, the salesman has 
still accomplished only half of what 
he set out to do.” 

5—Perhaps you’ve guessed it: the 
salesman doesn’t change the scene 
directly to “close of sale,” but is alert 
to suggest other merchandise. If pos- 
sible, the suggestion is related to the 
item just purchased, or at least dis- 
cussed. 

If a major appliance, such as an 
automatic electric ironer, is bought, 
the salesman might suggest a small 
table radio, “ . with a color scheme 
tying in with your kitchen or laundry 
—listen to your favorite programs 
while you sit ironing!” Again, it can 
be an electric coffee-maker, electric 
clock for the kitchen or laundry wall, 
or perhaps a wall lamp to position 
over the new ironer when it is 
installed. 

“Suggestive selling is nothing new, 
no, but we feel that with the ‘per- 
sonal touch’ approach that we practice 
suggestions receive a lot more atten- 
tion. We've been very successful 
along these lines, at least, and we lay 
much of the credit for that success 
to the overall merchandising program 
we're discussing,” commented Robins. 

6—When a salesman senses the cus- 
tomer’s will to conclude her shopping. 
he begins the sixth step of this selling 
program. He bends every effort 
towards making the customer’s leave- 
taking a pleasant one, and to instill 
the desire to return. 


There's No Rush 


It is not just a hasty taking of money 
and good-bye, and a hurried about- 
face to other prospects. The customer 
is invited to be seated at one of sev- 
eral desks thoughtfully located nearby, 
if she is required to fill out any forms 
Or she is seated in an easy chair, or 
on a sofa, groups of which line the 
appliance sales area. (Mayer-Marks 
is a combination furniture-appliance 
operation, thus easily providing this 
situation. ) 

When the salesman finishes with 
the cashier transaction, he bids a 
pleasant “See you again?”, offers to 
shake hands, walks toward the door 
with the customer. Invariably the 
customer leaves smiling. 

“That’s the skeleton of the thing,” 
concludes Robins. “It does away, you 
see, with the ‘catch as catch can’ 
methods that are all too common and 
that breed selling headaches. 

“Today, of course, the biggest head- 
ache any appliance retailer seems to 
have is merchandise availability. Be- 
fore the war we had 100% of our 
main floor utilized as the appliance 
sales floor. Look at it now—only 
about 30% of this area is given over 
to appliances. Naturally we prefer 
the former view. Our salesmen will 
be happy to see its return, but rest 
assured there will be no abuse of the 
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THE 
Ohio, has a gleaming black, red and white 
front of vitrolite, with neon in stainless steel 
letter, and a large corner sign. 


MAYER-MARKS CO., Cleveland, 


customer here, no pushing around, as 
they say. Our practice of the ‘per- 
sonal touch’ is here for keeps. It does 
the job.” 


Training the Men 


Robins pointed out a few more de- 
tails of this merchandising policy, If 
a salesman feels a sales problem is a 
little beyond his responsibility, he asks 
Hetzel, the floor man, to make the de- 
cision. Hetzel in turn refers the mat- 
ter to Robins, always just a few steps 
away, should it be warranted. This 
promotes harmony among the staff 

Mayer-Marks is using a “Junior 
Salesman Training Program,” as pos- 
sible under the Veterans Administra- 
tion. It is working out very satisfac- 
torily. Robins remarked that one 
trainee, for instance, three months on 
the job, was ready for senior rating 

“When a man learns selling up, 
he’s made the grade,” he smiled. “This 
man had a customer who expressed 
interest in a refrigerator. She was 
sold a refrigerator, and then the sales- 
man, through friendly conversation, 
determined the practicality of suggest- 
ing a home freezer in this customer's 
home. 


Lesson in Selling Up 


“She looked at a unit, and listened 
attentively, but didn’t quite take to 
the idea of two refrigeration purchases 
Then the salesman suggested a dual 
refrigerator, combining ordinary stor- 
age with deep freeze facilities, and she 
immediately evidenced real interest. 
He ended by closing the sale of a dual 
unit—he brought a potential $250 pur- 
chase up to $429, and that’s not bad.” 

Mayer-Marks is part of the Rubens 
firm, McKeesport, Pa. Cleveland has 
two Mayer-Marks retail stores, the 
second one located on West 25th St. 
at Denison Ave. 
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BOB MILLER listens to Edward Watson, partner with Luhman and manager 









of the 


service department, office and building. Miller is a radio and television expert 


“TL uhman’s Corner” 





becomes a 
nese cards. 

For instance, the salesman records 
customer was a_ housewife, 
vho was interested in a washer, and 
vho said she would like to bring her 
usband in to see the washer after 
linner. In such a case, the salesman 
ias been instructed to request a tenta- 
tive order which doesn’t obligate the 
1ousewife in any way, but assures that 
tt will be held until the 


matter of record on 


p +} 
rat ne 


the washer 
‘\usband can look at it 

‘We never tell a 
econd visit that we 
appliance she was 


customer on a 
had to sell the 
interested in, and 
way of insuring about 75% 
re-selling,” said Luhman, “This 
© is important to that $300,000 
gross. We have specific cases of sales 
training with these cards where a 
salesman’s daily gross has come up 
trom $100 to over $1,000. We accom- 
lish this by breaking down a sales- 
man’s ‘wrong answers,’ by showing 
um how to ‘sell’ instead of allowing 
the customer to go somewhere else. 

“For instance, in another instance a 
salesman records on his customer ‘re- 
ort card’ that a husband inter- 
sted in a radio console, but finally 
valked away with the statement that 
le had to talk it over with his wife. 
When I get this report, I instruct the 
salesman to suggest in such circum- 
stances that the radio be sent right out 
to the house, set right in the location 
dlanned for it in the living room, and 
that then the prospect can hear and see 
t in his own home where it can sell 
tself. 

‘The salesman goes right along 
vith the radio, and nine out of ten such 
isits end up with the sale closed. Thus 
ve study the types of customers not 


eing 


g closed.” 


it’s one 


Sof 


was 


Seven-Day . Followup 


\nother sales-gainer is the seven- 
day follow-up that Luhman instructs 
ill his salesmen in. Its first point is 
‘o ascertain if the customer is fully 
satisfied with the way the appliance is 
working, and, secondly, the salesman 
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looks around while visiting the home | 


ind notes possible sales leads on other 


appliances. 


And Luhman is looking ahead to 


television sales and service. 
ready calls his radio department the 
“Radio And Television Service De- 
partment” of the store, establishing a 
name in the area. And all console 
radios are sold with one full year un- 
conditional guarantee. This is mot 
a service-and-parts-sold deal, he in- 
There is no catch to it. 

“The reason for this unconditional 
guarantee,” states Luhman, “is that 
television is on the way, for sure, and 
when it arrives here, I want to sell 
television to my radio customers, with 


sists. 


He al- | 


its four-times-as-long service poten- | 


tialities. 
made them happy, 
television sets.” 


Lines Carried 


Brand names at “Luhman’s Corner” 
include the following: 

Youngstown Kitchens ; 
Philco, General Electric, 
Farnsworth, Majestic, 
radios; Bendix, 
A.B.C., Conlon, 


Zenith, 
Re, 
Crosley, Bendix 

General Electric, 
Universal washers; 
General Electric, Universal, Kelvina- 
tor, L&H, Marion, Presteline and 
Gibson electric ranges. General Elec- 
tric, Kelvinator, Crosley, Servel, Gib- 
son, Frostaire and Philco refriger- 
ators; General Electric, 
Bowman, K&M, and Sunbeam traffic 
appliances; New Home 
sewing machines; Deepfreeze, General 
Electric, Philco, Kelvinator, Jewett, 
Frostmaster frozen food cabinets; Eu- 
reka, General Electric, Royal and 
Hamilton-Beach vacuum cleaners; 
Coleman, Duo-Therm and Evan-Oil, 
oil and gas heaters; Bendix, Ironrite, 
General Electric, Universal, ABC and 
Conlon automatic ironers. 

Further expansion plans include a 
basement showroom, along with more 
extensive service facilities. ‘“Luh- 
man’s Corner” is carving a definite 
place for itself in the business history 


of Tonawanda. End 
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Here’s what the 


NATIONAL ELECTRICAL 
WHOLESALERS’ ASSOCIATION 


says about 
Certified Ratings 


At its May, 1947 meeting the National Electrical 
Wholesalers’ Association adopted a resolution con- 
cerning the use of the Certified Rating Label for 
propeller fans . . . the label which assures the pur- 
chaser that the propeller fan he buys will perform 
as specified. 

The resolution states in part: “It is the consen- 
sus of the Fan and Ventilating Committee of 
N.E.W.A. that the standard Test Code is a bene- 
ficial and constructive program in the attic and 
ventilating fan industry.” 


This is important to YOU... 


This action of the N.E.W.A. gives strong support to the 
assured-performance principle of Certified Ratings, and em- 
phasizes the importance to you of following this principle in 
your purchasing of propeller fans. Sixteen of the leading 
manufacturers of propeller fans 
are members of the Propeller 
Fan Manufacturers’ Association, 
testing and rating their fans ac- 
cording to the standard test 
code established by the Ameri- 
can Society of Heating and Ven- 
tilating Engineers. This gives 
you ample opportunity to select 
a certified propeller fan on your 
next purchase. 


LOOK FOR the 
P.F.M.A. Certi- 
fied Rating 
Label on the 
propeller fans 
you buy! 





Published by a 


PROPELLER FAN MANUFACTURERS’ ASSOCIATION 


5-208 General Motors Building 
Detroit 2, Michigan 
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Refrigerator Demonstration Technique 





CONTINUED 


before whom it is to be given, Mrs. 
Kiene believes. Some demonstrations 
are built around the use of electricity 
with no mention of trade names. In 
these demonstrations the salesman later 
sells the appliance. With slight edi- 
torial changes the same demonstration 
can be used for dealer training where 
only the virtues of the appliance are 
sold, and it can be edited further for 
use in the dealer’s store. Where men- 
tion of trade names is ruled out, the 
demonstrator is expected to be clever 
enough to leave her identity firmly en- 
trenched in the minds of the audience. 


Facilities 


All facilities should be at hand for 
the ideal demonstration. If a group of 
homemakers is to be sold a two-tem- 
perature refrigerator, with the major 
talking point the fact that a whole meal 
can be prepared in 30 minutes right 
out of the refrigerator, all the ingredi- 
ents should be within easy reach; and 
neatly arranged trays of auxiliary 
equipment for preparing the meal 
should be in one place as near the 
preparation center as possible. 

“Combining a refrigerator and range 
demonstration is smart,’ Mrs. Kiene 
said, “since the complete meal must 
be cooked to effectively carry out the 
story.” 

A clean-up center should be pro- 
vided. However, this is not always 
possible, in which case makeshift ar- 
rangements should be provided, such 
as a bowl of water for washing the 
hands and plenty of paper towels. This, 
however, is absolutely the only place 
Mrs. Kiene permits use of makeshift 
in any form in a demonstration. 

“Everything a demonstrator does 
should be in full view of the audience,” 
Mrs. Kiene warned. “She must never 
try to put anything over on her audi- 
ence—100-percent honesty is essential, 
and only when the demonstrator is 
working so the audience can see will 
they be convinced.” 

The speaking voice is just as much 
a manipulative skill as working with 
the hands, Mrs. Kiene believes. “If 
the speaking voice cannot be heard, 
there is no point in doing anything with 
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“WHO SAID YOU COULD 
USE MY ELECTRIC RAZOR?” 





the hands—the demonstration might 
just as well stop before it starts,” she 
added. 


Dramatizing the Demonstration 


“Good timing is the finest form of 
dramatics,” Mrs. Kiene pointed out. 
‘Any good demonstration is a display 
of dramatics from beginning to end, 
and the more simple the dramatics the 
more effective they become.” 

The average 7 cu. ft. refrigerator 
holds 76 individual meals, all with 
proper nutritional and caloric balance 
—in other words, 3-meals-a-day for 
6-days for an average family. This 
capacity story can be told dramatically 
by taking out of a 7 cu. ft. refrigerator 
a week’s supply of food for an average 
family and displaying it in a massive 
array on a table. 

Charts and posters are also import- 
ant dramatic elements if they do not 
predominate the demonstration, and 
one way they could be used effectively 
is to tell how important the refrigera- 
tor is in safeguarding the family 
health. (For instance, The Metro- 
politan Life Insurance Co., has made 
surveys recently which show a marked 
decline in child mortality in recent 
years, and they attribute some of this 
decline to refrigeration). End 




















“YOU ARE NOW GOING TO WITNESS SOMETHING TRULY PHENOMENAL!” 
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Who ever heard 
of a 107 Res 


Over one tenth of Woman's Day's 
3,000,000 readers sent twenty 
cents for this crochet booklet 





THE FACTS 


Item: A 64 page booklet of crochet instructions at 
twenty cents a copy, postpaid. 

Where offered: An advance notice in the September 
1947 Woman's Day; an announcement accompanying 
8 pages of crochet material in the October issue; a 
reminder in the November and December issues of 
Woman's Day. 








Rate of Response: Weekly Cumulative 
Week ending September 5 11,241 11,241 
Week ending September 12 13,185 24,426 
Week ending September 19 13,371 37,797 
Week ending September 26 15,814 53,611 
Week ending October 3 44,133 97,744 
Week ending October 10 48,804 146,548 
Week ending October 17 34,598 181,146 
Week ending October 24 25,961 207,107 
Week ending October 31 19,188 226,295 
Week ending November 7 16,943 243,238 
Week ending November 14 14,072 257,310 
Week ending November 21 10,678 267,988 
Week ending November 28 7,189 275,177 
Week ending December 5 7,219 282,396 
Week ending December 12 8,414 290,810 
Week ending December 19 4,659 295,469 
Week ending December 26 1,616 297,085 
Week ending January 2 2,953 300,038 
Week ending January 9 4,264 304,302 
Week ending January 16 3,312 307,614 
Week ending January 23* 3,147 310,761 


Where will it stop? Requests still coming in point 
to a total of more than 330,000. 


Where do these women live? Strangely enough, they 
are urban rather than rural. The country’s biggest 
cities produced more than their share of responses. 


Would you like a breakdown? Under the direction 
of Elmo Roper, a breakdown has been made on the 
pattern of the J. Walter Thompson market areas. 
Advertisers and their agents may have copies on 
request. 

is this advertisement goes to press. 











oman's Day 
wi fespone-able 
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More than 310,000 readers have sent 20c 
for their copies and hundreds of requests 
are still coming in each day. When they 


taper off, the total will exceed 330,000. 


It's an old story to us. The women who read 
Woman's Day have always responded 
overwhelmingly to its editorial pages 
...and to its advertising pages as well: 
ask any of the 281 advertisers who, in 1947, 
invested $4,190,000 

in 1,456 advertise- 


ments to tell their 


story in its pages. 





f 


WOMEN’S SERVICE MAGAZINE — 
THE @ MAGAZINE 
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No eall for it...! 


“Nocall forit”...is the most famous First Report in 
history! Galileo got it when he showed the earth was 
round. So did Columbus reporting a new continent, 
and Sir Walter Raleigh bringing corn and tobacco to 
England. It was rubber stamp with Leeuwenhoek’s 
microscope, Watt’s steam engine, Fulton’s steamboat, 
Bell’s telephone, Edison’s light bulb, Curie’s radium, 
and the Wright Brothers’ biplane. 

If that old chestnut stopped everybody who had 
something new, history wouldn’t have happened. And 
you'd be shivering in your T-shirt of smelly rabbit 
skins in some dark cave, and hoping old Sabertooth 
would look elsewhere for lunch! 

There’s no call for anything—if people don’t know 
it exists, what it’s for, where to get it! 

But put one TipToe in a store, anywhere women 
can see it, lift it, try it... answer their questions 


intelligently ...and TipToe makes its own “‘call.”’ 


Pie hinged soleplate is brand new! Tip the handle 


forward, and four-fifths of the soleplate is angled off 


the surface. Use the Toe as a small iron by itself, to 
get into small areas you can’t touch with an ordinary 
iron. It does tucks, ruffles, finicky details, easily and 
quickly. Eliminates the commonest cause of scorching. 


Turns out a better job. No other iron has ever had 


anything like it! ... You could sell TipToe on the Toe 


feature alone! 


Pie in lipfoe—and you'll realize right away 
that the big tubular elements, in both toe and main 
section, aren't just conversation pieces! Cast in, and 


completely covered, part of the metal base itself. each 


element spills out heat like a tap turned on—down 
through the soleplate, where it dries wet fabric fast, 
smoothes the surface without heavy pressure. The 
watts do more work, the woman less! It proves its 
efficiency right off the bat! ... You could sell TipToe 


on its heating elements alone! 


Women like its lightness, and the comfortable 
feel of the sculptured Bakelite handle. The extension 
of the handle underneath, preventing contact with 
hot metal, makes sense to anybody who ever burned a 
finger ironing. And the ventilating deck, that keeps 
the handle cool, isn’t hard to understand... You 


could sell TipToe on its handle alone! 


To STOCK TipToe, you don’t have to £0 OV erboard, 
or borrow money from the bank. Six TipToes put you 
in business. If you know its features, give it good 
display. have any standing with your trade—you can 
sell the six before your bill comes in! 

{nd you only have to sell four to pay for six! The 
$6-plus profit makes TipToe well worth selling—more 
than any other small appliance in stock! 

Newspaper advertising introduced TipToe in 
almost every major city. Spectacular 4-color bleed 
pages in the Ladies’ Home Journal started in December. 
Every user sells other women. Waiting for the “call” 


only loses both time and profits! 


No catt?... We are shipping every TipToe the 
factory turns out—and not one isgoing to a museum! 
The Yale & Towne Manufacturing Co., Electric 


Appliance Division, Empire State Bldg., New York. 





TipToe. .. light in weight, 3 lbs., 2 oz.... large sole plate, 29.4 sq. in. 

...Mew type cast-in tubular heating elements, completely covered, virtually indestructible, 

extra efficient... separate element in toe... specially designed deck deflects heat, separates handle 
from oven... very accurate temperature control, and dependable fabric dial 

... Bakelite handle, sculptured to fit the hand, lessens wrist fatigue, extends under fingers, prevents 
burns... reversible cord for right or left handed ironing... jointed sele plate that 


makes TipToe two-irons-in-one... more improvements than any other iron can show 
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These Are 
Business Builders 


Brighten up your stock with smart, 
fast-moving Dominion appliances. 
Your discriminating customers will 
reach for this strictly modern mer- 
chandise -- approve its beauty and 
sturdy construction. 

Priced right - made right - you can 
sell these Dominion appliances. 

If you would like details on Dominion 
appliances, mail this time-saving 
coupon promptly. 


DOMINION ELECTRIC CORPORATION, 
MANSFIELD, OHIO. 
Please send name of my nearest distributor. | am 


interested in handling the Dominion line of 
traffic appliances. 


DEALER'S NAME 


STREET ADDRESS 


CITY AND STATE 
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FRUIT OUT OF SEASON—Strowberries plain, in a syrup or a sugar pack, 
melon ball cocktails, and fruit-salads with 8 different fruits and packed in indi- 


vidual servings are simple to prepare in their moisture-proof cartons and make 
colorful demonstration material. They also tell the freezer’s economy story 


Freezer Demonstration 


CONTINUED 





tinued Miss Miller. “In most cases 
the demonstrator can plan far in ad- 
vance of the actual demonstration, 
freezing her own foods in season, and 
planning the entire procedure into a 
fast moving, well coordinated whole, 
knowing she can carry her frozen 
foods to the point of lecture in thermos 
bags by car, train or airplane. 

[his opportunity to prepare so far 
n advance leaves the demonstrator 
with plenty of time to dwell on proper 
packaging of foods, to give accurate 
directions for blanching vegetables, to 
talk about her product, and to dem- 
onstrate the best method of cooking 
frozen foods to retain their freshness 
of flavor, appearance and nutritive 
value. 

In this connection Miss Miller added 
that wherever possible, it is wise to 
combine a home freezer with a range 
demonstration. In this way she com- 
pletes the food preparation cycle and 
gives the consumer a complete picture 
of how a freezer will help her in meal 
preparation in her own home. 

Where a demonstrator has no facili- 
ties or privileges for freezing her own 
foods in advance, she can always pur- 
~hase commercially frozen food pack- 
ages to illustrate her points. And, if 
she has no time to bake bread, rolls, 
cake and other pastries, these can also 
be bought in a local bakery, wrapped 
properly for the demonstration. 

While the home freezer is suitable 
for formal platform demonstrations, 
Miss Miller favors small groups, as 
they enable the demonstrator to give 
more individual help. 


A Demonstrator Should Know 


“A good freezer demonstrator must 
know good food; she must keep an 
open mind; she must have imagination; 
and she must keep in step with chang- 
ing times,” said Miss Miller, “for the 
home freezer is really in its infancy.” 
And last but not least, she must know 
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Technique 





the eight basic rules for freezing, 
which are briefly: 1.) Select food of 
good quality—freezing does not im- 
prove the quality of the food. 2.) Do 
not delay preparation for freezing— 
“quick from harvest to freezer” is a 
good rule. 3.) Prepare foods in small 
quantities. 4.) Package or wrap foods 
properly for freezing in moisture- 
vapor-proof material. 5.) Label all 
‘artons and package them correctly. 
6.) Freeze food immediately—do not 
hold cartons of food at room tempera- 
ture longer than necessary. 7.) Keep 
frozen foods stored at zero F or below 
—most foods keep for approximately 
a year. 8.) Care in preparation for 
serving is essential for best retention 
of frozen freshness. 


Use of Films 


Demonstrators travelling to garden 
clubs or church groups are likely to 
find facilities inadequate for a good 
freezer demonstration. In such in- 
stances a demonstrator should avail 
herself of some of the excellent 4-color 
slide films now available on irozen 
foods from manufacturers of this 
equipment. As one of these aids, 
Frigidaire offers a film entitled “Fro- 
zen Freshness” which was directed by 
Miss Miller. 


Question and Answers 


“It is important to allow sufficient 
time for questions and answers in a 
irozen food demonstration,” Miss Mil- 
ler said, “otherwise the demonstrator 
loses an important part of her contact 
with the group. And it is important 
for a demonstrator to obtain the think- 
ing and reaction of the consumer at all 
times.” 

In a small group the program can be 
planned so that the audience may ask 
questions during the demonstration. 
There are times, however, when limited 
time and a large audience make it 

(Continued on page 234) 
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The Miracle of Vornado... 


Told in Fall Page Spreads tin Lite’ 
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A whopping campaign of full pages commences in 
























al April and extends right down to August. Copy and 
ly. a 
ot illustrations go into detail—tell the whole amazing 
ra- . ° ‘ 
ep story of Vornado’s superiority. This tremendous 
OW . . . ° 
i audience of 20,000,000 is being told to come in, ask 
or for demonstration, see the “cigarette smoke test.” Be 
on 
prepared for a lot of visitors. There's a rush coming! 
Z, 
7 
to 
od Better brush up on the exclusive Twin 
“a Cones, the greater air volume, penetration, 
. and circulation features of Vornado. It’s a 
n big and important story, bound to interest 
his W and sell thousands this spring and summer. 
ds, 
ay 
by 
Get into the market early. Use 
Vornado Dating Plan and sell 
before you pay! 
nt 
{ 4 
Til- 4 
all ‘ . ~ 
tal More important still, get your Vornado 
; fequirements promptly to your distributor. All 
ae indications point toward Vornado production 
ask and sales reaching new peaks in 1948. 
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THE O. A. Sutton Corporation WICHITA, KANSAS 
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necessary for questions to be confined 
to the close of the demonstration. At 
other times, in large demonstrations, 
it is advisable to ask the audience to 
write questions on cards. The sub- 
jects are then organized by a com- 
mittee, and the questions given to the 
lecturer in an orderly form at the end 
of the demonstration. 


Dramatizing the Demonstration 


A complete meal, all of which has 
come out of the freezer never fails 
to be dramatic. It can include soup, 
meat, corn on cob, peas, fruit salad, 
rolls, ice cream, cake or pie. 

Other frozen foods may also be 
displayed—luscious out-of-season fruits 
in salad combinations or singly such 
as strawberries or melon balls. <A 


CORN ON COB—A real treat out of season—to preserve flavor don’t over 
blanch or over-cook. Can be packed 4 to 6 in a package, each ear wrapped 
individually so any quantity can be removed as desired. 


Freezer Demonstration Technique 








cake complete with frosting; a pie 
ready to pop into the oven—all have 
eye-appeal. 

“For demonstration purposes, it is 
best to show these foods in their cello- 
phane wrappings,” Miss Miller cau- 
tions, “so they won’t thaw too quick- 
ly.” 

Bread or rolls that have been re- 
heated in their original cellophane 
wrapping give off a pleasing aroma 
of freshly baked bread when the cello- 
phane is removed. 

Miss Miller is not in favor of feed- 
ing the multitude at the close of a 
demonstration. “Display it—but don’t 
serve it,” is her motto. “While eating 
is proof of the pudding,” she con- 
cluded, “it is most impractical in a 
public demonstration !” End 











“—-FUSES, BULBS, SWITCHES—” 
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Now..They All Agree! 
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‘ STAINLESS STEEL 


solves all Coffee Making problems! 


Now you can sell every prospect ... whether she prefers vacuum, drip 
or percolator coffee—for there is a new NICRO Stainless Steel Coffee 
Maker for every coffee making method! And each and every one 
brews full-flavored coffee . . . sparkling clear and delicious. NICRO 
Solid Stainless Steel has so many selling points! It is non-breakable, it 
has no plating to chip or peel . . . it will never discolor or tarnish. It 
cleans instantly with a damp cloth—its gleaming beauty lasts a lifetime! 
NICRO Stainless Steel is absolutely non-porous, never absorbs coffee 
oils or acids, never affects the true coffee flavor. It is easy to see why 
dealers everywhere are selling the complete line of NICRO Stainless 


Steel Coffee Makers . . . why coffee lovers all agree .. . 


1s TO 


Here is the complete new NICRO line of Stainless Steel coffee makers 
Steel 


Vacuum = , 
Coffee you can sell a NICRO Stainless Steel Coffee Maker for every method 


Maker ' of coffee making! Order them today. 


The vacuum coffee maker 
that has broken sales rec- 
ords from coast to coast! 
Its gleaming high polish... 
the exclusive “Flavor In- 
surance” Stainless Steel Fil- 
ter... the many advantages 
of stainless steel make 
NICRO’S Vacuum Coffee 
Maker a real value. 
Model 472— 8-cup size Fair Trade Price $§ 9.95 
Model 1512—12-cup size Fair Trade Price $13.95 


. every one a big sales hit .. . every one of them a profit-maker. Now 





Watch for the Big NICRO 
NATIONAL ADVERTISEMENTS 


NICRO Stainless Steel 
Electric Percolator 


NICRO Stainless Steel 
Percolator 


NICRO Stainless Steel 
Drip Coffee Maker 





...-reaching over 
36,000,000 families! 


The new line of NICRO Stain- 
less Steel Coffee Makers will be 
backed by a terrific campaign of 
colorful, large space ads appear- 
ing in such national publications 
as “This Week” magazine and 
“American Weekly” magazine. 
Contact your nearest distributor 
so that you can tie-in with this 
great national advertising pro- 
gram ... write today. 
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Full8-cupcapacity. 575 watts, 
rapid heating — all solid 
stainless steel pump and bas- 
ket, sleek, modern design. 
Model 229—Fair Trade 
Price Tax incl. ({OR%) $16.95 


A beautiful high-polish per- 
colator—easy to clean. Solid 
stainless steel pump and 
basket. Full 8-cup capacity. 
Model 129—Fair Trade 

Price ‘ $9.95 


Full 8-cup capacity, Will 
give a lifetime of service. 
A “must” for all drip coffee 
lovers. 

Model 388—Foair Trade 
Price $10.95 


NICRO STEEL PRODUCTS, INC. 


3534 NORTH SPAULDING AVENUE, CHICAGO 18, ILLINOIS 


_NICRO_ 


Originators of Stainless Steel Coffee Makers 


a 
THE WORLD'S FINEST 
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. . » ModernAire Fans mean “Temperatures 
for Comfort’ wherever fans are sold; and that 
meons profits to dealers and distributors alike, 
for ModernAire products are becoming in- 
creasingly well-known for their sturdy con- 


struction and performance. You can rely on 
























happy consumer acceptance with ModernAire 
Attic and Console Fans. 


ModernAire Attic Fans come in 36”, 42” and 
48” propeller sizes. 





R FRONT 
ModernAire Attic Fan view 


ModernAire Console Fans come in 16” and 22” 


propeller sizes. 






For descriptive folder, prices, discounts and 


delivery dates write to 


NATIONAL GAS 


EQUIPMENT CO., INC. 


P.O. BOX 443 


TERRELL, TEXAS 





(Lf 


No. 117 
portable 
bench 
grinder | 


$1495 


Light, handy, efficient for workshop, garage or 
factory. Self-contained grinder with 1 fine and 1 
coarse (414" x 3%") grinding wheels. 






















New powerful shaded pole motor operates at cor- 
rect speed. Self-aligning bearings, 1-piece case alu- 
minum housing has integral wheel guards, tool 
rests and switch. Plugs into any 110-120 A.C. 
circuit. 

No. 69 Electric Drill, drills holes up to 44” in 
steel. Die-cast, pistol-grip makes it natural to drill 
straight holes. Has specially wound high torque 
tool motor, only $11.80. 







Ask your dealer to show 
you the complete line of 
SpeedWay 














Blue Line aw : i 
Portable Elec- No. 69 | 
tric Tools. 4" Drill $] 180 ——— 






SPEEDWAY MANUFACTURING CO. 


1827 S. 52nd AVENUE e CICERO, ILL. 
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A COMPLETE AND PRACTICAL KITCHEN in which a meal may be prepared 
instantly is a feature at Mingledorff’s. Such displays constitute shrewd eye-appeal 


to the housewife. 


Always the Right Customer 








guiding principles since he started his 
business. By observing the results of 
a sales campaign in Savannah, he can 
apply the lessons learned to a later 
campaign in Augusta, and vice versa. 
Mistakes are thus ironed out, profit- 
able ideas and angles are incorporated 
and public response is weighed in map- 
ping the new campaign. The sales 
managers, Mr. Clausen and Mr. Ran- 
kin, are constantly in touch with each 
other and maintain an exchange of 
ideas and opinions. It is a case of 
“two heads are better than one”, and 
a constant check and interchange of 
business experiences and information 
between the shops in the two cities has 
proved to be a valuable factor in ob- 
taining new customers and retaining 
old ones. 


Seasonal Activity 


Experience too, has tought Mr. 
Mingledorff the seasons in which to 
push certain types of merchandise—it 
seems that in the South, this seasonal 
activity is more marked than else- 
where. It also has taught him the 
territory which needs preselling and 


CONTINUED FROM PAGE 45 





special selling and that which doesn't, 
the best way to tie in with national 
advertising and the ins and outs of 
bagging the rural trade. The result 
of conducting trade in two cities is 
that it has given him a double quota 
of experience, he feels, and this ex- 
perience has been, and is now, invalu- 
able in keeping his business in high 
gear. The Augusta branch, while 
tied to the Savannah store in owner- 
ship, merchandise plans and service 
policy, is really a complete store unit 
in itself and ranks among the leaders 
in that Georgia city. This store, like 
the Savannah store, faces on one of 
the city’s major traffic arteries and is 
housed in an attractive white building, 
modernized with air conditioning and 
the newest effects in display and light- 
ing. 

Major lines handled at both stores 
include Leonard and Crosley appli- 
ances, Stromberg radios, Easy wash- 
ers and Carrier air-conditioning. The 
Mingledorff payroll carries the names 
of approximately 35 employees includ- 
ing salesmen, clerical force and serv- 
ice and repair men. End 





THE ATTRACTIVE WHITE BUILDING at 10 Whitaker Street, Savannah, which 





houses Mingledorff's, Inc., features plenty of windows to frame its display rooms. 
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Offices and other exhibit rooms are located in the rear of the building. 
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22 Great Appliances for 


12 MONTH SELLING 


x- Hotpoint’s sensational new line assures 


lu- 
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‘i Here’s why Hotpoint is year ’round profit opportunities — plus vast 
; Du Resdiiee oth o Rete new markets, and more sales per customer. 
ke oe 


1S 


ng, pet with Hotpoint’s 12 new custom- of facilities to assure a steady 
d 
. . Custom-matched, more sales per matched kitchen and laundry stream of appliances — biggest 
customer. ‘ ° a ° ° ° 
fs sila atti cin aie ie appliances. Rain or shine, there advertising campaign in history, 
“4 kets. are year ‘round profit oppor- plus unprecedented merchandis- 
ao > Five great plont, mere and Set- tunities—with a sales potential ing and sales training activities. 
nes ter products. 
ud- - 
von . Powerful merchandising, com- of $2,000 per customer. Everybody’s Pointing to Hot- 
Sad plete sales training. 
, Greatest advertising campaign And there’s record-breaking point, and Hotpoint dealers are 
a support for dealers in Hot- _ pointing to profits today—and 
point’s great new 1948 pro- even greater profits tomorrow. 
j . . 
Everybody’s Pointing To 
gets ; HOTPOINT INC. A GENERAL ELECTRIC AFFILIATE 
5620 West Taylor Street * Chicago 44, Illinois 
The Franchise With A Future 
h 
RANGES + REFRIGERATORS » WATER HEATERS - DISHWASHERS + DISPOSALLS » HOME FREEZERS » WASHERS + DRYERS - FLATPLATE IRONERS > ROTARY IRONERS - PORTABLE IRONERS » CABINETS 
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. 12 major appliances, 12 profit 












Every month’s a selling month 








gram—$20,000,000 expansion 































































| Promotion Pays 








Hot Water 


gto Cd Cash 
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Promotion-minded by business train 
ing and experience, it required no sell- 
ing arguments to get permission of the 
manager to display our attention-get- 


with ting Bendix in the lobby of his thea- 
ter. Here our display carried out the 
MODERN theme—When you own a _ Bendix, 
there’s more time for leisure, more 
AUTOMATIC time for good shows. 
We continued our publicity of the 
ELECTRIC WATER HEATER display in the local paper and over 
MODEL A-5 the radio. 


Our radio announcements were 
heard daily over two popular record 





There's a big and profitable market for this 











spel ss put arf tingly = ient x . water NOTE THESE IMPORTANT request shows. Aimed to attract 
eater. It’s idea r use wherever hot water : 
| women listeners, these request shows 

is desired in modest quantities and where FEATURES } prctallbsnes.-r-nieee 
space is limite "i. elds 3 eallens | are conducted by a personable young 
rs eaahe . ad e 4 ° c : “ 
Trailers Garages Tourist Cabins Gives you 12 to 15 gallons of man who refers to himself as “Old 

Doctors’ and Dentists’ Offices usable hot water when tem- Brother 3ill—the Chester Avenue 
P P aw and Seeuty — — pered with cold water | Hillbilly.” He calls his shows the SUPPO 
ummer Cottages airy Barns . D ilicataeS aaie a i . “CAN YOU RECOMMEND ONE—OR IS THAT A . 

Serviee Station Wash Rooms Automatic thermostat control, zaniest” on the air and likes to take VIOLATION OF THE FEDERAL TRADE COMMIS. display 
Built like salt Tilia Mies gal set for 165 -170 , keeps wat- | liberties with the commercials when SION ACT?” 
ult like a vacuum bottle nCavy Galva er always hot for instant use. eas | 
nized steel inner and outer tanks 2” rock Only 14 20” h the advertisers have no objections. 

1 ” ‘i h 
wool insulation — handsome white Dulux ss soy Me Ad-libbing and joking, he accused 
enamel finish. Fully automatic — plugs into | year guarentee the theater of trying to out-do the bank 7 
any 110-120 electrical outlet easily con- : A pendent food markets throughout 
nect it ' pil Can be installed in h offering a good show while it did G t Bak field 
ec oO water pipes. é e instaliec Suggested f z . “p a ; sreatel pakersneiad, 

vertical or horizontal position. Retell erie — $45. oo your washing lor you. rut seriously, 


girls,” (his familiar reference tu his Then the Food Chains 


e 
listeners) “be sure to see that beauti- : : : Ligl 


. . Now during the past decade t 
ful Bendix—its exterior cabinet is . =? septal 


precious gold and silver, but inside ts 


Cash in on this quantity-selling, profit- 
making item. Send for catalog and discounts 
now. We can make immediate shipment 
through your jobber 

oo ° e 7 e ~~ . e * 


MODERN WATER EQUIPMENT CO. 


546 Grant Place, Chicago 14, Illinois 


business has undergone considet 
' ; “ change. From grocery store 
something just as precious—it’s the , ; 5 . t 
|. thet” S : clerks behind counters and other « 
miraculous mechanism that saves vou : 
accepting orders by telephone, wit 


precious hours.”’ 
delivery men and charge account 


MANUFACTURERS OF erectaic WATER HEATERS Yes, our Millionth Bendix was get- 
WATER SOFTENERS WATER FILTERS ting lots of attention. During the week 


| it was viewed and admired by an esti- Customers select their own supplies PRO 
TELLS WHAT T0 D0.. EXACTLY HOW 10 00 IT! mated twelve thousand people. The wheel pu about = little — > A ume 
manager of the theater said he felt P@Y the ergo and food checker. na ghts, fric 
the display was a definite attraction and a result . a Cee the hous WES Bj has been a 
thanked us for placing it in the thea- ©! today, _ % the West at any ra 0., King 
tor. does her own shopping and this means Leste, Me 
After all this build-up, could we that she visits her favorite market sa soul “ead 
just wrap up our Bendix and go home ? or three times a week. It was in su = te tel 


l,- e | sur 

. arkets that we planned to take o ' 

Certainly there must be some way we ™ irket ‘. m. . ae ; mp and 
S Millionth Bendix. This could go o 





have come large food markets 





could keep the white heat of publicity ne Standar: 
on it for an extended period of time 2" Some time and it did. Asan men in the 

some way to insure that every © act, we carried on this ers 8 more of th 
voman in our community would see '™™ © arket to another, concluding who buys 
t : our showing in a smart neighborhoo ius to 






Complete Text and Visual Instruction 
ELECTRIC MOTOR Ideal for Beginners . . . or for Actual 


| } } - . ¢ 
, . : market the day before Christmas. 
After discussing several plans we '™4rxett ; 


finally decided on one to display our 


; j i ; appliance 
se < sales sl red a markt 1 
Our Bendix sal 1owed a 1. Vedde 



























. 4 , : . “SH increase during this time. Ber 
Bench Use in Busy Service Shops Millionth Bendix in the leading inde- pact rebar ce Nags — asic item 
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U: —y Jesigned for home study, ELECTRIC ‘TOR REPAIR these things. I mere y state he dhe so variably 
o. * . one cari sf seve tle we did do, and the result was that © Bho a+ 
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SUPPORTING PILLARS contain shelves which make convenient small electric 


display points for Hampton Electric Co., 


St. Louis 


Built-in Racks Display 
Lighting Accessories 


Hampton Electric, St. Louis, Mo. 
Uses Racks for Suggestive Selling 


PROFITABLE extra sales vol- 
A ume of extension cords, flash- 
ghts, friction tape, extra sockets, etc., 
1s been achieved at Hampton Electric 
0, Kingshighway and Fyler, St. 
Louis, Mo., through the installation of 
wel “concealed” racks for these items 
n the back of display pillars in the 
mp and lighting fixture department. 
Standard instructions for six sales- 
men in the store are to suggest one or 
more of these items to every customer 
vho buys a lamp or lighting fixture, as 
yell as to small appliance and major 
appliance purchasers, according to A. 
|. Vedder, sales manager. After the 
lasic item which the customer came 
n for has been sold, it is a simple 
matter for the salesman to step to any 
ithree pillars located down the center 
ithe floor, and pull out extension 
rd, flashlight, or friction tape, and 
resent it to the customer. 


Need an Extension Cord 


“We point out that the use of lamps 
lighting fixtures of any kind almost 
wariably will require an extension 
‘ord at some time or another,” Mr. 
Vedder said. “Therefore, we present 
he extension cord at the same time 
he customer buys a lamp. Contiguous- 
most women have trouble with the 
‘ord on lamps or appliances fraying 
Gngerously, and we offer replacement 
‘ords from the lowest shelf in the pil- 
Along with this, we have foil- 
tapped friction tape which the cus- 
‘Mer may use in event of emergencies 
0 insulate exposed wire, or to hold 
Mts together until the right kind of 
‘air job can be done. Finally, since 
‘ery home lighting system is likely at 
“me time or another to come up 
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against power shortages, power fail- 
ure, etc., we have found that it is 
easier to sell a flashlight at this time 
than at any other. Thus, we have four 
items which we can suggest to every 
lamp or lighting fixture purchaser, as 
well as to all small appliance pur- 
chasers.” 

The volume which comes from sim- 
ple suggestion selling of this kind has 
been surprising, according to Mr. 
Vedder—with as many as 250 exten- 
sion cords or replacement cords being 
sold in a month, all to customers who 
have purchased something else to begin 
with. 

In addition to the “suggestion stock” 
pictured herewith, the opposite side 
of each of the pillars had extended glass 
shelving on which popular small elec- 
tric appliances are shown. End 
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“TIMELY MERCHANDISING IS A FASCINATING 
SUBJECT—YOU SHOULD STUDY IT SOMETIME!” 


1, 1948 











Now—a BAR-BROOK FAN 
for every cooling need 


from 18" to 54’ 


BAR-BROOK BREEZEBUILDER* FANS are available 
in 4 sizes—36”", 42”, 48”, 54”. Easily installed in attic, 
basement or closet of any type home. For 15 years 
they have provided quiet, trouble-free hot weather 
relief for home owners—profitable business builders 
for Bar-Brook Dealers. 


THE GREAT 8 FOR ‘48 


The BAR-BROOK WINDOW FAN line now includes 
4 popular sizes, 18”, 24”, 30”, 36”. Ideal for offices, 
small homes, apartment dwellers. Modern styling. 
attractive and durable ivory baked enamel finish. 
Two-speed air delivery. Individually packed in 
handy carry-home cartons—making them profit- 
able “Package” items for the Dealer. 





*Trademark 








Write for the name of your nearest Distributor. 


BAR-BROOK 
FANS 


For..... ATTIC..... BASEMENT 
..... WALL..... WINDOW 


BAR-BROOK MANUFACTURING CO., INC. 


6133 LINWOOD AVE. SHREVEPORT, LOUISIANA 
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CORPORATION 
822-— FISHER BLDG. 





DETROIT 2 
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ICE CUBES a facarte/ 


@ No longer is there a need to fuss 
and fume to get ice cubes. Finger pres- 
sure will do the complete job. With 
individual Jiffy Cube plastic cups, ice 
can be removed by merely pressing the 
dimple on the bottom of the cup. Be- 
cause of its special design, aluminum 
tray can be removed from refrigerator 
with slight pull. THE EASIEST METHOD 
YET OF GETTING ICE CUBES. 


e Also available — JIFFY DESSERT 
MOLDS to fit both tray models. Ideal 
for frozen desserts or giant ice cubes. 


@ SELL ON SIGHT. 


“A” Tray — 12 Cups . . $1.95 
“B" Tray — 8 Cups . $1.49 
Individual Cups — 1 Doz. $1.00 
“Jifly Dessert Molds” — 
GGheceaseces $1.00 


* Pat. & Pats. Pending 
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Type WC—Cabinet Type: 


Designed for inside window sill mount- 
ing, this semi-portable fan is suitable 
and ventilating relatively 
large areas where permanent fan instal- 
lations may be less desirable 
for quiet operation 


Two sizes, deliver- 


with oll 


Belt driven 
Ample capacity for 
apartments of three to six rooms, homes, 
stores, lodge rooms and small factories 
Available with outside automatic louver 
for year-round use. ° 
ing 4500 and 6500 C.F.M 


** 


Both types are equipped with plug-in 
extension cords and switch control 
ished in steel blue baked enamel finish. 


CHELSEA Products 










Type WP—Panel Type: “= 
A three-speed, direct drive, portable 
window tan for effective — in 
small homes, apartments, offices, stores, 
etc. Can be conveniently moved from 
window to window as desired. Fits 
window openings from 31 to 39 inches. 
At full speed, delivers 2000 C.F.M 





the air de! 


of these units has been determined by 


the Stondord Test Code of the Propeller Fan 


STREET 


Monufacturers Association 


LOOK FOR THIS SEAL! 


CHELSEA FAN & BLOWER CO. 


O 


IRVINGTON 11 


WRITE FOR 
BULLETIN #852 
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Honestly, It’s the 
Best Policy 
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would dare state flatly that his product 
is ‘better than any other refrigerator’. 

“And again, a store may advertise 
something like this: ‘Now on the mar- 
ket! An electric washer that makes 
washday easy and adds to your spare 
time!’ Well, that’s all right as far as 
it goes but the fact of the matter is that 
all electric washers make washday easy 
and add to spare time. So we are care- 
ful about making claims of any kind in 
our advertising and we prefer to stick 
to understatement rather than over- 
statement. Every ad Monnig’s runs is 
carefully checked over with this in 
mind before being turned over to the 
newspapers for display.” 

In the matter of honest selling, Mr. 
Stall lists three cardinal principles in- 
sisted on by Mr. Monnig in the sale 
of electrical appliances. The first of 
these is that salesmen are permitted to 
make only certain conditions to cus- 
tomers—conditions well established by 
the store, which exclude exaggerated 
claims for merchandise, improper 
guarantees and unusual sales talks to 
impress the customer. The buyer is 
regarded as one who wants to buy 
something and the salesman is ex- 
pected to demonstrate it to him thor- 
oughly and a may or may not 
result. 


sale 


Price Cutting Taboo 


The second principle is that the store 
will not, under any circumstances, in- 
dulge in price cutting. All equipment 
is advertised and sold at list prices and 
the customer buys at that price or on 
the company’s regular credit arrange- 
ment terms. One point Mr. Stall makes 
here is that some dealers advertise an 
appliance at a figure under list price, 
then charge extra for a piece or pieces 
which normally would go with the ap- 
pliance, such as cord, floor-boards, etc. 
Monnig’s, he points out, sells the com- 
plete appliance with its regular attach- 
ments at its regular price. 

The third principle is that under no 
circumstances are salesmen to indulge 
in “high pressure” selling. No prizes 
are given to customers for their pur- 
chase and no unusual inducements are 
offered. The store feels that it offers 
top merchandise for sale and by so 
doing, renders the best possible service 
to the buyer. 

“By being honest with ourselves, we 


have created harmony among our 
salesmen and a fine attitude for sel- 
ling,” says Mr. Stall. “In the first 


place, when we employ our salesmen 
the first thing we look for is honesty in 
his background, and our investigation 
of him includes a look at his personal 
life, his home life and his past employ- 
ment. After he is employed, we then 
train him by our method of selling and 
indoctrinate him in the store’s policy 
of gy dealing’.” 

C. M. Harris, manager and buyer . 
the electrical appliance department, i 
responsible for the training of we 
men. Mr. Harris’ attitude is that spe- 
cial attention must be paid to new 
salesmen “since they are regarded as 
an investment.” He first talks to the 
(Continued on next page) 
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CORD 
SETS 


for 
Manufacturers 


Jobbers 


r] 
Dealers | 
@ Line Cord Sets | 

! 


ey SED ARE 





@ Cube Tap Extension Cord Sets 
@ Vacuum Cleaner Cord Sets 

@ Heavy Duty Power Cord Sets 

@ Heavy Duty Extension Cord Sets 
@ Heater Cord Sets 








@ AC-DC Resistance Cord Sets 


} 
Prompt delivery . . . top quality. Send | 
us your specifications and requirements 
for prompt attention! 
| 
e 


We carry in stock for immediate delivery 
many types of wire and cable in gauges 
of from 23 to 2, in addition to various } 
types of multi conductor cable for many } 
uses. ‘ 


Our NEW catalog is now available | 
for distribution. Write for your copy 
today! ' 


COLUMBIA WIRE & SUPPLY A 


ELSTON AVE 





5736 


CHICAGO 30 


ILLINOIS 
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ELECTRIC e DEEP FAT FRYER 
FOR THE HOME OR BUSINESS 
FULLY INSULATED ¢ ECONOMICAL 
HEATS RAPIDLY © 110-A-C-CURRENT 
AUTOMATIC CONTROL 





ee, 


| 
NO KITCHEN SHOULD BE) 
WITHOUT THIS FRYER) 
FRIES DIFFERENT FOODS IN SAME FAT * 
NO “CARRY OVER’ OF TASTES AND opors 
FROM ONE FOOD TO ANOTHER ®* NO 
WASTED FAT. 
MR. DEALER— 

If you are interested in a new item thet 
is already in great demand, write vs for 
information on Dealers’ Franchise. 

WOBAR products are fully guaranteed — and 
approved by underwriters laboratories. 


WOBAR DIST. CQ. 
LLINOTS 
DEPT. M 

















BENtLOD I 
P.O. BOX 220 
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an, explaining what to do and 
\ is expected of him. The sales- 
s given literature on appliances 
idy and is required to take the 


1 


Extension course. His first 
sa ire made in collaboration with 
men in the department and he 
ull assistance from them. He is 
to the credit department, where 
irns the store’s credit system, 
in occasional talk by the credit 


er and learns the terms of credit 


Mr. Monnig himself occasion 
)ps by ira talk with the new 
in and in four weeks, the new 
expt ted to be read » sell 
itly. 


Indoctrination Is Thorough 


this time,” says Mr. Harris, 
employees also are thoroughly 
trinated in our ‘honest dealing’ 


vy. That means he knows that « 


yn is the keynote ither th 
y, that animosity nong sales 
vill not be tolerated, that his 1s 
prospects are his own and that 


ules rights are understood and 
red by every other salesman, 

[he store is honest in providing 
vith the best equip nent possible 
ll, in training him to sell the mer- 


lise we offer to the public, and | 


personally make it a point to see to it 


there is at least one sat ple ot 
very model range, refrigerator, radio 
und every other major appliance kept 
n the floor for demonstration. When 
re yutside salesmen are added, we 
will continue our policy of alternating 


the outside men with the inside so 
that every salesman gets a fair chance 
at the best prospects.” 

The department maintains what Mr. 
Harris calls “an honest waiting list’ 
for scarce appliances. No down pay- 
ment is required, buyers are invited to 
come in and get their names on the 
list and when the desired merchandise 
arrives, the top name on the list is ad- 
vised. The list is not kept secret and 
customers may see where they stand 
at any time. The store is obligated to 
follow the list rigidly but the customer 
is not obligated to buy. 

By such methods of merchandising, 
Mr. Monnig believes his store has 
been enabled to attain its present posi- 
tion among the leaders. Occupying an 
entire city block in the heart of down 
town Fort Worth, thousands of shop- 
pers daily pass through its doors, 
drawn by the knowledge that here is an 
“honest dealer.” End 
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Ml dressed p,,. 
<i 


O down any “Main Street” and you'll find that the store that’s 

J “all dressed up’—that’s smart, modern, good looking—is th« 
one that’s “going places.” For the appearance of a store is very much 
like that of a person—either it catches your eye and attracts you 
favorably or you pass it by without a second glance. And hundreds 
of merchants have taken advantage of this fact to build bette 
businesses. 

How? By modernizing their stores—inside and out—with Pitts 
burgh Glass and Pittco Store Front Metal. You, too, can use thes« 
products to achieve greater prosperity—to bring you more cus 
tomers from a wider area... to increase your sales... to add to 
your profits. 

Consult an architect. This will assure you a well-planned, eco- 
nomical design— a real sales winner. Meanwhile, fill in and return 
the coupon below for vour free CcOpV of our book on store mod 
ernization. It shows scores of “Pittsburgh” remodeled jobs—proves 
how Pittsburgh Products can work magic for vou. 


“PITTSBURGH 


STORE FRONTS 
AND INTERIORS 


PAINTS 





GLASS - CHEMICALS - 









































IT’S A SAFE BET that this attractive 
electrical appliance store in Kenton, 
Ohio, is “going places.” Moderniza- 
tion like this, with Pittsburgh Prod- 
ucts, means more customers, greater 
profit. Dress your store for better 
business with Pittsburgh Glass and 
Pittco Store Front Metal. 







Pittsburgh Plate Glass Company 
2096-8 Grant Building, Pittsburgh 19, Pa 


Without obligation on my part, please send me 
1 FREE Copy of your book on store modernization. 


Name 


Address 








BRUSHES - PLASTICS 





PITTSBURGH ae on a 





, 1948 





GLASS 














COMPANY 








PAGE 241 














DRAKE 


RELIABLE 
.. SOLDERING 
», EQUIPMENT 

































































WORKS, INC. 


3656 LINCOLN AVENUE 
CHICAGO 13, ILLINOIS 
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DRAKE ELECTRIC 


Appliances Aren’t Hardware 





hardware department to its mass dis- 
plays, put electrical appliances in the 
colorful atmosphere of bright lights, 
pastel walls, complete kitchen-laun- 
dries, soundproof radio rooms, every 
thing that the competing specialty re- 
tailers had been putting into their 
post-war stores. 

\ppliance prospects at Ott’s are hit 
by two telling punches when they con- 
sider major appliances. Mass displays 
show them there is variety, a model 
and price to suit their needs and their 
purses, that there is no need to try 
elsewhere. Working model kitchens 
and laundries bring the prospects closer 
to home by putting the appliances into 
the correct atmosphere, by making the 
prospects visualize the selection in their 
own home, and by giving the appliance 
vorking quality that takes it out 
of the cellophane-wrapped sample class. 
Two kitchen-laundries, one for the 
General Electric line, one for Westing- 
house, are used by Ott’s both as selling 
areas for individual appliances and as 
samples of the complete kitchens it 
merchandises. 

Appliances need selling space. Ott’s 
knew that a new appliance department 
would have to give the appliances ade- 
quate floor space for specialty selling, 
enough room so customers could be 
taken around leisurely in uncrowded 
conditions, where they could stand back 
and get full-length views of major ap- 
pliances, where salesmen could carry 
on long discussions and demonstrations 
in an atmosphere of relative privacy. 
Shared selling space in a hardware de- 
partment, with its constant 
small-item purchasers, would not per- 
mit that type of selling. 

In Ott’s new Appliance Center, com- 
separate f the hardware 


life, a 


flow of 


pletely trom 
department, there can be no flow of for- 
ign traffic. By several methods, Ott’s 
has arranged the appliance center to 
give the impression of a sales floor 
much larger than its 3,000 sq. ft.— 
mostly by keeping the major appliances 
along the walls in staggered groups 
facing slightly toward the front, and 
by keeping table-high merch- 
the center of the floor to 
allow one entering the store to see all 
to the The result—a 
wide, deep, spacious sales floor, un- 


é 


only 
andise in 


the way rear. 
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“WATCH CLOSELY, HERB—YOU MAY BE IN ON 
ELECTRICAL HISTORY!” 


CONTINUED FROM PAGE 47 











“LOOK, MOM, THE MIXER MAKES A GOOD 
OUTBOARD MOTOR!” 





crowded in appearance even when it 
has a normal flow of traffic. For an 
appliance-handling hardware firm it 
provides a comfortable, unhurried at- 
mosphere where appliance shoppers 
planning to leave from $10 to $500 can 
take time to make decisions without 
standing in the rush of those who pur- 
the thousands of small items 
which make up a hardware depart- 
ment’s volume. 

Appliances need window displays— 
eye-catching, persuasive windows that 
stop street traffic, divert it to the inside 
sales floor. Uncrowded windows, strong 
displays—these are not too practical 
when the window area is alternated 
with hardware and garden supplies, or 
when it shares the window and the 
attention of the passerby. Windows 
that would always display appliances 
would be important, too, to cater to 
the public’s habit of being “regular 
lookers”, of looking at the appliances 
each time they pass—until that mo- 
ment when they need something, or 
their resistance is broken. Alternating 
windows with other than appliances 
would break that chain of impressions. 

Only a few feet from the main store 
entrance, near enough to take advan- 
tage of the large flow of people who 
patronize Ott’s modern hardware, 
sporting goods, housewares _sports- 
wear, and other major departments, 
the new storefront that catches the 
attention of the traffic on Santa Bar- 
bara’s main street is still an independ- 
ent sales window divorced from the 
goods in the company’s other depart- 
ments. The full-plate glass door is 
set back 10 feet from the sidewalk 
with the windows each an arc curving 
back to meet the door. Full-length 
backdrops are used in the windows only 


chase 


for half the distance of the arc, thus | 


leaving the rest of the area clear for 
a view to the inside areas of the store. 
Outside, running the full length of the 
store, is a sign made of cut-out letters 
which become silhouettes against the 
store’s ceiling illumination at night. 
Appliances need women-appeal. Ott’s 
has joined the majority of the specialty 
appliance dealers in not underestimat- 
(Continued on next page) 
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Cords and 
Cord Sets 


Selected by 


leading manufacturers 


...why not by you! 


A full line of 
Flexible Cords for the 
Repair and Service 
Industry, obtain- 


able through jobbers 
and distributors 











Approved by 
Underwnters’ 
Laboratories 





CORNISH WIRE CO., inc 
15 Park Row, New York 7. N.Y 





0S¢\FIRCULATOR 











e Big 24-inch ultra- 
quiet blades e Au- 
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tomatic safety 
mechanism prevents 
fan tipping over if it oscillates 
against obstruction e Easy toorder 
and stock (pedestals and fan unit 
interchangeable) e Prompt deliv- 
write now for information. 


ery 
Underwriters’ Laboratories Liste 
The great NEW 
name in 
household appliances 


| G-M Laboratories inc., 4292 N. Knox Ave., Chicogo4! 
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WIZO Hoth 


ing attachments. 





ELKAY 


323-27 West léth St. 


ORDER BY MAIL 


REFRIGERATOR 
COVER 


| $13.00 


Carrying Harness Extra 





Waterproof, padded. Ad 
justable to fit 4 to 10 
CuFt. boxes. Wraps 
Ground completely. 


WASHING MACH 
COVER 


$9.00 


Gives complete Protec 
tion. Padded, waterproof 
Height 49”, diameter 31” 


: Covers for utomatic 
a Washers ' only $8 fo. 
y GAS AND RANGE 
COVER 


$12.00 


Easy to slip on 


Nee 


Write for 


Prices om Other Padded Covers 


jonces 


a's Largest Pad 


.oge 4! 





, [ncease Your 


Yacuum (Cleaner 
sales with WIZO 


VACUUM 
CLEANER 


Products 


are 100% pure Paradichloroben- 
zene, made especially for de-moth- 


Wizo Moth 


Products are made for every pur- 
pose—in Vaporizer, Crystal and 
Nugget form. Leaves no clinging 
odors and guaranteed to be non- 
injurious to any fabric. 


Write For Catalog 


PRODUCTS CO. 


e-4., 5 mY 


AND SAVE! 


Eliminale Damages 
and lisly Cbuins 


NEW HAVEN QUILT & PAD CO. 


Flea APPLIANCE 1723) 
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NEW HAVEN QUILT & PAD CO. 


Manutlacturers 


Am 
82-84 Franklin St., New Haven Il, Conn. 
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ing the  purchasing-power-wielding 
woman. Home-managing, mechanics- 
minded post-war females may be in- 
creasing as patrons of the hardware 
departments, but they are still not at 
ease or particularly interested in the 
tools, saws and sandpaper atmosphere 
of the hardware store. They are at 
home in an exclusive appliance shop 
where everything is designed and built 
to ease their labors, improve the quali- 
ty of their work, or offer them enter- 
tainment. In creating a separate appli- 
ance center, Ott’s has eliminated any 
resistance that could be met by having 
woman-appealing appliances grouped 
with man-appealing hardware. Even 
the connecting link within the build- 
ing is between the appliance center and 
a woman’s haven, the china, glass and 
gift department. 

Appliances need specialty selling— 
and only with an exclusive appliance 
area with its own management and per- 
sonnel, could Ott’s expect to do a 
specialty selling job equal to that of the 
independent dealers. Allowing the 
same salespeople to handle appliances 
and hardware long ago had been dis- 
continued. Known were the hardware 
salesman’s greatest assets, at least 10 
years experience in hardware, knowl- 
edge of many thousands of items and 
their uses, infinite patience to help and 
understand customers regardless of the 
small amount of their purchase — 
knowledge of specialty selling would be 
an asset (and is being looked for more 
and more by hardware men today) but 
it is not usually found in men having 
the aforementioned characteristics. 

With experienced sales manager 
Clem directing trained specialty sales- 
men and saleswomen in the store and 


in the field, Ott’s is in a strong com- 


petitive position in the Santa Barbara 
selling area. Specialty selling helps 


have been set up, including the full- | 


time services of a home economist and 
a full-time kitchen planning expert. 
The home economist serves both as an 
adviser and demonstrator in the Appli- 


ance Center, and is used to follow up | 


the sale of each major appliance with 
a visit to the customer’s home to make 
another demonstration and to answer 
the customer’s questions. The man on 
kitchen planning devotes full time to 


this service, thus is free to spend the | 


needed time in working with prospects 


in their planning, in taking the time to | 
follow up and advise on the progress of | 
End 


the construction and finishing. 





“HERE’S OUR LAUNDRY—OR AREN’T YOU THE | 


DEMONSTRATIVE TYPE?” 
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A $44? ~ 
Women RACE to Stores That Show 
*Kace 63 Onyer 


Here’s the popular new electric dryer that does a fast job with 
@ blast of hot or cool air. Women use it for drying hair or hands, 
nail polish, hosiery or fine lingerie —even for defrosting and 
vaporizing. The country’s greatest merchandisers are depending 
on RACE 65 for added sales volume. 


RACINE UNIVERSAL MOTOR CO. 


1637 GOOLD ST. Dept. E-3 RACINE, WIS. 





HEDGEMASTER 


the only Electric Hedge Trimmer 
wih DOUBLE ACTION 


a LN 
rf 





fd 


BOTH BLADES MOVE 


This exclusive Hedgemaster feature has tremen- 
dous sales appeal and is easy to demonstrate to 
your customers. Both blades move in opposite 
direction to each other, providing unequaled per- 
formance and long service. You can sell more 
Hedgemasters because it will outperform any other 
trimmer on the market, is priced right, and nation- 

ally advertised in leading home magazines! 





@ Double action assures maximum cutting efficiency 
and vibrationless operation. Forward stroke of one 
blade balanced by return stroke of other blade. 
Duo-position cutting head may be locked in either 
of two positions for more convenient cutting. Has 
a 10%” cut. 

Weighs only approximately 5 Ibs. Due to balanced 
design it is vibrationless and non-tiring to the operator. 
Compact and ruggedly constructed. Precision built 
of finest, tested materials. 

Hedgemaster is powered by a universal AC-DC 
(25-60 cycle) 110-120 volt motor. Individually 
boxed in carton of six. 


Contact your jobber or write for complete information. 


KAUFMAN mec. co. 


MANITOWOC, WISCONSIN 
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The Kitchen Ventilating Fan That’s Different 
KITCHEN-AIRE! 





How and Why Kitchen-Aire is Different: 


Equipped with CENTRIFUGAL TYPE HEAVY DUTY ALUMINUM IMPELLER 

MM t [ | it I sir strea > r g eal ne $s 

Operating ed exte g—fully protected rustproof non cor 

rosive a active inum housing against all weather conditions 

Adaptable to a wide diversity of locations—either ceiling or wall 

Simple expe e wal ce r stallations Standard 6” duct provides con 
enie ¢ take grill to exhaust unit, no special costly duct to 
ler N waiting as 6” pipe is readily available anywhere Installations on 

exterior wa equire 1 du 

Balanced back draft damper automatic in operation—no shutter to open—no 

bain te ¢ 

Handsome small j ed a j ntake e read ends itself to any interior 


Distributors here's your winner! Get the facts, be convinced! 


STEWART MANUFACTURING COMPANY 
3202 East Washington Street 





COMPANY TRUCKS and cars lines up in front of the store. The building repre 


sents only half of the completed structure which will have another wing as the 


business grows 


Lafayette, We Are Here! 





Indianapolis 1, Indiana 




















It takes "KNOW-HOW' 


to make a good 
Electric Water Heater 


Thermogray has been manufacturing 
electric water heaters exclusively for 23 
years. Vast experience and continu- 
ous research is your assurance of low 
first cost, low maintenance and cus- 
tomer satisfaction. Every Thermogray 
heater is built entirely in the home plant 
to assure quality control. 


_ THERMOGRAY COMPANY 
| JEFFERSON, IOWA 
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work and promptly sold them again to 
he en handling service. In return, 
the company pays mileage for all serv- 


' ' : 
e or other calls and also a sales com- 


ission on parts used. They get a 
Hat figure for warranty work. The 
men pay themselves for time at agreed 
rates. If there is a profit at the end 
yf the year, it is shared fifty-fifty by 
the Appliance Center and the repair 
workers. From the start this depart 
ment has carried itself and helped to 
‘arry the business. 


No Formal Opening 


here was no formal opening when 
the business started. The partners 
were still building up their lines—and 
the actual number of appliances avail- 
able was not sufficient to make the de- 
sirable showing for such an event. 
Instead, they advertised in the local 
Shopping News in order to make the 
name of the firm known. They kept the 
shop brightly lighted and attractive, 
and they went out to make personal 
contacts. They have also done quite a 
bit of field selling in the year since 
their opening because they wanted to 
make themselves known in the com- 
munity. 

Incidentally, this has built up quite a 
business for the firm in such available 
and less-in-demand items as home 
freezers. The San Francisco Bay cities 
is a whole have not done particularly 
well in building a market for this ap- 
pliance, but the Lafayette-Walnut 
Creek area seems to respond well to 
cultivation in this field. The area is a 
prosperous one, near enough to trans- 
portation for commuters, attracting a 
rather better than average economic 
level of home owners—and it has a 
‘limate warm enough to lend itself to 
i little gentleman’s farming in connec- 





tion with city-type homes. This means 
fruit and vegetables which can be 
preserved by home freezing and also 
iccess to farm meats and chickens. 
There is nearby hunting and fishing. 


r the demand has been mostly for 


SO 


far 
the 8- to 10-cu. ft. size freezer and 
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iy later extend itself to larger boxes 
of the walk-in type. The partners 
not consider selling really small boxes, 
er inatussios Amalie sn 
except ) apa nent adwellers W ) 
ot have room for anything larger and 
who use their boxes for storagt 
The firm had been operating for 


more than a vear before the parti 
began to think of 
Early this fall, however, it became 


formal pening 


liveries on certain types 


parent that de 


appliances were beginning 
pretty reliable. They sounded 


manufacturers of their various 
and learned that iall range 
might be a possibility. So they sched 
uled this as a grand event which wast 
combine a sound range promot 
the same time that it served t 
duce the new firm formally to th 
munity. Advance advertising was 
in the local paper, personal invitat! 


+ 


were given and cards were set 


to all customers of either the appliance 


or service departments, secondly to a 
prospect names with whom they | 


had any contact, and third to personal 
friends and prominent members ot the 


community and adjacent areas 
they would like to know bette: 


Autumn Range Show 


The event was well advertised 


firm took extensive space in the Shop- 


ping News, which was match 
most of the range 
wares were to be included, wit 
result that an eight-page sprea 
devoted exclusively to announ 


of the Show. This. of course, was sup- 


plemented by free 


the award of a home freezer 
of the two days of the show, plus ra 


and pressure c okers. Searchlights 


were used at night aiter the ord 
i Hollywood first-night opening 
relatively dark semi-rural a! 


which this event was staged ofter 
excellent background for these penc! 


of light—and many visitors cat re- 


cause they were 


‘urious, reportin 


(Continued on next page 













manutacturers wise 


publicity items 


Door prizes were announced, including 


MERCHANDISING 
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Air Equipment Co. 
announces It’s line 
pes 4S 







































Fifty-four years of experience and 
progressive engineering go into the 
manufacture of the new heavy duty 
industrial and household FRIGID- 
AIR-FANS. 


eee 


These large, carefully engineered 
units are built for long, hard serv- 
ice, with a minimum of operating 
and maintenance cost. 





Belt Driven FRIGID - AIR- FANS 
range in size from 30” to 48” and 
are equipped with heavy duty 110 
or 220 Volt 60 cycle single phase 
AC motors. FRIGID - AIR - FANS 
frames are sturdily constructed with 
| 12 gauge hot rolled steel panels— 
complete electrical welding assures 
greater strength and less vibration. 
| Reports from customers and deal- 
ers everywhere are uniformly free 
of trouble. 





Direct Connected Industrial 
FRIGID-AIR-FANS range in size 
from 12” to 30” and are equipped 
with heavy duty 110 or 220 Volt 
60 cycle AC motors. These units 
also boast the FRIGID-AIR-FAN 
completely welded frame. 


| 
f 















Air Equipment Co. now offers new 
and protected franchises — attrac- 
tive discounts and immediate de- 
livery to Manufacturers’ Agents 
and Distributors interested in han- 
dling this complete line of ven- 
' tilating fans. 


Mailed the attached 
coupon today 











AIR EQUIPMENT to. 
1713 W. Carroll Ave., Chicago, Ill. 


Please send me, without obligation, com-( _ 
pleteinformationonthe FRIGID-AIR-FANS. 


Mame__ 
Méress__ 
City. 


AIR EQUIPMENT CO. 


1713 W. Cerroli Ave., Chicago, Ill 
Worthouse —630 S. Miller St 



























they had seen the lights from miles 
away. 

In advance of the event the windows 
of the entire frontage and side were 


covered with wrapping paper on which 
was announced in large letters the ad- 


vent of the coming Autumn Range 
Show. These were “unveiled” on the 
morning of October 16, to reveal an 
impressive array of fifty or more 
ranges. The manufacturers had al- 
lowed some extra merchandise for the 
event. The Westinghouse model 
kitchen, which occupies a conspicuous 
spot near the front of the store, was a 
featured center of attraction. Both 


gas and electric utility companies sent 
home 


entation. 


economists to assist in the pres- 


No Chance Wasted 


About 2,000 
event, the day’s attendance 
being even larger than the first, as 
word spread about the community. All 
who came registered by name and ad- 
dress in order to be eligible 
drawing for the door prizes. Inciden- 
tally, a special bit of advertising went 
with the drawing, for the tickets were 
gether in a Laundromat 
washer. While they were being scram- 
bled thoroughly in the moving tub, a 
word or two was said about this equip- 
ment, just to keep the crowd 
tained. Thus 


visitors attended the 


second 


for the 


mixed  té 


enter- 
and 
home freezers all received some pub- 


ranges, washers 


licity. The cards with names and 
addresses, of course, are being care- 
fully saved for future contacts. 


Sales, But No Sales Talks 


iade to sell 
the period of the 
for there were too many people 
present to permit of an effective sales 
talk or argument. Neverthe- 
less, quite a number of appliances were 


No special 


merchandise 


attempt was n 
during 
show, 


closing 


sold. The partners and the home serv- 
ice girls were on hand at all times to 
answer questions, as were all other 
employees of the store, including the 
service department personnel. Cus- 
tomers seemed to appreciate this op- 
portunity to compare all makes and 
styles of range and some of them 
placed the ir orders without waiting to 
be “sold.’ End 
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A SLOPING RAMP makes it possible 


to load trucks from the level of the 
service and storage basement 


having to lift appliances. 


1, 1948 








71 YEARS OF WASHER MANUFACTURING EXPERIENCE 


VOSS 


afl 


WASHERS ~ 
and only VOSS 





have the simple 


Precision Made 


Transmission... 


ONLY 4 MOVING 
PARTS 


VOSS BROS. 
DAVENPORT, 


OM cagig 


Bi Og, 9, JO 


MFG. CO. 
IOWA 


oem amen RN OO: 


A OD. 


answer fo every 
thirst problem 


Sizes and models for every need 


Oasis Electric Water Coolers give 
you the winning answer to profits in 
the drinking water cooler field. They 
Jead with selling features, in space- 
Saving compactness... cabinet 
beauty . . . low-cost, low-mainte- 
nance operation . . . and rugged 
durability. Available with giass-fill- 
ers, or the famous Ebco “dial-a- 
drink” bubblers—or with both—in 





5, 10 and 20-gallon sizes. Also bot- 
tle-type electric water coolers. Mod- 


els for either AC or DC operation. 
Water-cooled models with air-sealed 
cabinets for mills and foundries. 
And remember, the world’s largest 
maker of electric drinking water cool- 
ers builds Oasis. Write for full de- 
tails today! 


without im The EBCO Manufacturing Company, Columbus 8, Ohio 
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Aluminized 
REFLECTOR LAMPS 
















Oa ee 
ae By aad’ 


SHELDON 


INFRA-RED 
HEAT LAMPS 






i 
125-250-375 watts 
Regular and Pyrex Glass 
Red, Amber, and L. |. Frosted 





NEXT TIME 
SPECIFY 







40 to 300 watts 
or, Weatherproe 


\ 
Reg pa Colors 















(a 110 aud 220 UVolte 





A vac lab te 


ELECTRIC CO.. Inc. 


68-98 COIT STREET, IRVINGTON 11, N.J. 













The Gill Electric does a big stove 
job in a small space. Bakes, roasts, JUNE PREISSER 
Starring in Monogrom’s 
broils, roasts. Sells fast tor use in apart- SMART POLITICS 
I 
ments, weekend cabins, trailers, 


rooms. Tl 


nothing like 











Sal 


CHECK THESE FEATURES 


o Hammered “Aluminum Sides © Stainless Steel Top 
e Cast Aluminum Griddle © Adjustable Heat 

@ Needs No Special Wiring © Weighs Only 11 Ibs. 
e 110¥ AC or DC Models =o Broiler Oven 


L 
Gere etectaic STOVE 
a GILL ELECTRIC MFG. CORP. 


S AY DLA f 
Quality Electrical Products Since 19 
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Ma 
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ATMEL SVCD HAH win 


Four Ways fo Light 


Among lighting installations submitted in competition 
for merit awards at the recent 2nd International 
Lighting Exposition in Chicago were several for elec. 


MASSACHUSETTS 





WILCOX APPLIANCE, Inc., Greenfield, Mass., owned by George W. Wilcox, was 
lighted by the Western Mass. Electric Co. All fluorescent units were equipped 
with 4500° white lamps and incandescent units were equipped with 300 watt lamps. 
Foot candles of illumination in the store start from 40 and go to as high as 125 in the 
window area. 


ILLINOIS 


o » 


c> ££» 


THE MAIN ELECTRIC SHOP, Glen Ellyn, Ill, was started by two young men who 
realized the importance of good lighting from the beginning. They asked the Western 
United Gas & Electric Co. for a lighting plan. Fluorescent lighting was used, but 
louvered and controlled as a decorative element. Illumination on the first floor 


sales floor, shown above, is over 30 foot candles. Some of the other displays 90 % 
high as 100. 


Time 





wudnt 
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Appliance Stores 


trical stores. The judges thought that the following 
pictures were exemplary, awarding them either Gold 
Seal Merit Awards or Merit Award Certificates. 


NEW JERSEY 





THE SHOWROOM of General Electric Appliances, Inc., Bloomfield, N. J., was lighted 
by G-E Supply Corp. and the Edward J. White Co. The lighting layout features a 
ceiling design of three rectangles each 36 feet long and eight feet wide. In 
addition there are two eight foot sections in the centers of the rectangles. Average 
maintained intensity is 60 foot candles. 


PENNSYLVANIA 





THE RUMSEY ELECTRIC CO., Philadelphia, which deals in lighting equipment, 
designed its own lighting installation. Three continuous rows of light in the 80 foot 
ceiling provide about 85 foot candles of light in the store. In addition, the equip- 
ment is wired for quick demonstration to a lighting prospect, allowing him to see 
three levels of intensity, combinations of fluorescent and incandescent for color 
effects, and the advantages of high lighting. 
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ELECTRICAL 
APPLIANCES 


FOR A QUARTER OF A CENTURY 
THIS TRADEMARK HAS STOOD FOR 
“QUALITY AT POPULAR PRICES” 


The Famous EMPIRE 
Electric PERCO-DRIP 


method of coffee-making 
extracts only the desir- 
able oils to produce 
clear, rich coffee. Starts 
percolating in 60 sec- 
onds. Modern design, 
polished seamless alum- 
inum with cool, molded 
handle, scratchproof 
feet, patented direct- 
heat emersion element 
and insulated valveless 
pump. In 5 and 9 cup 
sizes. 


Smartly modern chrome finished 
EMPIRE ELECTRIC TOASTER 





EMPIRE FOCAL-RAY 
ELECTRIC LANTERN © 


is the favorite of sports- 
men, farmers, motorists 
—all who need handy, 
dependable, night-light- 
ing. Changes from wide- 
spreading floodlight to 
powerful spot at turn of 
the lens head. Aim beam 
in any desired direction 
with all-position pivot 
base. 
Retail Price 
Slightly Higher 
In West 








No. 1802 


Suggested Retail 
rice $4.75 


offers outstanding 
features. Handles 
two large bread 
slices, turns them by 
a flip of the door. 
Large flat top for 
toast-warming. Extra 
large heating ele- 
ment for uniform 
toasting. Durable 
Construction, black 
enameled base, 
scratch-proof feet 
large cool handles. 
A quality toaster at 
popular prices. 


FOcAS-ray 


No. 900 


Suggested Retail 
Price $3.00 





THE METAL WARE CORPORATION 


TWO RIVERS, WISCONSIN 


CHICA 
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@ EaSy-GRiP 
curved 


WANDLES 


@ RUBBER COVERED 
UPRIGHTS ANO 
CROSS BARS 


oe 





@ COUME RATCHET 
STRAP CINCHER 


@ SMOOTH SURFACE 4.” 
SLIDES OVER STEPS 
ON AND OFF DELivEry 
TRUCKS 


EASY does it with this new Fasload Appliance Truck? 





The entire weight of the load rests on big 10-inch rubber 





tired roller balanced wheels Wheels lock in forward 





position for sliding truck under appliance. Then they 





ALL WELDED TUBULAR 


slide back in balanced position to carry the load when saath Shanes 





you kick the handy foot pedal. Double ratchet cinches 





@ QUICK RELEASE 
PEDAL LOCKS AND 
UNLOCKS LOADING OF 


two 12-foot straps. Curved tubular handle slides over 










steps. Rubber frame protectors Rubber covered axle 


nuts UNLOADING POSITION 

The Easload comes complete with 12-foot heavy webbing @ 10.275 auesee 

strap at $15.50 f.o.b. Los Angeles. ( apacity 800 Ibs TIRES 

Weight 61 Ibs @ eussER COVERED 
AMLE NUT 


Immediate Delivery Order Nou 


@ WHEELS SLIDE 
BACKWARD TO 
CARRY THE (O40 


COLSON ster Co: ee 


WITH HEAVY CANVAS 
LOS ANCELES 13, CALIFORNIA 


1317 WILLOW STREET WEBBING 











































Neat from the customer's side! User has 
catalog data at correct reading angle 
with both hands free. Binding in 1-inch 
sections permits instant pick-out and 
replacement. Each section has its 
place, cannot slide. To change sheets, 
you handle only | section; section 
instantly removed and instantly 

replaced. Order additional sections 
as your needs demand 


Save Time, Temper, Money! 
Do you use loose leaf data in buying, selling, speci- 
fying? Then you need EVER READY. Every cat- 
alog sheet is instantly available and in place. No 








SIMPLE AS 


» ABC 
o ‘ 


Cc 


delay, no annoyance, no chance to mislay any sheets 
or to miss related sheets and items. Each section \ 
holds one inch of punched sheets. Each section stays 
in place, yet is removed or replaced instantly. 
Remove any single section for page replacement 
without disturbing the balance of the whole set. 
EVER READY is lifetime built, handsome. Tens A. Open Section B. Replace sheet, 
of thousands in use. Order yours today! close section C. Replace section 

ee 


ORDER TODAY! ALL SHIPMENTS EXPRESS , 


Geneve Mfg. Co, 41 Stevens St, Geneva, lil. 
Gentlemen. Please ship me 








««~-Neo. 12 EVER READY Holder 15 in. wide, Compeny.. conccece 
4 Jeep, 5'q in. tilt. Sturdy steel, 
ark green bolted enomel Capacity, |2 sec An. 
t With wings and 2 sections $5.65 Eo OF. 2 2s ones ne nnne cnceee co eeeccecosece 
..Ne. 24. like No. 12. With wings ond 2) padeoss 
sect Laren re ee ee ees 
ity, 24 sections. $8.50 Eo 
il cmcintdindintiicemsnibinaiiiin a Se 
Add’! Sections, $1.00 Eo woes ate . 


NOTE: Check Kolomozoo 4-post 0), Ring Binder 3.post 0 


MONEY BACK GUARANTEE! 


k 
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WOMEN LOVE SHOWERS, and “Queen for a Day” gives some lucky housewife 
a lot of clothes and appliances that she has dreamed about for years. 


“Queens for a Day’ 
Go for Appliances 


The Cinderella show of radio is shrewdly pitched 
around the things that housewives yearn for. 


ACH weekday afternoon, gener- 
kK ally in Hollywood, an Iowa char- 
acter named Jack Bailey warms up a 
feminine audience which in turn selects 
a queen for a day. 

Out of tour candidates who are 
brought up on the stage, the crowd 
selects one, 

She is greeted with a shower of 
clothes, gifts and appliances that cause 
the 8,000,000 housewives who are 
listening over 450 mutual radio sta- 
“oh” and “ah” 
their dishpans in excitement. 


tions to say and drop 

Reason for a story about the pro- 
gram in this family magazine is the 
tremendous plug for appliances that is 
being put in from coast to coast. Every 
type on the market is trotted out and 
given for free to the winner. 


Unbelievable Gifts—tor Free 


Back of the show is one of the 
shrewdest supersalesmen in the coun- 
try, who very reasonably guessed that 
the most desired objects in the country 
were electric appliances. Even more 
than money or mink coats, these de- 
vices were wanted, he figured, and by 
that group of women who were at 
home when the program was taking 
place. 

George Kamen is noted as a person 
who can sell and close an idea in one 
long distance call. 

Few manufacturers in the appliance 
business have not heard his dulcet 
tones cooing over the telephone, and 
been won to contributing prizes in 
exchange for a good plug over the 
network. 

“With us a lot of firms get men- 
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tioned on the same program, and 
everybody is happy,” he says. 

While possibly not the originator of 
the give-away show, George Kamen is 
said to obtain gifts worth $1,450,000 a 
year, which are handed out to audience 
participants. The Quiz Kids take 
about $75,000 worth of stuff a year 
Heart’s Desire, $600,000; Queen for a 
Day, $6,000,000, and R. F. D. America, 
$120,000. And it is his acute under- 
standing of what women want most 
that contributes to the young riot 
which takes place among women (e- 
siring tickets. Of course it’s difficult 
to obtain the hottest merchandise in th 

(Continued on next page ) 











“ACCORDING TO THIS IMPARTIAL REPORT OF 

THE EFFICIENCY EXPERT, WE FIND THE GREAT- 

EST OVERHEAD TO BE IN THIS PART OF THE 
BUSINESS!” 
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THE 
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PREMIER 
P-20 


ELECTRIC 


WATER 
HEATER 






Send for copy 
of new 1947-45 
cestalog ond 
price list. 


SALES GUARANTEE 


Order a sample...if aot | 
completely satished | 
with quality and sales 
value, send it back! 
Money refunded ! 


@ High Profit 

@ Popular Selling Price 

@ Hot Water by the Pailful 

@ Underwriters’ Laboratories Approved 


A revolutionary, new immersion-type | 
water heater! Not a gadget... finest 
quality unit. Top housing cadmium 
plated and painted red. Heating unit | 
solid copper with hermetically sealed | 
brass tube. Automatic contact switch | 
operates only when pail is hung on | 
switch arm. Retails at $16.50. Full | 
dealer discount allowed. Order from 
your distributor or direct from this ad. | 


Dept. EM-3. 


THE NATIONAL IDEAL CO. 


TOLEDO 4 OHIO 














Al R- F LO AUTOMATIC 


CEILING SHUTTER 








TOP VIEW~~- OPEN - - LESS MOULOING 


FOR ATTIC FANS 


Built so they can be installed practi- 
cally flush with the ceiling, AIR-FLO 
Ceiling Shutters present a refined, fin- 
ished appearance. Their natural alumi- 
num color blends with any decoration, 
eliminating need for painting and no 
grille or winter cover is required. Fur- 
nished in 5 different widths, single panel 
up to 73” long. No operating mecha- 
nism shows. Built-in fusible link. Meets 
fire underwriters’ requirements. Write 
for illustrated catalog 42-A of the com- 
plete AIR-FLO line. 

















VIEW FROM BELOW 


(with 4 1) 


CLOSED 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Blvd. 
Detroit 16, Michigan 
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country, and that is where salesman- 
ship comes in. 
Says Frank C. Callahan of Health- 


Mor, Inc., about the firm’s Filter Queen 


hook-up: “We have been on the pro- 
gram since it started two and a hali 
We merchandise it to our 
58 distributors and 8,200 dealers. 


When the was in Chicago we 


years ago. 


show 


had its popular master of ceremonies, | 


Jack Bailey, do an autographing job at 


Carson, Pirie & Scott’s. He handed 
out 400 autographs. We did the same 
thing with Hecht’s in Washington, 
D. C” 


How Everybody Is Kept Happy 


Schedule of the broadcast is about as 
follows: About half an hour before the 
program goes on the air, the auditorium 
is filled with breathless, squealing 
females, who have fought to get tickets. 

Jack Bailey and his assistants wander 
through the audience interviewing 
prospects. What is particularly sought, 


| it is said, are women who have a hu- 


man interest or humorous story. A 
tie-up with their request should make 
attractive listening. 

Avoided are the females who are 
likely to make lewd remarks or say 
something off color. And there are a 
lot of them. When Etectrricat MEr- 
CHANDISING caught the show, a gray 
haired grandmother who wanted to go 
out the town for a night, was 
dropped like a red hot coffee cup. 
There are women who are colorless, 


on 


| horesome, quarrelsome, and crazy. The 


fine art of editing out the prospects is 
the essence of the job. 
No Fooling Around 
A jury of women choose the queen 
from the four candidates, ferreting out 


the phonies with 
eyes. Applause elects the queen who is 


shrewd women’s 


| crowned, given a robe and scepter, and 


who sits in state on a throne while 

models parade the gifts she is going 
to get. 

“Queen for a Day” is a favorite 

| program in appliance stores. Anyone 

shopping who listens to the high 


pitched squeals never will forget that 
the first enthusiasm of the American 
is for good old household de- 


End 


woman 


vices, 
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“THE LITTLE WOMAN SAYS THERE’S A CAFE 
OVER ON HUBBARD AVE. THAT HAS NO 
TELEVISION!” 





1, 1948 























































































BIG YEAR 
AHEAD FOR BURKS 
WATER SYSTEM DEALERS 


The BURKS 6 Point Sales Builder Program is a com- 
bination of magazine—radio—newspaper—direct mail 
—store display and Dealer Helps—working in conjunc- 
tion with BURKS LIFE-LOK and other exclusive en- 
gineering features. The object of the program is to 
isolate and sell every water system prospect within each 
BURKS Dealer's trading area. The result will be greater 
sales and larger profits for every BURKS Dealer in 1948. 










































































PRIMING 



































e 
More BURKS Dealers are wanted. If you are interested ONE 
in handling the finest engineered line of water systems MOVING 
in the country, write for the BURKS Dealership proposi- PART 


tion. 


2 
DECATUR PUMP COMPANY COMPLETELY 
Makers of BURKS SYSTEMS AUTOMATIC 


51 Elk St. Decatur 70, Ill. 


8 
FOR DEEP 





BURKS SUPER TURBINE Water Systems for shal- OR 
low and deep wells. Only one pump design— SHALLOW 
the famous BURKS Super Turbine with LIFE-LOK. WELLS 


No mechanical pump changes for deep well in- 
stallation—just add proper educer. Easy to 
install—no profit-eating call-backs. 








Do you carry 
GENERAL @ ELECTRIC 


appliances? 


You can carry them with safety, ease and 
greater economy with Webb Slingabouts, pro- 
tective packages tailor made for General Elec- 
tric and all makes of appliances. Here's why. 


— Shock of sudden jars is cushioned, damage 
by weather is eliminated, by Slingabout's 





heavily padded, rugged canvas jacket. 


— Mirror finishes are protected from mars, 
dents, scratches by Slingabout's thick inner 
layers of soft flannel. 


— Movement through narrow doors, hallways 
is facilitated by sturdy sling. Customer's 
property is protected, and risk of injury 
to handlers is reduced. 


—Slingabouts eliminate messy unpacking, 
can be slipped on and off quickly, and can 





be used repeatedly to lower delivery costs. 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 


Send Slingabout prices for model + _ ies 





make — | Refrigerators 


Radio 

Range 

Washer 

Other 

(please specify) 


SEND 


Check 
Address Appliance 








T Oo D A Y City State 





r 
| 
| 
| 
| 
| Name 
| 
| 
| 
| 
| 
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distinguished 
door chimes 
at 

down 

to 

earth 

prices 









New eye appeal 














in horizontal mount- 
ing of solid brass tube 
ivory plastic case - 
. 
e Liberty offers a 
chime for every taste, every decorative scheme, and— 
what's important these days—every purse. These are 
the chimes your customers will buy . . . for Liberty 
Chimes are priced im the market, not out of it. 





All Liberty Chimes sound two notes for the front : 
) New sales 
door, one for the rear 






feature in unique 





Wants matching push 
Honise aan = Nationally Advertised button 
- Ivory finish 


With transformer. 


Kibo Cell 
SINCE 19224 MANUFACTURING CO. MINERVA, OHIO 
yee Ge 
“FoR YOU, GILCOR’S MODERN PRODUCTION - 


METHODS, EXPERIENCED DESIGNING AND 
| USE OF NEW MATERIALS MEAN 


more OY, 


Mie Satie 





The new Gilcor Oil Burning 
Water Heater is ao heater 
that is really new — really 
superior. Exclusive burner.de 
sign gives foster recovery, is 
more dependable. Other ex 
clusive features guarantee 
longer life, easier mointen- 
ance. The sparkling beauty of 





its satin aluminum cobinet, 

rich brown trim and recessed 

controls make it outstanding iN 
in your customer's mind 





The Gilcor Oil Burning Floor Furnace has exclusive 
features galore —two-tone baked enamel finish; 
aluminized steel liners; specially designed burner for 
poor draft conditions; skirted bose around burner and 
| controls; a design that permits easy removal of burner 
| and controls to floor level. Because of production line 
manufacturing the Gilcor is a uniformly better floor 
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furnace, yet is available at a competitive price. 

; CiLCOR PRODUCTS CORPORATION 
DOW AGIAC , MicHICAN 

| WRITE, WIRE OR PHONE FOR COMPLETE INFORMATION 
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Admiral Corp 

Air Conditioning Products Co. 

Air Equipment Co. 

Air Express Division, Railway 
Express Agency 

Alabama Mfg. Co. 

American Central Div. Avco ae 
Corp 

American Electrical Heater Co 

American Express Co., Money 
Order Div. 

American Machine & Metals, Inc. 

American Metal Products Co 

American Tel & Tel. Co 

American Weekly, The 

Anchor Div., Stratton & 
Terstegge Co., Inc 

Apex Rotarex Corp. 

Inside Front C 

Appliance Mfg. Co. 

Appliance Parts Jobbers Assn., 
Inc. 

Armature Engr. “Co 

Automatic Elec. Heater Co. 

Automatic Washer Co 


Baessler Meters 

Bar-Brook Mfg. Co., Inc. 
Bearse Mfg. Co. 

Ben-Hur Mfg. Co. 

Bendix Home Appliances, Inc. 62, 
Berns Mfg. Corp. 

Better Homes & Gardens 
Blackstone Corp. 

Briggs & Stratton Corp. 


Carrier Corp. 

Chelsea Fan & Blower Co., Inc. 

Chevrolet Motor Div., General 
Motors Corp. 

Chicago Daily News ae 

Chicago Tribune 14, 

Clarvan Corp. : 

Clements Mfg. Co 

Cleveland Plain Dealer oi 

Collier's 146 

Colson Equipment & Supply Co. 

Columbia Broadcasting System 

Columbia Wire & Supply Co . 

Coolerator Co., The 142, 

Cornish Wire Co., Inc 

Coroaire Heater Corp., The 

Cory Corporation 174, 

Country Gentleman 

Crosley Div., Avco Mfg. Corp. 118, 


’ 


Dake Engine Co 

Davis Mfg. Co. 

Dearborn Stove Co 

Decatur Pump Co 

Deepfreeze Div., Motor 
Products Corp 

Delco Products Div., 
Motors Corp. 

Detect-O-Ray Co. 

Dominion Electric Corp 

Dow Chemical Co., 
Div. ; 

Drake Electric Works, Inc. 

Driver Co., Wilbur B. 

Driver- Harris Co. 

du a de Nemours & Co. (Inc. ) 
E. Finishes Div. 

Duo- Tiers Div., Motor Wheel 
Corp. 


General 


Magnesium 


Easy Washing — wae 202, 
Ebco Mfg. Co., 
Edwards & Co. 
Ekco Products Co. .... 
Electric Steam Radiator Corp. 
Electric Sweeper Service Co. 
Electromaster, Inc. ; 
Electronic Controls Co.. 


. 183, 


(Continued on page 251) 
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e@ Most compact 10-inch fan and air circulator 
NEMA rated. For home or office; table, floor 
or wall mounting. 

Handsome gray crackle finish, bright plated 
blades and guard, base fully rubber mounted 


@ 110-120 v. 60 cy. 

Laboratories listed. 

Sturdy all-metal construction. Quiet motor 

and blades. No radio interference. 

e Entire fan mechanism pivots smoothly in a 
full 360° arc without having to adjust screws 
- clamps. 

,ow priced for volume sales... 
* PROFIT Ts. 


A-C only. Underwriters’ 


volume 


The —- NEW 


Sucf\ =" 


G-M Laboratories Inc., 42% N. Knox Ave., Chicage, 4) 





(4 \ 


Send For This Valuable 
Mailing List Data! 


To aid you in planning your direct 
mail, check any of these mailing 
lists you may be interested in... 


Business Executives 

Electrical Appliance Dealers 

Manufacturing Industries 

Metal-Working Industries 

Aviation Industries 

Bus Industry 

Chemical Processing Industries 

Civil Engineering and Construc- 
tion Industries 

Coal Mining Industries 

Electrical Industries 

Electronic Engineer: 

Food Industries 

Metal Mining Industries 

Power Plant Engineers 

Product Design Engineers 

Textile Industries 

] Welding Industry 


oooooo0o0o00 AaoOoOoOoOo000 


. attach this ‘ad’ to your busi- 
ness letterhead .. . and mail. We'll 
send you complete information, 
selections, list counts, and prices. 
No obligation, of course. 


Direct Mail Division 


McGRAW-HILL 
Publishing Company 
330 W. 42nd St., New York 18 
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SUPPLEMENT 
P. ae ner e ew 


@ ACCESSORIES | 


@ APPLIANCES @ SPECIALTIES 
@ EQUIPMENT ® TOOLS @ INSTRUCTION 
@ PARTS @ MATERIALS @ REPAIRS 


FOR MORE SALES — FOR MORE PROFITS 


UNDISPLAYED RATE: 


$1.50 a line an insertion. Minimum $6.00. 
(First line small black face type.) Frac- 
tional line counts as line. 10% Discount 
if full advance payment is made for 4 
consecutive insertions. 


DISPLAYED RATE: 


$14.00 per inch per insertion. Contract 
rate on request. (An advertising 
inch ig measured vertically %” on 
one column. There are 4 columns— 
48 inches to a page.) 

















WASHING MACHINE PARTS 


“Any Part For Any Washer” 


Distributor for All 
Leading Manufacturers 
Write In 
For Complete Catalog 


WASHER SALES & SERVICE CO. 


10 Federal Street 


PITTSBURGH 12 PENNA. 








 WYNAR’S 


Washing Machine Parts 


FOR ALL MAKES 





IMMEDIATE DELIVERY 


Wynar Parts & Service Co. 


155 State St. Rochester 4, N. Y. 








Y Practically Sells Itself 
¥ Allows More Profit per Sale 


Y Installs Easily & Permanent- 
ly—approved by the Under- 


writers Laboratory. 


DIRECT FROM MANUFACTURER TO YOU. 
Write fer further Information 


MINES EQUIPMENT COMPANY 
es 


4212 CLAYTON ave. — p+ $7. LOUIS 10, MO. 











WASHING MACHINE 
FLEXIBLE COUPLINGS 





The machined brass bushing F-L-O-A-T-S 
One nents loosely connected parts. Dampens 
noise and vibration. Cushions starting terque. 
insulates between shafts. 


Available now in: 1/2” to 9 lengths. 
Phone Dorchester 2350 
FLEXIBLE COUPLING MFG. CO. 
6220 So. Ellis Ave. Chicago 37, Ill. 








iT TURNS 


95% OF ALL 


CORD TROUBLES 
A BIG VOLUME, FAST MOVING SPECIALTY 
Wireless swivel plug turns, bends, 
swings, spins — eliminates all cord 
wear, 95% of all cord troubles. 
Finest cord. Patented design. f 
FREE display card holds one WRIST 

ACTION set and illustrates unique 
swivel action. See your jobber or [-= 
write direct for details and prices. = 


DAVIS Mfg. Company 





PLANO 2, ILLINOIS 



















For Vacuum 
exchanges. 


M HINE-E Qu IPPED winding dept. 


Aliso available is our large supply of Commutators and nx 


02 g) 





Armature Exchanges 


Cleaners, Mixers, Drills and similar size appliances 
Charges made only for parts you need. 
Others $3.25 and up. Exchanges serviced in large, modern 


No flat rates on 
Vacuum types $2.10 to $3.00 


st shafts 


ELECTRIC SWEEPER SERVICE COMPANY 





*} WASHING MACHINE PARTS — ¥ 
. ANOTHER FRANTZ SERVICE INNOVATION 


FRANTZ ADAPTABLE AGITATOR 


Easily and quickly installed 
in almost every make and 
type of washer! 


Reduces inventory investment — 
saves time for washer service 
dealers. 





Write for name of nearest distributor 


THE FRANTZ MANUFACTURING CO. 
WORLD’S LARGEST MANUFACTURER OF WASHER PARTS ; 
3650 East 93rd Street Cleveland 5, Ohio 














The NEW 
“YEATS APPLIANCE DOLLY” 


Aluminum frame, caterpillar type “STEP GLIDES” for 
climbing steps, straight slide on back for easy loading 
in delivery truck, curved cross members for round 
water heaters. Handles all appliances easier and 
quicker because it is the ONLY APPLIANCE DOLLY 
WITH RATCHET TO TIGHTEN THE HOLDING 
STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
2525 W. Kilbourn Ave., Milwaukee, 3, Wisc. 

















Save Costly Man Hours with This Modern Improved 
E-ZEE-LIFT CARRYING DEVICE 


Standard $14.95 


Universal $17.95 Used Nationally 


Less than 2 minutes to install. Ca- 
pacity 1200 lbs. Made of heavy 
duty belting. Adjustable to most 
all appliances. Universal model for 
any appliance. Standard for stoves 
and washers. Immediate delivery. 


NEAL PRODUCTS CO. 
Marlboro, Mass. 

















DISPLAYS-EXHIBITS 


ALL TYPES—ALL SIZES 
@ Wood, metal, plastic, cardboard, paper, me- 
chanical, carvings, castings. Expert counsel and 
design service 
Ask our representative to call, no obligation 


W.L. STENSGAARD & ASSOCIATES, INC. 














Washing Machine & Vacuum 
Parts & Supplies for All Makes 
Save Place one order 

Money One Trai», ortation Cost 


Oue Dependabi~ Source of Supply 
Write for FREB Catalog 
The C. W. SMITH CO. 


313 W. Randolph St. Chicago 7, 11. 


Increase 
Profits 


2034 Euclid Ave. (Dept. 5) Cleveland 15, Ohio 
it, Suites core | [FREE oe FREE 


Washing Machine & Vacuum Cleaner Parts. 
Save ay | by ordering all your supplies 
from one dependable source. 

Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS &S- 
2720-22 W. Division St. Chicago 22, 





—————— 





WASHING MACHINE PARTS 


“For any and ali makes” 


Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 








1 w, St. Paul 2, Minn. 








One of the FRANTZ PARTS JOBBERS 
WRINGER ROLLS AND 
WASHER PARTS FOR ALL 
MAKES 


GENERAL WASHING MACHINE SERVICE 
758 South Ave. Rochester 7, N. Y 
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346 WN. Justine St. Chicago 7, Hil. 
America’s largest and most display factlitt 



















Mechanical Coin-meters 
for Automatic Washers 














The greatest im- 





No Service - No Repair 





provement in Foot 











They Increase Your Business 
because 
They Always Work 


30,000 in use today 
10 - 15 - 20 - 25¢ 





Valves for high ~ lift 














pumps in years. Flex- 








ible poppet can't leak 





Saves ‘its cost in ser- 





vice many times over 


NOISELESS CHECK VALVES 


















BAESSLER METERS 


38 Sunrise Terrace 
YONKERS 3, NEW YORK 


All position line Check Valves with 
Rubber Poppets. Ask for bulletin 501 


WHITE MACHINE WORKS 
FORT WAYNE 1, INDIANA 



































PAGE 255 


The Cover... 


Entertainment for the entire 
family is now available through 
television—sports events in sea- 
son, drama, cooking  instruc- 
tions, news events as they hap- 
pen and movie re-runs make up 
And by 
the end of 1948, it is predicted 


approximately 750,000 television 


the present programs. 


receivers will be in use 




































LETTERS 


On Keeping Records 
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the varticu art 11 is held, 
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label vel ce d | 
not least, t ) 
When t 
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ite an addre without having the 
treet number, and likewise a shipment 
nvoice which does not give the put 
iser’s order number is as much 
re In tracing s!| ment nd ¢ 
g claim 0 d ord 
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» to shorten letters and teleg: 
it materials, et 


Non-Uniform Cash Discounts 


| t le -take ‘ that 
re attention t t 1g 
nm met t } 
t ount il ow et Oo ish 
the pe ( 
t aL ' 
r ‘ , 
t u 
‘ 
+ ee;nn 
we l rt 
il t ( unt iods 
| 
‘ t ount al- 
, 
, 
t ‘ te 
( 
' 
nts. it ) ( rainwork 
| to re these ] ] 


111¢ 
Oul 


of your business and tl can only be 
done by having one discount period, it 
not the same amount, for this one pe 
riod Che most acceptable and satis 
factory period it seems, trom exper! 
ence, is 2%-l0th Prox. Net 30 days 
Che kind o material billed might 


make the amount of discount vary trom 


to 5% but certainly you would 


have peace of mind in knowing that 
the discount pet 
that it 
month follow 


od had not passed by 
oversight, will be or was the 
10th ot the ing your pur- 


What to Do About !t? 


ianufacturers have been asked 


Some n 
y uniformity of discounts periods 


, 1 
ght not be 


followed and the reasons 
given varied. “It’s our long custom to 
llow these discount periods and we ars 


change them’’—came 


not gong to 


from one or more who allowed dis 


ounts ranging 


on in 
and 16th to 
10th 
Others gave the 
‘ount period 


enabled them to collect accounts befor 


from net to 5% 
dated Ist to 15th 
) 


30th if paid on 25th 


and prox 


spect vely reason 
that thei 


particular dis 


ving to pay their bills. 
Cash discounts are valuable, if there 


One cannot afford to lose them 


be any. 
either from oversight or lack of funds. 
[The banks are always helpful in dis 
counting vour bills and a uniform dis 
ount period would enable you to go 
bank for the neces 


miv once 


to your 
assistance of financing in the event 


vou have to resort to this measure. The 


jobber, one of whom the writer hap- 
pens to be, has, on the present setup, 
paid out practically all of his money 


can collect. 


The discount 


he Tore he 


pet od most agreeable 


to all concerned might be put to a straw 
ote and, regardless of what periods 
vould be found to be the most popular, 
ve should have one and the same dis 
unt period all over the country. 


Cuas. F. Jones, Proprietor 
Vilmington Electrical Supply Co. 


rey 


; ’ ; iP 
‘b uaningtor .ortit . @rotina, 


INTERNATIONAL COVERAGE BY 


ELECTRICAL 
MERCHANDISING 


Publication Office, 99-129 North Broadway, Albany, N. Y 
Editorial and Business Office, 330 W. 42nd St., New York 18, N. Y 


Associate. Editor @ 
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Working Wives By L. E. Moffatt 


Clothes Dryers Are “Over the Hump”. . By Tom F. Blackburn 


Experimental spade work is over; now the trade is learning to merch- 
andise them. 


The Personal Touch a 
Mayer-Marks, Cleveland, have a 6-point “friendly approach” sales 
program. 


Refrigerator and Freezer Demonstration Techniques 
eee at : By Anna A. Noone 
Two more lectures in EWRT’s Course in Demonstration Techniques— 
3rd in a series. 


Always the Right Customer __. ....By A. B. Windham 
How Mingledorff’s Inc., Augusta, Ga., get and hold their customers. 


Appliances Aren’t Hardware 
Ott’s, Santa Barbara, Calif. 
appliance store. 


ee By Howard J. Emerson 
hardware dealers, open a separate 


“Return for Repair” Appliances 
Suggestions for setting up a reserve to handle appliance repairs. 


Promotion Pays. ............... By Dave Urner 
How one dealer in Bakersfield, Cal., made the most of the Millionth 
Bendix. 


New Ideas Pay Off 


Says Fred H. Moore, owner, Modern Home Appliances, Chattanooga, 
Tenn. 


When a Salesman Becomes a Storekeeper. 
Experiences of the owner of Meridian Electric Co., indianapolis, in 
switching from salesman to manager. 


By Clotilde G. Taylor 
Appliance Center at Lafayette, Calif., stages Hollywood opening. 


Honestly, It’s the Best Policy. . 
“Honest dealing,” keeps Monnig’s, Fort Worth, Tex., alive 


“Luhman’s Corner” ee 
Carl Luhman and Ed Watson do a $300,000 volume in Tonawanda, 
N. Y. 


Demonstrating the Kelvinator Range Timer 
The “New Look” Sells Appliances 
Getting Dealers to Sell 


Radio Equipment Co., Indianapolis distributor, follows through after 
merchandise is shipped. 


Leased Record Department 
Francis Ferguson, Santa Barbara, leases space to a record specialist 
News 


Electrical Appliance News . 
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UST because you've never seen an 
appliance dealer driving a horse 

wagon from door to door and 
liing, “Any old iron today?” doesn’t 





mean that you won't. The steel short- 
we has been and probably will be 


sponsible tor a lot of activities be- 
les a gravy market. Frigidaire has 
sked its 9,000 dealers to collect iron 

that the company can continue to 
Other 


anufacturers are, in their own ways, 


appliances in quantity 


lly eager to augment their steel 
lies. One dealer in Massachusetts, 
ta state usually known for extrav- 
ce in showmanship, is seriously 
idering hiring a horse and wagon, 
ing a big sign on the side, lashing 
Dobbin into a frenzied walk, and 
ing out to right the wrong short- 


g He might get a lot of iron 
some publicity. Anyway, it’s an 
ea—iree, gratis. If every dealer 
t is manufacturer get steel, 
collecting scrap iron, the 
y of appliances and the dealer’s 


to show an increase 


+ t 


Radio Prices Down 


nall radio prices thumped solidly 
own to the bottom of the scale in 
New York with the announcement by 
ne manufacturer of a $9.95 set and 
sequent drops to as low as $9.75 
Jewelry 
res seem to have done particularly 
ell with the low priced sets. One 
such chain found that the cheapest sets 
red in the customers—who then 
ught more expensive models. 
onsciousness that the-time-to-sell- 
now has been evident from the 
growing number of promotions. Soaps, 
It ks, household cleaners, auto- 
biles and appliances are all being 
omed by manufacturers who feel 
that something is needed to keep sales 
» You can pretty well be sure that 
storm of promotional activity 
ans that the palmy days are about 
ne. Nearly all dealers contacted 
rt that customers are becoming 
gly coy and choosy, that in- 
buying, while not yet up to 
war totals perhaps, is growing 
tadily. Distributors report an in- 
‘ease in floor-planning by dealers and 
‘ven a decline in the promptness with 
which bills are paid. That many 
Ts are beginning to feel a pinch 
(Continued on next paae) 
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The NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business from 
ELECTRICAL MERCHANDISING’s Regional Editors 








THE FAR WEST 
By Clotilde Grunsky Taylor 





THE MIDWEST 
By Tom F. Blackburn 


THE SOUTH 
By A. B. Windham 





HE pitter patter of falling com- 

modity prices in February had 
merchants in the Southwest talking 
over lunch tables as to what it all 
meant. When would the chill winds be 
blowing on them? 

In 99 out of 100 cases, present day 
appliance selling there consists in sit- 
ting on one’s rear end and waiting 
until Mrs. Rumblebottom comes in and 
asks for it. No advertising. No re- 
cruiting and training of salesmen. No 
ideas. Just set the stuff in the win- 
dow and hope that folks will buy it 
like they do chocolate eclairs. Twice 
as many dealers as needed, few getting 
ready to survive when the going gets 
tough. 

One wonders why W. T. Grant 
stores in Houston are smart enough 
to sell scarce folding rulers on Mon- 
days to lure customers in, yet no ap- 
pliance dealer works his scarce appli- 
ances into publicity as a means to 
attract people. 

Appliances are coming through in 
increasing numbers 


You can buy « 
brand refrigerator within a 
week's wait in Houston. One down- 
town merchant said his February de- 
liveries have been the best he has had. 
Automatic abundant, 
possibly because manufacturers like to 


name 


washers are 


spot deliveries where there is competi- 
tion. Table stuff is 
Houston in bunches. 
Retail tactics still include playing 
hard to get. When retailers find that 
about one name out of nine on their 


coming into 


lists is good, and something stands 
there a bit, they use classified advertis- 
ing. The Sunday Oklahoman for 
Feb. 15 had about everything one 
would want offered in classified. 

Clerks who don’t know the difference 
between hermetically sealed and open 
type refrigerators sell chiefly by tell- 
ing the prospect how long she must 
wait. Mrs. Prospect, being in the 
choosy stage, is looking about. 

No Money Down—Good or Bad? 

In the automatic washer field there 

has been some advertising of sales for 


no money down. Of course the credit 
(Continued on next page) 





A close reader of the newspaper ads 
could have learned a lot about 
the appliance business down south last 
month. In general, almost everything 
was selling in almost every section and 
February became the fifth golden 
month in a row which dealers enjoyed. 
But it seemed that each section of the 
South was concentrating on a different 
factor. 

There was trouble in Florida. In 
Jacksonville, the Appliance Dealers 
Association—18 strong—worked dili- 
gently to fight another black market 
threat, the second for that city in a 
running 
quarter-page ads in the newspapers 
advising the public not to be fooled, to 


year. These dealers were 


beware of so-called “service charges” 
and to demand factory list prices and 
warranty. With the help of manufac- 
turers, these same dealers licked a 
similar threat several months ago. 
Miami, Orlando and_ St. 
Petersburg, however, were having lit- 
tle or no luck in combatting “wildcat” 
dealers who somehow were getting 


Tampa, 


plenty of searce appliances from up 
east and selling them for fancy prices 
to the Orange Staters. Nevertheless, 


(Continued on next page) 


HOUGH well attended, the re- 
ent San Francisco Market Week 
revealed that the era of conservative 
buying has already arrived. California 
winter drought conditions, which may 
lead to restricted farmers’ incomes 
later in the year, perhaps had some- 
thing to do with the fact that dealers 
were a little reluctant to load them- 
selves up with “inventory”. One ob- 
server classified it as a “brand name” 
market, with the better established 
manufacturers reporting good orders, 
while some of 
doldrums. 
Television sets were on display in 
several booths, although it is expected 
that from 8 to 10 months will elapse 
before reception can be expected in 
San Francisco. Most firms were not 
accepting orders, but they reported 
that dealers were anxious to place 
them in order to be able to fill the 
early orders from night clubs and 
taverns. One wholesaler, who also 
sells retail, is already putting in an 
installation for a San Francisco night 


he others were in the 


club which seems to be determined 
to be first to take advantage of the 
public interest in this area 
Video and FM Rolling Along 
In Los Angeles, where televisio! 
programs are on the air 45 hours 
weekly, already about half the pro 
grams are sponsored Some 15,000 
(Continued on page 8) 
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“THE BOSS WANTS TO SEE YOU, BRINKLEY.”’ 
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The me yw-priced television sets ire some makes which are plentiiul, A Houston man whe i ae 
THE EAST i it t e market recently did not, but hard to sell. said yes, that the cost of ng had | 
s one distributor expressed it, “set \utomatic washers are generally in im strapped, but he coul fford + 
the world on fire,” but they did get good supply, depending upon the make. use the laundress’ money auto. 
i lot of people thinking and talking Some, like Frigidaire, are still hard matic payments. Dealers sav they wit 
ibout television who had earlier always to get. The conventional washer pic- ut out these no-money-do sales i { W 
lismissed television as much too highly ture, however, is one of gloom. Too they sense a price cut. " 
eports from Bost riced tor their pocketbooks The in many sources report that non-auto- Good southwestern — salesme; get 
" t t Deal direct sales value of these small-screen, matic washers are backing up. A New about $50 a week and a « 
w-priced sets may be equally as England utility, for example, is re- in all about 8 percent on sal 
‘ gre is any direct profit. “They get ported as “loaded with about 1,000” The idea of distributors doing every. HE 
A hi na people into the stores,” said a Phila of one make rhe dealers who report thing on service—dealers doing not futu 
ett elphia wholesaler, “and that in itself scarcities are generally those who ing—does not seem to be g out appliance 
t important.” Between 18,000 and carry only one make and that produced For one thing the distributo number 
permit 20,000 sets have been sold in the in limited quantities at how much there is, and deals the San 
Philadelphia area since the war, this FM sales have not taken any up- gets a lot of kicks for slow attent started | 
formant estimates ward leaps as a result of Mr. Petrillo’s No complaints have been registered Winter | 
et centralized automatic was and Conset 
t trigerator service, hows Bot dealers ¢ 
t it must be fast. Dealers say mail « more sot 
box owners constantly come to t appliance 
ior repairs, however, on < int time sinc 
slow attention. ized that 
t t Because the trade feels that past yea! 
‘ ‘ ints are going to be too s!| t 1 large 
staple appliances to warrant any 1 realize 
knocking on doors, there is a tr period of 
é i to demonstrate stuff in traff to bothe: 
cre lit Houston grocery chains, Henke & But ce 
es 1 Pillot and Weingarten’s, have ; retion 
ance sections past which housewis huying— 
must proceed in their quest for gro- time to a 
\ ceries { their 
it, their 
New Appliances, New Sales Radios Can Be Sold pe ag 
stability 
jiile Radios, which seem as saturated tributors 
‘ the § iwest as elsewhere, sell best vere sp 
isio _ : from mass displays with deliveries t und for | 
: BETTER SELLING is the aim of the sales promotion and sales training committee day guaranteed. Holidays us ww out | 
of the National Electrical Wholesalers Assn. which, like other committees of the sonal events such as birt “pet ot eale 
organization, met recently in New York. Left to right: Charles G. Pyle, NEWA man- action. Some old folks demand cor motions, 
aging director; P. D. Karsten, Plymouth Electric Co.; George Cohen, Northeastern slen with ae semen chneuer Distrit 
’ Distributors, Inc.; W. M. Fenn, NEWA counsel; L. P. Kefgen, Northern Supply Co.; ree snes ty Bie sa wag eae 
R. C. Hill, director of NEWA's appliance division; Alfred Byers, NEWA secretary; ee hennueniies eas eneaal ao et i want 
1. H. Parks, the Auto Equipment Co.; and K. B. Hopkins, Graybar hahit of were ecobinete “- louse 
Television.” A lot of owners think t for infe 
to fee television is just a little ar | not only 
add wri that may he set on top and the $17 accordin; 
erator deliveries the Mas eb 1 removal of the ban on live price startles them no end salesmen 
P ‘ st 1 | t season when radio The Southwest is where t willing 1 
lucted , The 3 iy truck strike sales normally begin to prepare for ing boom is, and a lot of a f and worl 
ign and the Bost area In't help as their summer hibernation anyway and ire being built in. On-the t1 know Ww 
100 unit tate eale i eliveries are t least ¢ informed source doesn’t its don’t feel their field be they gay 
, me as the were during think that the effects of more and bet- isurped by contractors, becau ket data 
ths of 1947. However ter programs on FM sales will begin have evolved a package m 






















THE SOUTH 








business was so good in each of these 








5 an there ave been cities that little enthusiasm was gen 
t ‘ leale sufficient” w tings of applicants are sieved and a erated to fight anybody. 
\ te it t i rces find the supply in t are made sore by being disqualified. Atlanta, Birmingham, New Orleans 
$70 to inst ‘ proving Washington also see ‘ Inasmuch as high priced automatics Houston, Louisville and D 
New ‘ improvement in the supply Near! generally go to the top crust of society, become television conscious i 
I! ‘ vever, claim that ther e wonders if the appeal is good (Continued on pa 
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NEW IDEAS... NEW CROWDS... 





Dealers Confident 
But Cautious 
At Western Market 





































HERE was no question about the 
future success of the electrical 


:ppliance business when the largest 
umber of buyers in the history of 
le the San Francisco Merchandise Mart 


started pouring in for the Western 
Winter Market Week, Feb. 2 to 7. 
Consensus at the Mart was that 


jealers came to Market Week with @ — CROSLEY DISTRIBUTOR California Elec. Supply Co. set up this THROUGH THESE PORTALS of the Western Merchandise Mart 





more sound and sensible approach to suggestion of how to show amount of frozen foods stored in 312 cu. ft. in San Francisco passed buyers from every state and every major 
appliance merchandising that at any Frostmaster. Nick Dinkle, left, western regional manager of Crosley, nation as attendance at Winter Market Week topped all previous 
time since before the war. Most real- discusses the idea with Jack Hightower of CESCO. market weeks by more than one-third. 


zed that they had weathered well the 
past year’s transition from a small to 
large inventory. Most seemed to 
realize that they were entering a NEW MARKETS 2s 
oeriod of hard selling, but it appeared 
to bother them little. 

ike & But confidence did not breed indis 
retion. Dealers were cautious in 
not holding back, but taking 
me to analyze each order in the light 
f their organization’s ability to sell 
t, their ability to afford to floor it. 
And not only in buying was the 
ility of the dealer evident. Dis 
tributors reported that their dealers 
ere spending less time looking at 
ind for goods, and more time search 
ng out quality selling material, point 
le helps, window and mail pro- 

sales training guides, etc. 
Distributors, too, were on their toes 
No longer did the visiting dealer have 
vait in the wholesalers’ showrooms, 
longer had to seek out a salesman 
for information Distributors were 
not only well staffed in numbers, but. 
rding to dealers, the distributors’ 
salesmen at long last were able and 








villing to sit down with the dealers TELEVISION had all western dealers excited as it came closer to ELECTRIC restaurant cooking equipment line was featured by Hot- 
and work out individual problems, and their cities. Newest demonstration was Admiral’s matched unit point through distributors, Graybar, Inc. Above, right, Oak Adams of 
know what they talked about when which distributor Jim Barrett, second from right, of Kaemper-Barrett, Graybar, tells dealers E. D. Hotaling, left, and Bill Sheehan, center, 
ey gave product information, mar shows to dealers Adrian Greenberg of Union Furniture, Frank Accardi, of Allied Appliances, Richmond, Calif., the sales possibilities in 


ket data, prices and discounts Campbell, Calif., and Eli Popovich of Redlich’s. restaurants. 








—~BNEW EXHIBITS... 
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DEALERS ot Western Market Week gota TWO NEW MODELS of water heaters NEW BLACKSTONE washer and dryer NEW SIMPLEX IRONERS were shown in 
“see at Apex Folding Ironer which H. D. were shown by Fowler, Portland, Ore. Fred were displayed and demonstrated to new quarters of distributor McCormack & 
Los Angeles district manager, opened Fowler, left, shows the table top model to dealers at Western Market Week by new dis- Co. George W. Baack and Al Cipparrone, 
nd closed hundreds of times—gladly. Fred Posthuma. tributor Schlendorf-Kirchner & Co. dealers, get the story from O. N. Rothlin. 
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sé \' PLIANCE dealers should be- 
Fi gin making more use of their 

‘user’ list—those are the satisfied 

to! who are sold on the dealer's 

stor is goods, his reputation and 

his personality The dealer should 
iltivate these customers, their friends 





and their relatives,” E. N. Hurley, 


hairman of the board, Thor Corp., 
Chicago, told appliance dealers and 
ict 


distributors at the opening luncheor 
session of the Winter Sales Confer 
ence of the Bureau of Radio & Ele 
trical Appliances at San Diego on 
Jar y 29. (Editor’s Note: Mr. Hur 
February 25. His obituary 
ears on page 6.) 

How to go about selling appliances 


a 
A 


» people was covered by Arthur 
advertising manager of 
“’s Appliance Division, Bridgeport 
Conn., who told the gathering at the 
evening 





banquet meeting that “ap- 
pliance buyers are people, and as 
predictable.” He said 
that because prospects have common 


people they are 


backgrounds common educatior 
one can predict that the average will 


respond to certai: 





selling methods 

to the beauty of appliances when prop- 
c ly lighted, to the use } gimmi 
} ‘ly illustrations that let 


prospects understand difficult things, 


[ g 
to parables that put the sales st 
into the customers’ words 


These two featured speakers, who 


with SO others appeared on the 10- 


h program. took that old bogey, 
the buver’s market, for a_ beating 
Inst } ant the post 
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How and Where To Sell Studied 
At San Diego Dealer Meeting 


it, it’s too much for me,” 500 dealers, 
distributors, manufacturers’ repre 
sentatives, and guests, sat down to a 
oncentrated program on how to sell 
more appliances, where to sell them, 
and how to make money in the busi- 
ness, 

Led by Hurley and Scaife, the 
parade of speakers included Wm. S 
Jack, former president of Jack & 
Heintz, Cleveland, encouraging the 
ndustry to maintain high standards 
of business ethics even in a_ highly 
ompetitive market; Carl H. Witten- 
burg, western division manager of 
Columbia Steel Co., whose paper on 
‘Steel for Appliances in 1948” showed 
vhere the appliances would come, or 
oO during the year; M. A. 
Hoff, kitchen specialist from Hot- 
point, who emphasized the need for 
planning in selling electric kitchens 
Klaus Landsberg, West Coast director 
f Television Productions (Paramount 
Pictures) previewed the expected 1948 
levelopments in television transmission 
ind programming in Southern Cali- 
ornia; and Anderson Borthwick, San 
iago banker, discussed the probable 
trends in term selling. The replace- 
t, its size, development and 
trends was analyzed by Howard Emer- 
son, a member of the western editorial 
staff of E.ectricaL MERCHANDISING. 


not come, 


nt mark 


Plan for Kitchens 


That the dishwasher and the dis- 
posal unit are the most important 
its to get into the post-war kitchen 
vas brought out by M. A. Hoff, spe- 
ialist from Hotpoint, in his afternoon 
talk. From these basic units a com- 





SPEAKERS at the opening session of the San Diego dealers’ sales conference in- 
cluded: left to right, the late E. N. Hurley; A. E. Holloway, vice-president, San Diego 
Gas & Electric Co.; Carl H. Wittenberg, western manager, Columbia Steel Corp.; 
Howard J. Emerson, associate editor, ELECTRICAL MERCHANDISING, San Francisco. 


Making use of the user, adapting sales material, replace- 
ment market, television and freezers, covered by industry 
leaders at Bureau’s one-day Winter Sales Conference. 


ilete now kitchen can be sold, he said. 
But in all this kitchen selling, the 
dealer’s ability to plan the new kitchen 
or the remodeled kitchen is essential. 

Hoff presented a method of making 
kitchen planning a long range mer- 
chandising factor, by suggesting that 
whenever the dealer sell a range or a 
refrigerator he takes down the cus- 
tomer’s kitchen dimensions. Later the 
dealer can send or take to that cus- 
tomer a sketch showing the kitchen 
fully remodeled. He can explain that 
there’s no obligation, just that he 
wanted her to see it and to know that 
he has this complete plan in file at 
his store for her use at any time. Said 
Hoff, the odds are all with the dealer 
that the next time this woman wants 
a kitchen cabinet or another kitchen 
appliance she is going back to that 
dealer who has the plan. 

An idea presented by Hoff, and 
which was received enthusiastically by 
the dealers at the meeting, was for the 
dealer to put every possible sales 
pressure on the sale of an over-the- 
refrigerator cabinet with every re- 
frigerator sold. “Almost every old 
home has no cabinet over the refrig- 
erator space. It is not hard to sell 
because the woman realizes she will 
get extra space at little cost and with- 
ut altering her present kitchen ar- 
rangement. But—a few days or a few 
weeks of having that new, shiny steel 
cabinet on the wall and that woman 
is going to realize how shabby the 
rest of her cabinets appear. Then she 
is a ripe prospect for a kitchen re- 
modeling job.” 


Selling Television 


The dealer is going to have to sell 
himself on television before he can 
sell the public, declared Klaus Lands- 
berg at the evening meeting. But he 
will have a better chance to do that 
during the next two years because, 
Landsberg said, there will be not only 
more transmitters, higher power offer- 
ing a better picture, much better pro- 
gramming, but also a very good chance 
that there will be a nationwide relay 
system to bring live programs from 
coast to coast. 

Television reception is as good as it 
will be for at least two or three years, 
Landsberg said in reply to the gossip 
that television receivers of fabulous 
receiving qualities were just around 
the corner. Concerning present re- 
ceivers, he said that the charges for 
installation and for the antennas are 
in many cases much too high. He 
decried, too, the practice of selling 
“amplifier boosters”, because they 
were not proving satisfactory. 

In the related field, Frequency 
Modulation, speaker Jack Gross, man- 
ager of San Diego’s KFMB-FM, dis- 
cussed the improvements being made 
in special programming for FM. He 
said that the biggest drawback to FM 
was the Petrillo ban on simultaneous 
broadcasting of programs over FM 
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TELEVISION network from coast to 
coast was foreseen by Klaus Landsberg, 
KTLA Los Angeles, in speech at the Sqn 
Diego sales conference. He said receivers 
are as good now as they will be for two 
or three years. 


and AM, and while one could hear the 
muffled groans from the audience as 
they realized what that ban had cost 
them in sales, Gross brought the an- 
nouncement that the ban had been 
lifted that afternoon while the grou 
was in session. 


Replacement Market Untouched 


Evidence that the appliance industry 
had yet to make a dent in the tre- 
mendous replacement market, but that 
the “replacement market would be the 
most important subject to engage our 
trade in 1948” was stated by Howard 
J. Emerson, Associate Editor, EM 
at the luncheon meeting. “This re- 
placement market must be developed 
fully to create the large potential 
necessary to maintain the prosperity 
of our industry,” he said. “It takes 
both mental and physical preparation 
to be ready for profitable selling to 
the replacement market. Mentally, 
the dealer would be wise to drop the 
depressing word ‘saturation’ and sub- 
stitute ‘acceptance’ because it indicates 
the number of people who no longer 
have to be sold on the value of an 
appliance, who are used to having it, 
who must continue to have one, and 
who, eventually, will have to have a 
new one. The dealer has to be phy- 
sically and competitively prepared, 
too. The delay in return to a buyer's 
market has given him time to get his 
concern in order, to get inventories on 
a sound basis, to have the proper 
financing, to give his premises the ‘new 
look’ with redecoration or remodeling 
Competitively he should now be ready 
with a sales force trained or in train- 
ing, with the best franchises obtain- 
able, with an up-to-date knowledge o! 
his market area, with a_ thorough 
knowledge of the many new and im- 
proved products he will be selling.” 

Jean Miller, San Diego County 
Farm Administration, spoke at the 
afternoon session on the progress 0! 
the frozen foods industry, showing 4 
chart of food prices over many hun 
dreds of years which showed that th 
only major changes in price came 
with the advent of new methods 
of preservation — dehydration, sa't 
preservation, canning, and then freez- 
ing. He discussed the many problems 
that faced the frozen foods industry 
now during its initial stages of de- 
velopment, showing that these prob- 
lems—commercial freezing methods 
food distribution and transportation, 
methods of defrosting foods, selection 
of better quality foods for freezing, 4s 
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attractive storefronts, particularly with ; . . ‘ 

came ‘tong name identification.” He said, has withdrawn its electric range and 
thods fi, that the post-war store should water heater “ 

salt fave a separate room for radio dis- throughout the entire property. The 
freez- lay and selling as well as a separate utility however, will continue to con- 
blems ata for a kitchen display nect ranges and water heaters where 
justry Jerry Heilbron stated that the dealer necessary wiring has been provided. 
f de- today must rebuild his customer rela- It will also continue necessary mainte- 
prob- tons——“learning to treat your cus- nance service free of charge during the 
thods tomers the way you expect to be guarantee period on 
ation, treated when you go into a retail store ranges and water heaters sold by deal- 
ection 0 purchase.” Kinmore stated ers which have been previously re- 

. . ° e t 

ng, as Nat there was a need today for deal- ported by the dealers to the company. 
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Scheduled Meetings 


ANNUAL CONVENTION & 
RADIO ENGINEERING SHOW 


17TH PACKAGING EXPOSITION 








and E. W. Kinmore. 


| as the dealer’s and distributor’s 
f selling home freezers to 


Promoting Appliance Sales 


From several members of the San 
iego Gas & Electric Co. and members 
bi Bureau committees, the gathering 
eived a detailed picture of the 
s being made by the utility and 
he Bureau to promote the use of 
lectricity throughout the county. A. 
Holloway, vice-president of the 
tility, disclosed his company’s plans 
or cooperative effort in promoting 
lectric usage, reported on the prog- 
ess in 1947, and explained the prob- 
ms in meeting demands for electric 
ervice. He said that three fourths 
bf the backlog for electric service is 
the rural districts of the county. 

\t the afternoon session, Bureau 
pdvertising chairman Taylor Brown, 
nd the utility’s advertising manager, 

M. Raymond, outlined the bureau’s 
ivertising plans for 1948. The pro- 
ram expenditure would average $11,- 
M0 a month during the first six 
moths of the year, they disclosed. 
‘ewspapers, radio, billboards, posters, 
tc, were scheduled, with copy for 
very type of electrical appliance (ex- 
tot refrigerators). 


Dealers Participate 


_At the evening meeting, chairman 
Uark Chamberlain announced the 
irst of a series of dealer panel dis- 
cussions as an addition to the program. 
four appliance retailers, all old-timers 
nthe San Diego area, participated 
in discussing current dealer problems. 
der leader Lou Weise, subjects 
Were presented to each. Regarding the 
tysical appearance of dealers’ stores, 
Al Reynolds said, “The selling era 
hat we are now entering demands 
“at we as dealers have new and 




















DEALER’S FORUM at the San Diego Conference brought sage views on appliance 
selling from local dealers, left to right: Lou C. Weise, Al Reynolds, Jerry Heilbron, 


a 





PROSPECTS are people with common 
backgrounds whose reactions can be pre- 
dicted, said Arthur J. Scaife, GE’s appli- 
ance division advertising manager, who 
gave San Diego dealers basic tips on ap- 


pliance selling. 


ers and their salesmen to know more 
about the products they sell. 
have been so many new products, so 
many newly designed old products, 
that the dealer must learn all over 
again. He said that the dealers and 


the salesmen 


classes being offered by distributors 
and manufacturers. 


Northern States Power Quits 
Range, Heater Installation 


Announcement has been made by 
the Northern States Power Co. that it 





Institute of Radio Engineers 

Hotel Commodore and Grand Central 
Palace, N. Y., N. Y. 

March 22-25 


1ST ANNUAL ELECTRIC SHOW 
Electric Institute of Boston 
Mechanics Bldg., Boston, Mass. 
April 3-10 


14TH ANNUAL SALES 
CONFERENCE 
Edison Electric Institute 
Edgewater Beach Hotel, Chicago, Ill. 
April 6-8 


MEMPHIS HOME SHOW 
Home Builders Assn. of Memphis 


Fairgrounds, Memphis, Tenn. 
April 11-18 


SPRING NATL. MARKET WEEK 
St. Paul Auditorium, St. Paul, Minn. 
April 20-23 


APPLIANCE PARTS 
JOBBERS ASSN. 
9th Annual Meeting 
Wisconsin Hotel, Milwaukee, Wis. 
April 20-24 


TEXAS ELECTRIC SHOW 
Texas Electric Service Co. 
Will Rogers Memorial Coliseum, Fort 
Worth, Texas 
April 25—May 2 





American Management Assn. 
Public Auditorium, Cleveland, Ohio 
April 26-30 
40TH ANNIVERSARY 
CONVENTION 
Natl. Electrical Wholesalers Assn. 
Statler Hotel, Buffalo, N. Y. 
May 2-7 
ELECTRIC SHOW 
Nashville Electric Appliance Dealers 
Assn. 
Viaduct Park-Ways, Nashville, Tenn. 
May 18-22 
NATL. HOUSEWARES & MAJOR 
APPLIANCE EXHIBIT 
Natl. Housewares Mfrs. Assn. 
Auditorium, Atlantic City, N. J. 
May 30—June 4 
INT. TRADE FAIR 
Toronto, Ont., Canada 
May 31—June 12 
ANNUAL CONVENTION 
Edison Electric Institute 
Atlantic City, N. J 
June 2-4 
19TH ANNUAL MEETING 
Radio Mfrs. Assn. of Canada 
Royal York Hotel, Toronto, Canada 
June 15 
CHICAGO SUMMER MARKETS 


Merchandise and Furniture Marts 
July 5-17 








Wise Politicos Will Get 
Beautiful for Television 


Sarnoff Predicts New Importance 
for Video in Election Campaigns 


That television will play an impor- 
tant role in politics in 1948 was pre- 
dicted by David Sarnoff, president of 
the Radio Corp. of America, in making 
a report of video growth in 1947. 

“Television as a new means of vote 
getting will go into action on a broad 
front,’ Mr. Sarnoff stated. “Before 
the polls close on the 1948 presidential 
election television will reach substan- 
tial areas in at least 21 states having 
more than two thirds of the national 
total of electoral votes. 

“Television is likely to do more to 
revolutionize politics than sound 
broadcasting did. Political candidates 
may have to adopt new techniques to 
benefit from visual radio, their dress, 
their smiles and their gestures will be 
all important. How they look, as well 
as what they say, may determine to 
an appreciable extent their popularity. 
The eyes of the public will be upon 
them,” concluded Mr. Sarnoff. 


150,000 Sets in Use 


It is estimated that between 150,- 
000 and 175,000 television sets are now 
in use. By the end of 1948 it is an- 
ticipated 750,000 sets will be in opera- 
tion, with 400,000 sets in New York 
alone. Based on six persons to a re- 
ceiver this will give an audience of 
2,400,000, and it is estimated television 
will become a half billion dollar busi- 
ness within a year. 


18 Stations on Air 


Eighteen video stations are on the 
air today, but 50 are expected to be 


readied by the time of the elections 
These 18 stations are located in 12 
cities. On last Dec. 1 there were 54 
cities in 29 states in which commercial 
stations had either been authorized or 
whose applications for licenses were 
pending. 


Only 5,700 Sets in 1946 


Output of television receiving sets 
during 1947 was estimated to reach 
175,000 compared to a modest 5,700 
in 1946, with a prediction that 1948 
will see the °47 production tripled. 
From a small beginning there are al- 
ready a large number of contenders 
for the available business, including 
Radio Corp. of America, Philco, Mo- 
torola, General Electric Co., Allen B. 
duMont Laboratories, Crosley, Stew- 
art-Warner, United States Television 
Mfg. Corp., Farnsworth, with more 
manufacturers coming into the picture 
all the time. 


Canadian Dealer Assn. 
Publishes Trade-In Guide 


The Canadian Association of Radio 
and Appliance Dealers has published 
a Red Book containing recommended 
trade-in allowances for refrigerators, 
washers and vacuum cleaners. The 
book lists about 2,000 models of those 
appliances which have been sold in 
Canada since 1932, giving the list 
price, model number, type. 
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Train Your Salesmen Now, 
Western Dealers Warned 


Effective selling organizations will deter- 
mine survival during adjustment period, says 
speaker at San Francisco Market Week dinner. 


4s NY 


mer ' h iT nad 
merchant who intends t 


4 stay and live his future in the 
uppliance business must accept the 


challenge of building and training his 
selling organization, because a condi 
tion exists today where many good 
customers representing a sizable po- 


tential for repeat business actually are 
} 


veing driven away from fine appearing 





TRAIN NOW, said Wm. |. Buchanan, 
Western manager of Frigidaire, in speech 
to appliance and radio dealers in San 
Francisco. Many salesmen in dealers’ 
stores have never yet sold anything. They 
must learn specialty selling. 


appliance stores because of the un- 
sympathetic and poor handling of 
those customers in search of short 
supply merchandise,” William I. Buch- 
anan, Pacific regional manager of 
Frigidaire, told more than a thousand 
dealers, listributors and _ industry 
guests at the annual Western Radio 
and Appliance Trade Dinner in San 
Francisco on February 4. Mr. Buch- 
anan and Clifford J. Hunt, sales man- 
ager of Stromberg-Carlson Co.., 
Rochester, N. Y., were the guest 
speakers at this trade dinner which 
climaxed Western Winter Market 
Week 

While agreeing that most appliance 
retailers had done an outstanding job 





their stores inviting and 


attractive to the customers Mr. 
Buchanan warned that “the invest- 


ents made in your business from a 
physical standpoint will collapse un- 
less you invest the time and the money 
necessary to build effective sales or- 
ganizations now, as in 





rance against 
your future success.” He told the 
group that “we are headed for an 
adjustment period which will deter- 
mine the survival of the fittest.” 

To the hundreds of retail appliance 
salesmen in the audience, Mr. Buch- 
anan said that because of the war and 
shortages “salesmanship has been 
allowed to become a lost art. There 
are many men in sales positions in 
retail stores today who never have 
sold anything—they have been taking 
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wders. Their sales ability has not 
been tested. They will not meet the 
full test of salesmanship until they 
have sold someone something that the 
person didn’t know she needed and 
therefore didn’t want to buy.” 

These men who are going to do the 
specialty selling, said Mr. Buchanan, 
to be successful must have more knowl- 
edge, more personality, more in- 
genuity, more enthusiasm, persuasion 
and vision than is required in ordinary 
selling 

However, he said, the quality of the 
salesmanship in any store is in direct 
proportion to the quality of sales man- 
agement. “To find the great number 
of men that will be used, who have 
the personality and vision necessary, 
and who want to become associated 
with us—and then to develop the 
knowledge, enthusiasm and salesman- 
ship that they will need, is unques- 
ionably the biggest job of hiring, 


al 

‘ 

training and supervising salesmen we 
have ever tackled.” 


Television-FM Market 


Looking ahead in the radio-television 
field, Clifford Hunt of Stromberg- 
Carlson said that the radio-phono- 
graph-television combination would be 
the unit sale item. However, he said, 
there would be a big market for 
separate television receivers because of 
different room requirements when sec- 
ing rather than just listening was in- 
volved 

He saw the coming of Frequency 
Modulation and television as “the 
opportunity for a great deal of profit- 
able business.” Improving the market 
for these products would be the com- 
pletion of inter-city coaxial cables and 
television relay systems. He said that 
within a year there should be at least 
1000 FM_ stations broadcasting, in 
comparison with the 1300 AM stations 
now in operation, and probably 50 to 


70 television transmitters. 





TELEVISION-FM advent is opportunity 
for much profitable business, dealers 
heard from Clifford J. Hunt, sales man- 
ager of Stromberg-Carlson. He advised 
dealers to prepare to handle their own 
television servicing business. 





BECAUSE APPLIANCES in current use in a majority of the nation’s schools ar 
over 10 years old, Hotpoint is making new equipment available at half the list price 
and will replace the units annually at no extra cost. Picture above shows a modem 


high school home economics laboratory 


Hotpoint Offers Appliances to Schools at Half Price 


Accredited schools which maintain 
home economics departments may now 
obtain electrical appliances at approx- 
imately half their retail price with an 
arrangement to replace them annually 
at no extra cost, Hotpoint, Inc., an- 
nounced recently. The move, a part 
of the company’s electric-education 
program, was described by Leonard 
C. Truesdell, vice-president of mar- 
keting, as a step to bring appliance 


E. N. Hurley, Jr., 
Washer Pioneer, Dies 


A week ago, he had returned from 
a west coast swing; sales were at a 
peak and there was not a cloud in the 
sky. He went to his Wheaton estate 
on the evening of February 24th, 
petted the dogs and climbed the stairs 
to bed. At 5 the next morning his wife 
found him—dead from a cerebral hem- 
orrhage. 

So passed Edward Nash Hurley, Jr., 
55, chairman of the Thor Corp., 
pioneer in the washer and ironer field. 
During the quarter century he oc- 
cupied the top-drawer position in the 
Hurley organization, Mr. Hurley was 
among the first to develop high speed 
production of washers. He was the 
second customer for vitreous enamel 
tubs. His firm probably spent as much 
in experimenting with new types of 
machines as any company in the in- 
dustry. He was active in promoting 
the small ironer and contributed a 
great deal to the movement that 
brought out popular priced appliances. 

When the washer industry was in 
its knee pants, the presence of the 
Hurley family—its wealth has been 
estimated at 5 to 10 million—gave it 
substance and importance. 


From a Hammer—A Washer 


It was in the strike of 1888 that the 
father, Edward N. Hurley, Sr., climbed 
from the cab of his locomotive on the 
Chicago, Burlington & Quincy rail- 
road, and never returned. In his Gales- 
burg, Ill., home he had conceived and 
developed the use of machinery driven 
by compressed air. In Europe and 
America Hurley air driven devices 
rose to fame, and the present name 
“Thor” came from the air driven 
hammer that the company sold. 
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equipment in schools up to date. A 
majority of the schools are usi 








equipment which is more th 
years old, he said, and bears 
resemblance to equipment now bei 
sold for home use. Local dealers 
and distributors will install the new 
school equipment. Appliances for 
1,000 basic school kitchens have been 
given priority with allocations on the 
egular distributing quota basis 











E. N. HURLEY, JR. 


In 1907 the panic closed down the 
factory and E. N. Hurley, Sr., casting 
about for something to produce, saw 
a picture in Popular Mechanics Mage- 
zine of a washer driven by a belt irom 
a motor on a shelf. He asked his 
superintendent to devise a self com 
tained washer. On a bread board 
Evanston, Ill., the first Thor was 
drafted. 

Ed Hurley, Jr., left the University ot 
Chicago in 1912, and eventually jome: 
his father. He spent the war yea‘s 
in Washington where his father hea 
the shipping board, and began % 
acquire his marvelous acquaintances 
with the great and near great 

He married Mildred, the daughte 
of the late Dr. John B, Murphy, 4 
famous Chicago surgeon,  urviv! 
him are his wife, a daughter, Mrs 
Jeanette Haywood ; two brothers, Ray- 
mond and John, and a sister, Mrs 
Helen Ryan. 

In his busy, tempestuous 
found time to head the Americ 
Washer & Ironer Manufacturers - 
sociation for three terms as preside? 
He farmed, he bred cattle, and like t 
late Theodore Roosevelt, lived lite ' 
the fullest. —T.F.8 
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ai N™ you can have a V-belt department com- 
ite, : ‘ : 

using | pletely equipped to service over 90% of all 
_ home-appliance. farm and small industrial 
being machines. You can have it in compact space—vet, 
dealers bd bd © tJ 

ss aa with an eye-catching display that’s a constant 
es for reminder to your customers to replace their old 
e been : : 

at belts with new. 


What’s the secret? The new Goodyear SerV omatic 
V-belt merchandiser. This handy rack saves time 
and space. makes inventories easy. And with it 
comes an array of useful selling aids that will help 


you use it to best advantage. 


Best of all. you'll be selling a product of standout 


reputation and quality. made by “the greatest 
name in rubber.” Goodyear appliance V-belts in- 
corporate the same endless construction that has 
made Goodyear industrial V-belts the world’s first 





choice for low stretch, long life, and trouble-free 


service. 


For full details on this sales-making, moneysaving 





deal, see your nearest Goodyear Industrial Rubber 


del Products Distributor. or write: Goodyear, Akron 
ced his 16, Ohio or Los Angeles 54, California. 
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THE GREATEST NAME IN RUBBER 
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The NATIONAL APPLIANCE AND RADIO PICTURE 





THE SOUTH 


( Continued ) 





dealers already have begun to run 
institutional ads on video, although it 
may be months yet before television 
is an actuality in any part of the 
South. Almost all of these major 
cities have staged demonstrations for 
the public and a ready sale of equip- 
ment is indicated as soon as the new 
industry comes in. 

Trade-ins are on the increase. Sev- 
eral Atlanta dealers who, six months 
ago, wouldn't handle them, have 
quietly begun to accept trade-ins. Some 
of these dealers have expanded repair 
and service departments to take care 
of reconditioning and remarketing 
“Used appliance departments” also 
have been cropping up recently in 
shops throughout Florida and Ala- 
bama. Les Leavitt, a prominent Jack- 
sonville dealer and one of the first to 
set up a “used appliance department”, 
foresees many more dealers falling into 
line and he edict | future in 
trade-in profit 

Charlotte and Birmingham 
plagued by high rents, which probably 
have been more out of proportion in 
these two cities than almost anywhere 
else. One or two merchants were try- 
ing to beat the problem by purchasing 
surplus Army camp buildings for 
warehouses. Many leases were to ex- 
pire the first of April and there is 
considerable finger-nail gnawing 
among occupants of desirable locations, 
over the possibility of increased rentals 


Buying Resistance Blooms 


Customer buying resistance, a more 
or less dormant factor in the Sout! 
for the past six months, has blossomed 
again. Houston reports a growing 
gripe that can be heard from the San 
Jacinto monument to the shipyards 
One Houston dealer reports that every 
time he calls someone on the phone to 
advise him of the arrival of new 
appliances, the first question asked is, 
“How much does it cost?” instead of 
“How long will it take to get here 
In New Orleans, housewives invari- 
ably pointed out the drop in grocery 
prices and felt that appliance prices 
also should drop at the same time. 
Beefs also were reported from Birm- 
ingham, which for the past four 
months has had extremely smooth 
sailing, and from Chattanooga and 
Nashville, heavy buyers of cheap TVA 
electricity 

The one bright factor which dis- 
pelled all gloom was the fact that pe 
ple still were buying at an unprec« 


dented rate. Nashville reported the 


highest sale of appliances in its histor) 
and the Electric Service Board ther: 
confidently looked forward to ever 
greater sales. Plans were under way 
in that city for a giant city-wide elec- 
tric show to be staged in the next 60 
days. Chattanooga still was selling 
water heaters at a fast clip. Home 
freezers, after a slow-up in December 
and January, picked up again all over 
the South with the exception of one 
or two spots 

One of these “slow” spots is in 
south Alabama and northwest Flo- 
rida. Yet this territory—the wire- 
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(CONTINUED FROM PAGE 2) 


grass section—is one of the richest 
farming areas in the South, and dis- 
tributors and manufacturers would do 
well to spend a little time in instruct- 
ing dealers how to sell down there. 
Better selling methods on the part of 
retailers in that vicinity could result 
in heavy volume sales of home freez- 
ers. One dealer at Dothan admitted 
to this reporter that he had never held 
a sales demonstration meeting and had 
never thought of contacting the county 
agent, concentrating solely on radio 
and newspaper advertising. 


Delivery Picture Unchanged 


The delivery situation is about as 
good as it has been for the past 90 
days. Major items of course, are still 
not abundant but most good brands of 
smaller appliances are being received 
in fair quantity and are moving read- 
ily. A majority of dealers feel that 
they are getting a fair distribution of 
appliances in everything except the 
critical items. They still feel, how- 
ever, that there is a sectional discrimi- 
nation in the delivery of refrigerators, 
ranges and washers. 





THE FAR WEST 


( Continued ) 





television sets have been sold there 
—many of them to homes. Only about 
9 per cent of the sets are in taverns 
and similar establishments. Los An- 
geles programs are being received sat- 
isfactorily as far away as some areas 
of San Diego. The national wired 
hookups promised before long have 
awakened the interest of dealers in 
many back country areas of the West 
which had not hitherto expected to 
be included in the television picture 

Dealers throughout the West are 
much encouraged by the lifting of the 


EWRT Awards Prizes 


Petrillo ban on FM _ broadcasting, 
which has already markedly improved 
the quality of programs offered. The 
recent great increase in power of some 
of the West Coast AM stations has 
put a lot of radio sets in the class of 
“not discriminating enough” receivers, 
and has increased the receptivity of 
the public to FM sets. 

Both television and FM dealers have 
begun to feel the same difficulty long 
complained of by the electric range 
dealer—the high cost of installation. 
In Los Angeles a good antenna instal- 
lation may cost from $150 to $200. 
Manufacturers have undertaken the 
responsibility for installation and 
maintenance so far, but they are en- 
couraging dealers who want to do any- 
thing in the new field to put on a 
trained service man, or to have one 
of their repair staff trained in the 
installation and servicing of television 
sets. The same man could then 
readily handle FM work. California 
has now the largest number (90) of 
FM stations in operation or in immedi- 
ate prospect of any state in the union, 
except Pennsylvania (which has 101). 

The San Francisco market also 
brought a report of some break in the 
protection of dealerships for at least 
one of the better known brands of gas 
ranges. The electric group, still short 
of equipment, has shown no signs of 
following suit, however. Although 
electric ranges are still short in most 
areas, orders were beginning to drop 
off a bit. One jobber said the signs 
were that certain furniture stores and 
others who had just come along for 
the ride, were beginning to cut down 
now that the easy business was almost 
past. They will still accept mer- 
chandise that is in short supply 
(chiefly refrigerators at the moment) 
but do not want anything that it takes 
work to sell. These firms are expected 
to drop their electrical lines altogether 
before long. 

Speaking before the San Diego 
dealer conference, one manufacturer of 
ranges predicted that unit sales were 





TWO $50 PRIZES were awarded students writing the best popers at the end of the Demonstra- 
tion Techniques Course given by The Electrical Women’s Round Table at Hunter College recently. 
Above in the usual order is Amy Reese, General Electric Co., Bridgeport, Conn., one of the win- 
ners; A. L. Scaife, G-E, who was guest speaker at the Februory meeting; Ruth Gaffney, Farm 
Journal, and coordinator of the course; Mrs. Alice B. Lawrence, Gross Distributors, second winner; 
and Harriet Gormley, Westinghouse, and chairman of the Round Table, who presented the prizes. 










































going down, even though dollar sales 
totals might be up. He advocated 
the sale of heaters for supplementary 
use in milder climates as a means of 
building up sales. The importance oj 
range and water heater wiring in ney 
homes as a means of increasing the 
unit sale for the wholesaler, as well a; 
for the contractor-dealer, was aly 
emphasized. 

Western steel mills reported a better 
outlook for steel, which was an e. 
couragement to western manufacturers 
whose output has been severely limited 
by difficulty in obtaining this essential 
material. An idea of the shortage of 
steel in this area is to be obtained from 
the story recently told of the hijacking 
of a truck laden with steel plates, |t 
was the steel, not the truck, that was 
wanted. 

In spite of recent extensive rural 
development throughout the Wes, 
there still remains a considerable back. 
log of waiting customers in farm areas, 
which will be brought into the various 
power companies’ systems this year 
This means an attractive market wait- 
ing for dealers. 

San Diego was recently the guinea 
pig area for a promotion by a national 
manufacturer of irons. The manv- 
facturer’s promotion increased the sale 
of the particular brand product by &% 
per cent, of all other irons by 8 per 
cent. Which just goes to show that 
a little selling will still move a product 
even though it is in abundant supply 
The most effective type of promotion 
proved to be newspaper advertising 
the next, demonstrations; and the 
third, cooperative window displays 
shared by dealer and manufacturer. 


Northwest Wants Ranges and Wire 


The Pacific Northwest reports that 
the large sale of major appliances in 
that region has not as yet begun to 
touch the backlog of replacement sales 
as indicated by the fact that service and 
repair orders keep coming in almost 
on the same scale as during the war 
Ranges are short in this area—and 90 
is range wiring material. Dealers say 
that although appliance allotments have 
taken into account something of the 
shift of population toward the West 
the wiring material manufacturers 
still use pre-war figures as a basis for 
their allotments, which constitutes 4 
serious bottleneck. 

Northwest dealers as a whole are 
really active in field selling—rather 
farther advanced in this respect than 
most California stores. Clothes dryers 
are doing well in this area—in fact 
both Portland and Seattle could sel 
more if they could be obtained. 

There has been a certain amount 0! 
resentment among the trade on accoutt 
of price cuts by certain manufacturer's 
Dealers handling those products have 
of course made the most of the argu 
ment, but the public on the whole 
seems inclined to accept prices as they 
are. They seem not to be waiting 10° 
more cuts. The fact of the matter 
that there is not so much a public price 
resistance, as a resistance to the quality 
of merchandise in some lines obtaia) 
at the price. As, for instance, to poo 
cabinet work in expensive radios. 4 
recent questionnaire sent to the mem 
bers by the Inland Empire Deale's 
Association at Spokane revealed th 
67 percent of them had experienceé 
price resistance, 30 percent ‘ot. 
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DEMONSTRATE! 


Thats how to tun PREMIER'S 

















And you'll need Premier's sales- 





ws you need to sell is included in 
Premier's big spring program! 


Nothing has been overlooked. The popular ‘‘Demo” 
Kit can be used with each and every Premier model. 
Let it help you sell the new, low-priced Model ‘’23,’’ 
by dramatizing its features. 


The sales-training aids put the right word in the 
right place, and enable your people to build a sale 
from the ground up. Everyone who sells Premier 








it the exclusive 
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The space you give to Premier displays is well worth 
while. Give them a prominent place in your store 
and windows—they make an ideal background for 
cleaner sales, and enhance the appearance of your 
merchandise. 


Premier is putting loads of dollars into powerful, 
sales-compelling ads! They’ll produce for YOU if 
you just D-E-M-O-N-S-T-R-A-T-E! Get in touch with 
your distributor immediately. He'll show you—it’s 
easy to sell Premier! 


PREMIER VACUUM CLEANERS e GENERAL ELECTRIC COMPANY «© BRIDGEPORT 2, CONN 
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-E Marks 10th Anniversary 


f Fluorescent Lighting 


100 million lamp output seen 
this year. Only 200,000 made in 
1938. Wide home use forecast. 


HIS year marks the tenth an- 
niversary of fluorescent lighting’s 
slic debut. The event took place in 
ew York City on April 21, 1938. On 
at day, General Electric introduced 
pioneer line of fluorescent lamps. 
he line consisted of G-E fluorescent 
ree wattages and in seven 





e pioneer lamps were shown by 
lard Harrison, director of engineer- 
¢ for G-E’s lamp department at Nela 
irk, Cleveland, at a joint meeting 
bonsored by three leading electrical 
ganizations. These organizations 
re: The Illuminating Engineering 
jety; American Institute of Elec- 
Engineers; and, the New York 
a Society. 


Phenomenal Acceptance 


\ we and growth of fluores- 
t lighting has been truly remark- 
le, if not phenomenal. The fluores- 
nt lamp has taken its place next to 
¢ filament lamp as a tremendous 
tor in the lighting business. Fluores- 
t lighting has risen to its present 
ature in only ten short years. Fila- 
nt lighting, on the other hand, has 
ken nearly seventy years—from the 
me of Edison’s first practical lamp 
1879 until now—to reach its present 
manding position. While fluores- 
ot lamp production represents a 
ively small portion—about one 
mth—of the country’s unit volume 
the general lighting field, it is al- 
y nearly one half the size of the 
t lamp business (in the large 
mp field) in terms of dollars. 
rangely enough, fluorescent lighting 
tijoying its amazing growth and ac- 
tance despite the steady continued 
owth on the part of filament lamps. 
This year alone, an estimated 100 
lion fluorescent lamps will have 

















































































1948—80 Units 





been produced by the electrical in- 
dustry. Instead of the mere handful 
of fluorescent types introduced by Gen- 
eral Electric back in 1938, new shapes 
and sizes and tints and improvements 
have been added to give the present 
customer a wide range of choices for 
almost his every lighting need. Pencil- 
size fluorescent lamps. Eight-foot-long 
“slimlines”. Ring-shaped “circlines”. 
Several degrees of white light. And 
wattages ranging from as few as 4 
to as many as 100 watts. 

It would seem then that the tenth 
anniversary of G-E’s introduction pub- 
licly of the fluorescent lamp is an 
occasion worthy of special note. Plans 
are underway for celebrating the event 
coast-to-coast in April and throughout 
the year. 

Immediately after its introduction, 
the fluorescent lamp captured popular 
fancy and favor. Its use spread with 
amazing speed. In the short period of 
ten years since their introduction pub- 
licly, in spite of wartime restricted 
production and shortages of vital ma- 
terials, sales of fluorescent lamps in- 
creased almost 400 fold. 

Rapid growth of fluorescent lighting 
during the past ten years is clearly re- 
flected by the following industry 
figures on sales of fluorescent lamps, 
data obtained from A. K. Gaetjens, 
manager of Marketing Research Divi- 
sion of G-E Lamp Department: 


200,000 lamps 


R. dewevs 1,500,000 lamps 
PE 7,000,000 lamps 
ae 23,000,000 lamps 
1942 ......32,000,000 lamps 
| ee 37,000,000 lamps 
ae 37,000,000 lamps 
1945 ......41,000,000 lamps 
1946 ......51,000,000 lamps 
1947 .. .76,500,000 lamps 
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PARTIAL DISPLAY of the fluorescent lamps made today by General Electric 
& big board. The whole line consists of some 80 different units, includes 


In 1938—Three Wattages 





WHEN WARD HARRISON, director of engineering for General Electric's lamp de- 
partment, introduced the new fluorescent lighting to New York in 1938, he didn’t need 
much equipment. It consisted of three wattages and seven colors. 


For every dollar spent for fluores- 
cent lamps today the buyer gets eight 
times as much value as he got in the 
pioneer days of 1938 and 1939. 

Of course, the greater efficiency of 
fluorescent lamps in comparison with 
the output of light per watt from fila- 
ment lamps is generally known. From 
the start, the fluorescent lamp chal- 
lenged filament lighting with twice 
the efficiency in the white lamp field 
and with efficiencies up to many times 
those of colored filament lamps. 

Soon after the fluorescent lamps 
were publicly introduced, combined 
laboratory research and new manu- 
facturing techniques boosted their 
rated life 150 per cent. Rated life of 
the more popular G-E types has risen 
from 2500 hours (at three hours per 
start) to 6000 hours (at 12 hours per 
start). 


Application in Homes 


Although fluorescent lighting found 
itself at home almost immediately in 
the fields of commerce and industry, it 
ventured rather slowly into the rooms 
of the American home. However, 
surveys show that fluorescent lighting 
now is in more than 15 per cent of the 
nation’s homes. 

In the opinion of E. W. Commery, 
leading home lighting expert with G-E 
at Nela Park, the fluorescent lamp has 
opened the way to an entirely new 
concept of lighting for living rooms. 
He envisioned improved illumination 
from prefabricated luminaires built into 
the ceilings and walls of new and 
existing homes. He thinks it is quite 
possible that twelve to fifteen “good- 
sized” fluorescent lamps will be used 
in this fashion in many a living room. 
Considering the part fluorescent light- 
ing will doubtless play in the home of 
the future, a tremendous expansion for 
the lamp is in store in the residential 
field. 

Paving the way to fluorescence in 
the home field, is the new Certified 
Lamp Makers’ program, a cooperative 
movement launched last autumn by a 
host of portable lamp manufacturers. 
One of its aims is the improvement in 
the performance and styling of port- 
able lamps. 

The CLM program calls for the use 
of Circline fluorescent lamps in both 
floor and table models. Mr. Commery 






SING 





‘TRICAL MERCHANDISING—MARCH 15, 1948 








says that Circline lamps are appearing 
in simple central ceiling fixtures in in- 
creasing numbers, numbers’ which 
would be infinitely greater if produc- 
tion could catch up to growing “cire- 
line” demand. 


The Next Ten Years? 


The versatile fluorescent lamp will 
doubtless find many new fields and 
wide-spread uses not presently de- 
veloped. That is the opinion of those 
who have followed its destinies during 
its first ten years. The very nature 
of fluorescence suggests the likelihood 
of this source reaching out into new 
fields for triumph. Also suggesting 
this is the rapid rate at which the 
frontiers in the chemistry of phosphors 
are being expanded. Consider also the 
wide latitude for the development of 
lamps of various physical sizes and 
operating characteristics. The Slim- 
line and Circline lamps are examples 
of ideas in lamp design to meet special 
application needs. Other lamp designs 
are crowding the minds of General 
Electric’s lamp and application en- 
gineers. 

At this decennial time of the fluores- 
cent lamp’s introduction publicly, it is 
estimated that more than 100,000,000 
outlets for the lamp are in existence 
in the U. S. Conservative estimates by 
G-E engineers at Nela Park set 200,- 
000,000 fluorescent outlets as the figure 
for the year 1958. 

As to possible improvements in the 
fluorescent lamp, some engineers point 
to the possibilities of further develop- 
ments in phosphors, of 70 lumens per 
watt instead of the 50 to 60 for the 
40-watt lamp. “Assuming that light 
source efficiencies go up 3 to 1 in the 
next twenty years,” they say, “we may 
expect to see 150 to 200 footcandles 
quite as common as 50 footcandles are 
today.” 


Cutler-Hammer Moves 
San Francisco Office 


New and expanded quarters for the 
San Francisco sales staff and manu- 
facturing facilities of Cutler-Hammer, 
Inc., electrical manufacturers, have 
been opened at 2130 Third St. 


PAGE 11 


president 


Willian 
to sales 
yision of 
ern Calif 
an annow 
Bandoli, 
with the 
served f 
regional s 
Bandoli-\ 
held the 
until his 

The fol 
in the J. 
cisco, hav 
McMuller 
and applic 
has been 
tive in Sc 
Ray Brot 
from the 
office in S 
places M 
territory. 

Kinney 
sale distr 
ances, has 
sixth stor 
William 
Southern 
been appo 


store. 





A long- 
Ralph M. 
Pinellas | 
supply ho 
Wholesale 
03 Frank 


utor for 
Co.'s appli 


campaign « 
and applia 
latured in 
products, F 
ods, Ham 
tite ironer 
tts and Yo 


_The W. , 
, Topek 


Harbes sec 


COMMERCIAL CREDIT CORPORATION | 

’ Sista: ; 

A Subsidiary of Commercial Credit Company, Baltimore Tompson 
. 2 in i 

MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 8 sions in 

' Mesident, s. 

The Wel 


Teeently mm 


MARCH 15, 1948—ELECTRICAL MERCHANDISIN 








ARIZONA 


The Packard-Bell Co., makers of 
radios and allied products, have ap- 
pointed the J. E. Redmond Supply 
Co. of Phoenix as their distributor for 
the entire state of Arizona, says W. 
Lowell Wood, Packard-Bell’s vice- 
president and sales director. 

















CALIFORNIA 


William N. Tyner has been advanced 
to sales manager of the appliance di- 
yision of Bandoli-McIntyre Co., south- 
ern California distributor, according to 
an announcement made by Marvin S. 
Bandoli, president. He was formerly 
with the Norge Division where he 
served for three years as southern 
regional sales manager. He joined the 
Bandoli- McIntyre Co. a year ago and 
held the position of district manager 
until his recent appointment. 

The following changes of personnel 
in the J. N. Ceazan Co., San Fran- 
cisco, have been announced by D. A. 
McMullen, sales manager of the radio 
and appliance division. Carl Whistler 
has been appointed district representa- 
tive in Sacramento for the company. 
Ray Broughton has been transferred 
from the Fresno territory to the main 
ofice in San Francisco. Leo Frolen re- 
places Mr. Broughton in the Fresno 
territory. 

Kinney Bros., Los Angeles whole- 
sale distributor of radio and appli- 
ances, has announced the opening of its 
sixth store in San Bernardino. Calif 
William R. Ford, formerly with the 
Southern California Edison Co., has 
been appointed manager of the new 
store. 

























FLORIDA 


A long-time resident of Clearwater, 
Ralph M. Baldwin, has opened Upper 
Pinellas County’s second electrical 
supply house. Called the Baldwin 
Wholesale Electric Co., it is located at 
103 Franklin St., Clearwate: 


GEORGIA 


The Schiffer Distributing Co. of 
Atlanta has been appointed a distrib 
utor for the Manning, Bowman & 
Co.'s appliance line. 


ILLINOIS 


According to E. G. May, director of 
ales for the Sentinel Radio Corp., the 
firm's line will be handled in Chicago, 
Illinois and northern Indiana by the 
Hyland Electrical Supply Co., 700 W. 
Jackson Blvd., Chicago. 

The Sampson Co., 2244 S. Western 
Ave, Chicago, has started “the biggest 
concentrated newspaper advertising 
ampaign ever scheduled by a radio 
ad appliance distributor.” Products 
katured in the schedule include Norge 
joducts, Bendix radios, Columbia rec- 
ods, Hamilton clothes dryers, Iron- 
ite ironers, Universal vacuum clean- 
sand Youngstown kitchens 


KANSAS 


The W. A. L. Thompson Hardware 

“, Topeka, recently elected John E. 

tarbes secretary-treasurer; Robert A. 

‘wan, former buyer, was named vice 

mesident; and Charles Christie, with 

4 Se company since 1925, was appointed 

“stant secretary-treasurer. “The 

‘fompson company is currently cele- 

mating its 70th year of continuous 

usiness in Kansas,” E. C. Kieswetter, 
Nesident, said recently. 

The Welch Electric Co., McPherson, 


tently moved to larger quarters at 












GERALDINE CORMAN, director of the home economics department of Deepfreeze, 
is shown at one of two meetings held by the Cannon Distributing Co., Charleston, S. C., 
for dealers, public utility representatives, county home demonstrators and economists. 








DISTRIBUTOR NEWS 





306 North Main St. and has enlarged 
its staff with the addition of J. M. Hal- 
stead as an electrical and refrigeration 
engineer and Wayne Morris, now a 
member of the refrigeration staff. 


KENTUCKY 


A new distributor for Bendix Radio 
is Appliance Distributors, Inc., Louis- 
ville, a subsidiary of the Myer-Bridges 
Corp. Clarence J. Stone is vice-presi- 
dent of the firm, which handles major 
appliances and radio. 


LOUISIANA 


Jones Refrigeration, Inc., 1131 Grav- 
ier St., New Orleans, has announced 
its appointment as distributor of Gen- 
eral Electric air conditioning and com- 
mercial refrigeration units in Missis- 
sippi and southern Louisiana. 


MARYLAND 


The Lincoln Sales Corp., of Balti- 
more is a new wholesaler of Bendix 
radios. C. Howard Buchwald is presi- 
dent, C. T. Deckman is vice-president, 
and Henry A. Altpeter is sales mana- 
ger for all lines. 


MICHIGAN 


Franchising of Morley Bros. as a 
distributor for Launderall will, in ef- 
fect, provide three district distributors 
for the F. L. Jacobs Co. in Michigan, 
since Morley Bros., besides its main 
office in Saginaw, has branches in both 
Detroit and Grand Rapids. 


MISSISSIPPI 


More than 100 representatives of 
the General Electric Supply Corp. 
from Louisiania, Mississippi and parts 
of Texas and Arkansas gathered at 
Biloxi recently for the annual sales 
conference of the New Orleans dis- 
trict. On the program were C. O. 
Brown, district manager (the host) ; 
Jim Crawford, manager of sales con- 
struction material; J. H. Braselton, 
manager of the supply sales division, 
and C. D. Raborn of the New Orleans 
district. 
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OREGON 


Stubbs Electric Co., Portland, has 
been appointed a distributor for West- 
inghouse lamps in Oregon and south- 
ern Washington. 


PENNSYLVANIA 


National Utilities Supply Co., 21 
Terminal Way-South Side, Pittsburgh, 
has been named to distribute the F. L. 
Jacobs Co.’s Launderall, taking over 
the Pittsburgh territory formerly 
franchised to Radio Sound Corp., 922 
Park Ave., Baltimore, Md. 


TENNESSEE 


Shobe, Inc., Memphis distributor, is 
now the proud possessor of four ware- 
houses, having leased for 15 years the 
building occupied by Automobile Sales 
Co., 1195 Union. Headquarters are 
now at 1117 Union, about a_ block 
away, but will move to the new loca 
tion when remodeling is finished. The 


A Pooling of Talents 





new building offers 40,000 sq. it. ot 
space on two floors. 

Gerald Hulett, vice-president of 
Electromaster, Inc., range manufac- 
turers, announces the appointment of 
Triangle Electric Supply Co., Inc., 333 
W. San Antonio St., El Paso, as 
distributors in Texas, New Mexico 
and Arizona. L. H. “Barney” Koogle 
is president of the wholesale firm. 

Newly appointed distributor of 
Whiting food freezers for southwest 
Texas is the Marshall Webb Dis- 
tributing Co., San Antonio. 


VERMONT 


J. S. George Supply Co., 112-114 
North St., Burlington, is the new 
Launderall distributor in Vermont 
The former holder of the franchise was 
the Fort Orange Radio Distributing 
Co., Inc., of Albany. 


VIRGINIA 


Launderall distribution for Rich- 
mond and the western part of Virginia 
has been given to Old Dominion Dis- 
tributors, Inc., 1335 W. Broad St., 
Richmond. The territory was for- 
merly served by Norfolk Distributing 
Co., Norfolk, who remain Launderall 
distributors for the eastern part of 
the territory. The latter firm has also 
gained a franchise for Whiting food 
freezers, which it will handle in Vir- 
ginia, parts of Maryland, and North 
Carolina. 


WASHINGTON 


Wilderman Distributing Co., Seattle, 
has been named distributor for Ice!« 
Refrigerated Locker Systems 


WEST VIRGINIA 


Johr A, Gott, assistant to the general 
manager of the Dixie Appliance Co., 
Bluefield, has been promoted to sales 
manager. Mr. Gott joined Dixie soon 
after its organization 4 little more than 
two years ago. The firm recently pur- 
chased a three-story brick building on 
Bluefield Ave. to serve the company in 
future expansion, according to Lon M. 
Rish, president 

The Charleston Maytag Co., 161 
Summers St., Charleston, was recently 
chartered with authorized capitaliza 
tion of $50,000. Incorporators were 
Sanford Kirk, J. A. Bibby, Jr., and 
S. B. Kirk. 





FIVE MEN MADE A PIE at one session of the Norge Cooking School held recently 
by Erskine-Healy, Rochester, N. Y., distributors. For three days these dealers and 
others learned about cooking techniques and got product training. Pictured are Joe 
Dziuba, Harlan Shaw, William Gordon, Charles Love, Carmont Terry. 
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Eureka Williams Corp. 


The resignation of G. T. Stevens, ex 
ecutive we esident of Eureka Wil- 
liams Cor and manager of the Eu- 

| : j .. 
reka y DT vas announced recently 


by H. W. Burritt, president Mr 


Steve ture ins were ot an 
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IX " L. Bissey has been appot ted 

< € gine { the | eka divi DI 

He ed the company afte artime 

ervice i has been a project 

é s tant manager < the 
‘ ‘ irtn t 


Jack & Heintz Precision 
Industries, Inc. 


Hamala \ ) ecent! 

‘ ulvertising and sale pro 
inager of the Premier V 
eae Vivisiol Gere 





E. A. HAMALA 


Elect as joined the staff of 
Jack & Heintz Precision Industries i 
a similar capacity, it was announced 
ecently by Frank R. Kohnstamm, gen 


era anager. Mr. Hamala embarked 
his advertising career with tl 
] ) 


i t 
Apex Electrical Mfg. Co. in 1933 


following six years in Apex production 


and engineering apacities He was 
i t assistant advertising and 
sales promotion manager in 1935 an 

position for four 


remained in tnat 


years before joining Premier 


Proctor Electric Co. 


Carl W. McLaughlin, former New 
Jersey district manager for the Proctor 
Electric Co., has been named sales 





C. W. McLAUGHLIN 


age the company’s new ele< 
tric blanket division by Robert M 
iver e-president. Mr. McLaug 
riginator of a successful window 
play contest in his New Jersey 


; 
area, will be responsible for the devel 
opment of new mer 


and the test marketing on the blanket 
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NEW POSITIONS 





landising channels 


Hotpoint, Inc. 


All marketing functions concerned 
advertising, sales training, home 
omotion and special 


yimlics, sales 


umpaigns have been grouped into one 
nerchandising division by Hotpoint, 
Inc it is under the direction of Ed 
vard R. Taylor, manager of the mer- 





JOHN L. HUGHES 


Mr. Taylor announced the appoint- 
ments of John L. Hughes as advertis- 
ing manager, and Charles H. Smith as 
sales training manager. Other depart 
ment heads in the division are: Selma 
M. Andrews, manager of Hotpoint 





JOHN W. BUGGLE 


Institute, and John W. Buggle, man- 
ager of merchandising materials. Miss 
Andrews’ appointment was announced 
earlier. 


Capitol Records 


Capitol Records recently made an- 
nouncement of a number of appoint 
ments described as a step in a program 
Floyd A 
Bittaker, vice-president and general 
sales manager, announced the appoint 
ment of Robert W. Tabler, former 
branch and regional manager, as assis- 
tant national sales manager. William 
Kk. Hill, former midwest regional man- 
ager, has been assigned to Mr. Stab- 
ler’s old post as eastern regional man 


for greater dealer service 


ager. Ray Marchbanks, southern re 
nal manager, has replaced Mr. Hill 
Chicago, and Victor E. Blanchard, 
manager of the Atlanta branch of Cap 
itol Records Distributing Co., has been 


ymoted to southern regional man 


Bendix Radio Division, 
Bendix Aviation Corp. 


J. T. Dalton, general sales manager 
for radio and television of the Bendix 
Radio Division, has announced two 





H. H. SILLIMAN 


executive sales appointments. Horace 
H. Silliman, who joined the firm as 
New England district manager four 
years ago, has been promoted from 
manager of distribution to merchandis- 
ing manager. He will supervise liaison 
operations for the factory among na- 
tional distributing organizations and 
major retail outlets. 

Succeeding him as manager of dis- 
tribution is Arthur C. Jordan, recent 
head of a national manufacturer’s con- 
sumer sales organization. He has 





4 


ARTHUR C. JORDAN 


served in important sales management 
positions with a number of important 
manufacturers. 


Rex Cole, Inc. 


E. Hamilton Campbell, a former 
manager of advertising and sales pro- 
motion of Rex Cole, Inc., has rejoined 
the company as vice-president in 
charge of merchandising. During the 
war Mr. Campbell served in execu- 
tive capacities with the War Produc- 
tion Board. Later he was with the 
War Assets Administration. Pro- 
grams for merchandising the Rex 
Cole Air Circulator, the company’s 
new clock and new lamp, have been 
assigned to Mr. Campbell for develop- 
ment. 
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Sylvania Electric Products, Inc, 


Following the resignation of Walter 
A. Coogan from the post of director 
of the international division of Sy}. 
vania Electric Products, Inc., Lewis 





LEWIS GORDON 


Gordon, former assistant to the vice- 
president in charge »f sales, has been 
named to the position. 

Mr. Coogan was with Sylvania for 
15 years and left it to become execu- 
tive vice-president and a director of 
the J. C. Dolph Co., Newark, N. J, 
of which he is a large owner. The 
Dolph Co, makes insulating varnish 
for the electrical industry. Mr. Gor- 
don has been a Sylvania sales execu- 
tive since he joined the company in 
1931 as manager of New York district 





GARLAN MORSE 





F. W. FULLE 


Garlan Morse and Frederick W. 
Fulle have been appointed merchant 
dising managers of the lamp division 
and fixture division, respectively, of 
Sylvania, according to B. K. Wick 
strum, general sales manager of the 
lighting division. Mr. Morse, with the 
company for 12 years, has held various 
positions in the manufacturing, pre 
duction, merchandising and sales de- 
partments of his division. Mr Fulle 
has had over 20 years of experience 
lighting. He joined Sylvania 1 1943. 
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® LIST OF EXHIBITORS’ BOOTHS 
® AN OPPORTUNITY TO INVITE YOUR DEALERS 
® AN OPPORTUNITY TO TELL YOUR PRODUCT STORY 
® EXHIBITION NEWS IMPORTANT TO ALL DEALERS 


THE 1948 


The approaching National Housewares and Major Appliance Exhibit 


opens at the time when we are deep in a buyers’ market and competition H O U S EWARE ior AN D 
begins to take on an increasingly sharp pace. 
MAJOR APPLIANCE 
This year, the show will have exhibits from all groups of the industry 


covering the entire nation. No other important exhibits are scheduled 
at this time, thus permitting manufacturers to focus all their attention 


on this major show. 


Pre-sell your dealers on new products, new sales campaigns and prod- MAY 30 to JUNE “se 
: a 


ut improvements in ELECTRICAL MERCHANDISING’S May 15th 
Pre-Show issue. All of them will be reading the Mid-Month News before 


leaving for Atlantic City, so extend them an invitation to see you, via AUDITORIUM 
the pages of ELECTRICAL MERCHANDISING. 
ATLANTIC CITY, NEW JERSEY 


CLOSING DATES FOR THE PRE-SHOW ISSUE 


Pt c.ccabsieecebarteebevers APRIL 15th 
ED 6666 pica sees eenseuwkak APRIL 20th 
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PROCTOR Iron 
Proctor Electric Co., Philadelphia, 40, Pa 
/ Guardian No. 986. 
‘elling Features: Radial-reading dial 
of tabrics with nylon marking for 
per nylon temperatures; off- 
itch built into dial; 1000 watts; 
ermanently attached cord; even 
t distribution 


E March 15, 1948 
v 











TELECHRON Alarm Clock 


Telechron Inc., Ashland, Mass. 


Device: “Pinwall” 
ilarm clock 


Telechron electric 


1g Features: Combination pin-up 
and table model alarm clock can be 
ised with or without mahogany 
Jlored plastic base for bedroom or 
vathroom; can be fastened to wall 
vith ordluary push-pin; handy front 
yntrol makes it possible to shut off 
ilarm with eyes closed; 74 in. high, 
+] in. wide, 23 in. deep; ivory plas- 
tic with metal dial and ivory-colored 
character s and alarm dots on brown 
yackgrot nd: bezel and hands of 
ivory; Telechron self-starting motor. 
h., March 15, 1948 


citer 








Thermador Electrical Mfg. Co., 
Los Angeles, 22, Calif. 


range. 





} 
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THERMADOR Built-In Range 


Device: Thermador Built-in electric 


Selling Features: Separate units can 
purchased one at a time or all to- 


gether to build into a kitchen; stain- 
less steel cooking top can be in- 
stalled where most convenient and 
oven in an entirely separate part of 
kitchen; No. SU-4 cooking top has 
3 Thermo-Kleen units—1-2100 watt 
and 2-1250 watts—and a 5 qt. deep- 
well cooker, 800 watts all in straight 
ine 
No. W-016A master oven of stain- 
less steel, completely automatic, can 
he insté alled anywhere in kitchen and 
it a height which eliminates stoop- 
g and low-level lifting ; porcelain 
enamel interior 16 in. wide x 155/8 
1. high x 194 in. deep; baking unit 
2300 watts, broiling unit 4600 watts; 
iutomatic timer clock for fully auto- 
natic control of oven; teleminute 
timer built into oven panel may be 
et for any time from 1 to 60 min., 
inds bell when operation is com- 
leted; automatic oven temperature 
ntrol of hydraulic type; extra 
vens and extra surface units are 
tilable and easy to install. 
\Verch., March 15, 1948 


v 





y 


VELVA-CUT Lawn Mower 
Turpinorr Mfg. Co., Kansas City, Mo. 
levice: Velva-Cut power lawn 
nowers 
‘ Features: Line features 2 
models—1 powdered by a Maytag 
gasuline engine, the other by a spe- 
cial precision built 4 h.p, electric 
motor for a.c.; both models equipped 
vith floating handle; cast alumi- 
um base; weigh under 50 Ibs.; 





trim to within ¢ in. of walls, shrub- 
bery, etc., and cut a 16 in. swath in 
tall or short grass or weeds; 4-free 
flow wheels positioned to prevent 
scalping, and a cutter that can be 
adjusted, sharpened or replaced 
quickly and easily. 
Merch., March 15, 1948 

v 


MOTO-ERASER Stand 
The Dremel Mfg. Co., Racine, Wis. 


Devic New hanger stand for Moto- 


Selling Features: Base, finished in 


crackle-enamel contains a well for 
storing eraser _tips ; new features 

Moto-Eraser include an eyelet 
for handing the machine out of the 
way on stand or other convenient 
place; flashlight-type switch on 
front of machine starts and stops 
motor or keeps eraser in continuous 
operation; stand weighs about 14 
lbs., eraser is only 6 oz. 


E. Merch., March 15, 1948. 








in) 


FOSTER Refrigerators 


The Foster Refrigerator Corp., 
Mill and North 2nd Sts., Hudson, N. Y. 


Models: All-welded aluminum com- 
mercial and low temperature re- 
irigerators of self-contained type. 

Selliy Features: Line — includes 
each-in models—25, 35, 46, 62, and 

75 cu. ft. sizes; upright low tem- 
perature reach-ins in 10, 21 and 
35 cu. ft. sizes; institutional chest- 
type low temperature models in 18, 
3) and 40 cu. ft. models; all models 
available in white Dulux exterior 
vith Dulux finish baked-on alumi- 
num with infra-red lamp. 

E. Merch., March 15, 1948. 
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STACO Electronic DeOdorizer 


Standard Electrical Products Co., 
Dayton, Ohio 
evice: Staco electronic deodorizer. 
Selling Features: Deodorizes a room 
in a few minutes; easy to operate; 
on-off indicator light ; consumes only 
of the power required for average 
bulb; electronic tubes normally re- 
quire no replacement; can be hung 
on wall with picture hook, or placed 
on table or floor; kills germs and 
irifies air as it kills odors; may be 


used continuously or intermittently. 


E. Merch., March 15, 1948. 


y) 
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SUPERMATIC Water Heate, 


Bruner Corp., 2318 N. = St, 
Milwaukee, 10, 


i 
| 

ir 
 » 





Device: “Supermatic” 10-gal. auto. 


matic water heater. REPLIES ( Be 


apres . W YORI 
Se lling Features: For use in Cottages, OHIO. IAG 
tourist cabins, milk houses, barns SAN F 






offices, service station washrooms 


SELLING 
doctors’ offices, and barber anj 


\LESMAN 
nd manu 
ling man 

experie 


W-4199, El 





| Baucion 
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Must have. 
executive 
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- make perio 

Top earnin 

PARTICUI 

TO: Dept. | 
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Your letter 





beauty shops; available in a 1250- 
watt or 750-watt model, 110-130 ac 
volts; accessible dial permits easy ‘ 
adjustment of thermostat at 1” 








. +1) i 
degs, stops entirely, below boiling mma 
temperature ; completely immersed Electric and” 
eating element; 2-in. Fiberglas in- i Minnesota, is 
tales agent fi 


sulation; galvanized, heavy gauge 
steel tank. RA-613 


520 North | 
FE. Merch., March 15, 1948. 





v Atte 


Elect 
BROAN Laundri-Vent Electro 


Broan Mfg. Co., Inc., 1669 N. Water St., 
Milwaukee, 2, Wis. 


Device: No. 70 Laundri-Vent fan. 

Selling Features: Designed for base- 
ment window installation; exhausts 
steam, dust lint and fumes irom 
laundry; can be installed in few min- 
utes with ordinary tools; 1/70th hy 


389 Weirti 





INDE) 
M 





Bright St 
Commerc 
Electrical 
Goodyear 
Lonergan 
Premier \ 
Genera 

Redmont motor, 120 volts, 60 cycles: 

9 in, diam. deep pitch fan safety aids 

grille protects back and front; obbins 

strong spring and locking chain 

keeps door shut when not 7 use; lesapites 


snug fitting flange for tight M 

easy installation; heavily poled =? fg. C 
also suitable for attic, furnace, recre 
ation or hobby room. 


E. Merch., March 15, 1948. 
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York, Chicago or San 
count as one line. 
ater Discount of 10% if full payment is made 
in advance for 4 consecutive insertions 
3 
5 DISPLAYED RATES ON REQUEST 
auto- es ae 
EPLIBS (Boz No.): Address to office nearest you 
NEW YORK: 330 W. 42nd St. (18) 
tages CHICAGO: 520 N. Michigan Ave. (11) 
barns SAN FRANCISCO: 68 Post St. (4) 
rooms, SELLING OPPORTUNITY OFFERED 








roan {LESMAN WANTED—V-Belts, to jobbers 
. nd manufacturers, midwest territory by 
ng manufacturer, well established. State 
experience, etc. Replies confidential 


-4199, Electrical Merchandising. 





WANTED 


REGIONAL SALES DIRECTOR 


Reputable manufacturer of nationally 
advertised electric garbage disposers 
wants aggressive, factory regional sales 
director to supervise lucrative territory. 
Must have experience in major appliances; 
executive type; able to travel to super- 
vise sales in Southern Illinois, Ohio, Ken- 
tucky, Tennessee and Indiana, and must 
make periodic trips to factory during year. 
Top earnings to right man. SEND FULL 
PARTICULARS and QUALIFICATIONS 
TO: Dept. Z, Ross, Gardner & White, 2412 
West ith Street, Los Angeles 5, California. 
Your letters will be held confidential. 



































ELECT 





NEW PRODUCTS 





CORDLEY Water Coolers 
Cordley & Hayes, 443 Fourth Ave., 
New York, 16, N. Y. 
Models: HCS-10, HCS-10W, HBCs 
3, BCS-3 water coolers. 

Selling Features: HCS-10 hermeti 
cally sealed unit for office 
factory; HCS-10W, 


APPLIANCE 


and 
similar to 


Electrical 


HCS-10 except it has water-cooled 
condenser for installations where 
dust or lint conditions exists. 

HBCS-3, completely hermetically 
sealed bottle type water cooler; 
necessary where plumbing lines are 
inaccessible. 

BCS-3, bottle type water cooler, 
available in all standard motor char- 
acteristics 


Merch., Mar. 15, 1948. 








| 12H 
130 ac 
. er Selling Offer Wanted 
toiling fy PRODUCT MANUFACTURE 
pesenince, JOBBER traveling salesman calling on Hardware, | 
nersed Electric and Appliance Dealers out of Minneapolis, 
rlas ir Minnesota, is interested in acting as distributor or 
gauge tales agent for manufactured product. 
7 _, RA-4134, Electrical Merchandising 
*) North Michigan Ave., Chicago 11, IIL 
Attention Menutocturer's LUX Clock 
° 
Electric tools or equipment Lux Clock Mfg., Waterbury, Conn. 
nt Electro-Magnetic Nail-Puller Device: Series 1500 Minute Meter 
ter St Patented spring wound interval timer for 
’ —" aa washers, milking machines, sunlamps. 
. 389 Weirfield St. Brooklyn 27, N. Y. Selling Features: Made in timing 
fan. ranges from 0 to 30, 0 to 60 and 0 to 
yr base- 120 min.; fitted with original Lux 
xhausts minute minder movement for accu- 
s from racy and durability; molded Bake- 
ew min- lite switch fitted with berylline 
Oth hy INDEX TO ADVERTISERS copper contact springs, with silver 
contacts; entire timer housed in 
MARCH 15, 1948 sheet metal drawn case, cadmium 
plated to prevent rusting; 20 amp. 
110 volts; 10 amp. 200 volts. 
Electrical Merch., Mar. 15, 1948. 
bright Star Battery Co 17 v 
aS. = Lae 5 
Commercial Credit Corp a F sie 
t 
ae 
Electrical Merchandising 15 —— —--——. 
Goodyear Tire & Rubber Co., The 7 —————_ 
a none 
St ceeesen BP ai cers * 
lonergan Mfg. Co Third Cover | | ee 
= sy 
remier Vacuum Cleaner Div. . 
, Gen ‘ 
ods: en Seetvic Co ae TELE-TONE Radios 
n salety . 
| front; ME Pobbi Tele-Tone Radio Corp., 
Dt a hale 609 W. 5st St, New York 19, N. Y. 
in use | Model: No i 
. fit andi °''@8town Kitchen Div., Mullins | Sekee ey See eee sae 
‘2 meled; Mfg. Cor Fourth C Selling Features: 5-tube superhet; 
“4 ecie — oe over Ivory plastic cabinet; Alnico 5 
ce, F speaker; built-in loop aerial; slide 
rule dial; retractable handle. 
| Electrical "Merch., Mar. 15, 1948. 
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BRIGHT STA 


oo Mi WOTS 
hina: pyere? 


RY CEL! 


» 


Power your sales drives with the champion 
line of batteries in the industry — Bright 
Star. Recognized coast to coast for quality. 
Smart display packaging . . . thorough mer- 
chandising support... plus a hard-hitting 
national advertising program assure volume 
sales and high average profit margins. 
Write today for details. 


* insulated, metal top flashlight cells. 


* guaranteed to exceed General Purpose 
Gov't.C-18 Specifications even on 
expiration date. 


* wrapped bobbins and seamless 
zinc cans hold power longer and 
resist leakage in fact! 


IGHT STA 





in batteries if 
Bright otar'! 


nationally advertised to millions in leading publications 


ee ee ee eee eee ee ewe ee eee eee 


== 





better lines 
make you 


look better 








no. 10m cells 


24 Bright Star cells 

. . guaranteed to ex- 
ceed General Purpose 
Gov't.C-18 Specifica- 
tions even on expira- 
tion date 


ecm emmeceeceneeseecsocoessd 





| two fast turnover hits! | 





fr rr er ere meen nnn $4 





unit no. 2160 


Six No. 216 two - cell 
chrome finished spot- 
lights on 2 colorful 
easel display packages. 


BRIGHT STAR BATTERY CO., ctitton, w. 5. + branch offices: Chicage and San Francisce 


PAGE 17 








ELECTRICAL 
MERCHANDISING 


Including “ELECTRICAL APPLIANCE NEWS” 


Publication Office, 99-129 North Broadway, Albany 
Editorial and Business Office, 330 W. 42nd St., New York Ns. N.Y. 


H. W. MATEER, Publisher © L. E. MOFFATT, 


Editor © LAURENCE WRAY, Managing 


Editor ® ANNA A. NOONE, Electrical Appliance News Editor © MARGUERITE COOK, 


Director of Research © JAMES BOLGER, 


Assistant Editor © ROBERT W. ARMSTRONG, 


Associate Editor © HARRY PHILLIPS, Art Director © DEXTER KEEZER, Director Economics 
Dept. © W. W. MacDONALD, Consulting Redio Editor © TOM F. BLACKBURN, Chicago 
Editor, 520 N. Michigan Ave. 11 © MARTHA M. ALEXANDER, Editorial Assistont, 
Chicago © CLOTILDE GRUNSKY TAYLOR, Son Francisco Editor, 68 Post St. © HOWARD 
J. EMERSON, Associate Editor, Pacific States, 68 Post St.. San Francisco @ AMASA B. 
WINDHAM, ‘Southern Editor © JOHN CHAPMAN, World News Director. 


HARRY C. HAHN, Sales Manager 


© A. W. BROWNELL Ii, R. C. ARBUCKLE, 


New York & New Engiond @ R. A. WERTH, LOUIS W. ROMIGH, Chicago 11 © 


J. L. PHILLIPS, Cleveland, 


15 @ F. P. COYLE, Philadelphico, 2 © DONALD O. 


HANSON, Les Angeles, 14 © RALPH MAULTSBY, Ationtc, 3 © T. H. CARMODY, 


Sen Francisco, 4. 


MARCH 15, 1948 








HAVE YOU HEARD... 


BOOBIES TRAPPED 


David Vialet, appliance dealer in 
Rochester, N. Y., wasn’t kidding. After 
a two-week series of burglaries during 
which he had lost over $1,500 in mer 
chandise, Mr. Vialet took steps to wel 
come his nocturnal visitors. Reception 
devi es inclu le | alarms operating tron 
black light, an electric eye, a micro 
phone, a floodlight, and a trap door 
The crooks returned to Mr. Vialet’s 
establishment one dark night, sprang 
the trap, were floodlighted and re- 
vealed to the waiting dealer. Mr 
Vialet hadn't rigged up a device to de 
tain his visitors so when they fled 
despite his commands to stop he had 
to bring into play an old-fashioned but 
effective method. He used a gun. They 
stopped—forever. 


AVALANCHE 


Argentina has relented. McGraw 
Hill World News recently reported 
that the country’s ban on radio imports 
has been lifted—to the extent of allow- 
ing the importation by local manu- 
facturers of two units each to be used 
as models for local manufacture. 


NEW LOOK FOR LENGTH 


The National Bureau of Standards 
has triumphantly announced the pas- 
sing of the platinum-iridium bar at 
the International Bureau of Weights 
and Measures in France as the ulti 
mate criterion of a meter measure- 
ment. Now it’s done by the wavelength 
emitted by the green radiation of mer- 
cury 198, an isotope transmuted from 
gold by neutron bombardment. Dr 
William F. Meggers of the Bureau 
reports an accuracy of one part in a 
hundred million of relative value. 
Henceforth, we shall take care when 
using the word meter to specify 
whether it is an old-fashioned plati- 
num-iridium meter or a modern, scien- 
tific mercury 198 meter. 
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MARRIAGE SAVER 


Jacques Traubee, the peripatetic 
president of Traubee Products, Inc., 
pressure cooker makers, has suggested 
that schools in homemaking techniques 
should be established at honeymoon 
and divorce centers like Niagara Falls 
and Reno, in the first instance to get 
marriages off to a good start and in 
the second to insure that a second 
venture wouldn’t end up so tragically. 
How about the bride who practices at 
Niagara and still loses her husband 
and then is faced with another school 
at Reno? 


OUT OF JOINT 


“Trained and experienced” appli- 
ance dealers were recently authorized 
by the passage of a new ordinance to 
make appliance connections with water 
and sewer lines in Ann Arbor, Mich. 
C. T. Walker, the local plumbing in- 
spector, resigned in protest, declaring 
that the ordinance conflicted with state 
statutes—not to mention licensed 
plumbers. Meanwhile, we assume, 
appliance servicemen are gleefully re- 
membering to bring their tools. 


BELL MIRACLE 


Because church bells just don’t 
sound like church bells when their 
vibrations are recorded on movie film, 
the Liberty Carillon Co. of New York 
was recently engaged to make a $300,- 
000 instrument for the Jesse L. Lasky 
production of “The Miracle of the 
Sells,” a movie in which bells are 
obviously important enough to war- 
rant the expense. The instrument, 
which utilizes only a few ounces of 
metal to produce its tones, creates the 
sound of 38 different bells with over 
4,500 combinations. The sounds pro- 
duced are initially inaudible, but are 
picked up by an electro-magnetic in- 
strument and passed into sound track 
recording equipment. 


CHRISTMAS SAMPLE 


Unable to deliver a complete Bendix 
clothes dryer to a customer’s wife in 
time for Christmas, dealer Les Burger 
of the William Annat Co., Wooster, 
Ohio, took the front panel of one, 
wrapped it in festive papers and laid 
it under her Christmas tree. So suc- 
cessful was the expedient that Mr. 
Burger plans to “use the idea a lot 
next Christmas.” Home builders 
please don’t copy. 


WHOSE HEATER? 


Buffalo, N. Y., appliance dealers had 
to muster all their unselfishness in 
order to maintain customer good will 
during the recent cold spell there. 
Home owners were suffering from a 
critical gas shortage and rushed to 
their dealers in droves to buy electric 
heaters. But the dealers were suffer- 
ing from the gas shortage too. In fact 
most of them kept one or two heaters 
on hand just to keep their stores from 
turning into giant size freezers. At 
any rate we received no reports of 
tug-o-wars over a heater between un- 
willing salesman and demanding cus- 
tomer. 


OLD GLASS, NEW GLOSS 


Electric light bulbs of today are so 
good that they take a long time to burn 
out, but when their brightness finally 
dies they are usually thrown away. So 
it took a manicurist in Atlanta to find 
a use for them. She breaks the old 
bulbs and uses the glass to scrape 
finger nails, finds one bulb good for 
three days, credits them with impart- 
ing a sheen unattainable by any other 
means. All we have to do now is wait 
for some bright young entrepreneur 
to package the fragments in cosmetic 
style and merchandise them for 
women’s beauty and a handsome profit. 


MERRY-GO-ROUND 


They spent years eliminating the 
noise from trolleys. They took them 
off tracks and steel wheels and pro- 
vided them with rubber tires. Now, by 
golly, they’ve turned right around and 
are going to install FM radios in 
those trackless trolleys run by the 
Cincinnati, Newport and Covington 
Railway Co. in Cincinnati. Five minute 
programs—a bit of music, a newscast 
and commercial—will be dished up to 
riders. It’s still in the category of 
noise elimination, however, because 
FM radios are, of course, static-free. 


CROWNED HEAD 


The accomplishments of Geom 
Sperti were recorded for conte 
raries and posterity in the Novembl 
1947, issue of Coronet in an 
by Norman Carlisle entitled “ 
Sperti’s House of Wonders,” 
article relates how unorthodox Geos 
Speri Sperti knocked science of ; 
stuffy pedestal and made it fungs 
some startling results. He has tun» 
down various opportunities to get rig 
such as a $50,000 offer for an eles 
meter and today he is head of ¢ 
Institutum Divi Thomae in Cincinnss 
an organization devoted to cancer 
search, out of which comes a stre 
of by-product inventions and ide 
many of which are marketed by Sper 
Inc. and Sperti Citrus, Inc. \& 
Sperti himself owns not a single shy 
in any of the various Sperti ent, 
prises, companies which make 
lamps, a bioydynes ointment for buy 
animal feed yeast, and frozen cong 
trated orange juice. 


PAGING PETRILLO 


It's a dim possibility that symphe 
orchestra musicians may have to ¢ 
on their union bosses to do somethi 
about a new invention of physicist } 
B. Watson of the University of Tex 
Mr. Watson is working on an instr 
ment more versatile in range and to 
than any in existence and, theoretical 
able to reproduce the combined ton 
of all instruments in an orchestra. 
television camera and electrical circu’ 
are utilized to produce the tones 
electrical and optical controls \ 
Watson can set up the tone he wa 
to produce, then he can change t 
pitch without changing the overt 
structure. Currently, however, \i 
Watson’s instrument is in no condit 
for anyone to play; it’s still in ¢ 
category of a “tone generator.” & 
don’t be surprised if some day y 
see Serge Koussevitsky conduct 
symphony orchestra—consisting of ¢ 
man and a fantastic machine 


POLITICAL PLUM 


A sure method of getting liste: 
—if not votes—for a political candida 
was demonstrated recently down 
Bastrop, La., by supporters of a ¢ 
didate for office. They merely 4 
nounced they would give away a was 
ing machine to some member of 1 
listening audience at an outdoor me 
ing. The resulting crowd neat 
washed the candidate and his sv 
porters off the court house lawn. 








“OF COURSE, THESE BASEMENT APARTMENTS DO HAVE THEIR DISADVANTAGES.” 
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AUTOMATIC DRAFT 
REGULATOR — Factory 
Noad 

opera 
than ordinary 


tmentne 
c 


uch 


PROPELLER FAN— With 
patented cc . 


es floor-level heat. 


exclusive 
duct. Provid 


OVAL BURNER~— Wide, hot 
flame. More radiant heat No 


bunched, oil-wasting fire. 


Grete” MINIFLOW PILOT 


size flan 


| d rn-aown that gives 
wasteful, unwanted heat. 


EXCLUSIVE SALES-BUILDING FEATURES 


Lonergan leads again!...Leads with the most efficient, best looking, 
most economical console model space heater ever produced. Con- 
serves fuel! Compare! Housing its new operating features is a cabinet 
of fine furniture appearance to harmonize with any surroundings — 
without unsightly, protruding mechanical parts! ... The FIRESIDE 


is new —new from top to bottom — new inside and outside — new 





in beauty — new in performance. 


LONERGAN MANUFACTURING COMPANY, 
ALBION, MICHIGAN 








Youngstown plastic Min-A-Kitchens 
make Kitchen selling easier 


— 








Another promotion EXCLUSIVE for Youngstown dealers! 


THEY'RE brand new. And already these tough, durable 
plastic scale models of Youngstown units are the talk 
of the appliance field. 

Kits contain one miniature each of every Youngs- 
town Kitchenaider, two each of every Youngstown 
cabinet, perfect in every detail. Also model stove and 
refrigerator with miniature floor and walls to scale. 

You duplicate any kitchen arrangement quickly. 
easily ...in the store or customer’s home. No guess- 








work, chance for error. Gleaming, handsome, accurate 
miniatures show salesman and prospect both exactly 
how the completed kitchen will look. 

Use Min-A-Kitchens, too, for window and counter 
displays, give-aways, and in your local promotions. 

Order yours today from your distributor. Packed in 
handy case. Available to Youngstown Kitchen dealers 
only ... at a price far below that of any previously 
offered permanent-type Min-A-Kitchens! 


Promotion does it! 


Last year saw 60,000,000 in retail volume on 
Youngstown Kitchens! Youngstown’s exclusive pro 
motion helps can cut you in on your full share of 
these tremendous sales. There’s the Youngstown 
Kitchen Story, the Youngstown Kitchen Measuring 
Rule, Youngstown Flexible Display . . . literature, 
ad mats, radio announcements, display helps, too 
A whole merchandising program, backed up by the 
biggest national advertising campaign ever put 
behind a kitchen! There are a few franchises still 
available to dealers who are ready to follow the 
proved Mullins plan. If you would like to handle 


“the sweetest line on the floor! please write 


UNG Town hitlehons 


BY MULLINS 


MULLINS MANUFACTURING CORPORATION e WARREN, OHIO 


World’s largest makers of steel kitchens 





Curti: 
Senior 
an 





James H. McGraw, Jr. 


President 


James H. McGraw 
1860 - 1948 


I: his long life, James H. McGraw saw, 


and was himself a 
part of, the major industrial development of the United 
States. 

He was born December 17, 1860, just after the first election 
of Abraham Lincoln. He was a small child at the time of 
Appomattox, a growing lad when the first continental railway 
was completed; he lived into the age of the atomic bomb. 

One of the events of his lifetime, and one which was to 
have a momentous effect on his great career in publishing, was 
the opening of Edison’s Pearl Street Station in 1882. He was 
then in Normal School but his later career in electrical pub- 
lishing makes fully evident his keen interest and faith in the 
activities of the then pioneer electrical industry. He was a 
pioneer himself and understood other creative men. 

His principles had a profound effect on industrial publishing 
and laid the foundation for the largest industrial publishing 
organization in the world, the McGraw-Hill Publishing Com- 
pany, publishers of 26 national and eight international maga- 
zines, and, through its subsidiary, the McGraw-Hill Book 
Company, largest publishing house specializing in technical 
and industrial books. 

He resigned on Dec. 27, 1935, as chairman of the Board of 
Directors, when his responsibilities were taken over by his 
son, James H. McGraw, Jr., who assumed the presidency and 
chairmanship of the Board. 

It has been said by his associates that Mr. McGraw always 
had a “remarkably high standard of dissatisfaction.” He 
pressed continually for improvement in editorial competence 
and authority, in advertising ethics and proficiency. He was 
also a builder of men. He insisted upon editorial leadership 
based on constant field contact and active participation by 
editors in the activities of their industries. He was no less 
insistent upon truth in advertising. 


H IS life began in Panama, Chautauqua County, New York. 
He attended the State Normal School at Fredonia, and 
at the same time, taught at a district school. Upon graduation 
from normal school, as valedictorian, in 1884, he was ap- 
pointed principal of the district school in which he had taught. 

He had first sniffed printer’s ink as reporter for the home 
town weekly. He worked in his spare time for a monthly 
publication called “The Countryside,” writing at $5 a column 
and selling subscriptions on commission. 

When Chautauqua County friends started 
Journal of Railway Appliances” and purchased a little paper 
called “Steam”, he made the decision which was to change the 
entire course of his life. But at the height of his career he 
said, “I believe I should have loved teaching better than publish- 
ing.” At any rate, he left his country school house to sell sub- 
scriptions. 

Even in those early days, he had a vision of the future pos- 
sibilities of business publishing, but the venture did not turn 
out as happily as he had anticipated. By the summer of 1886, 
the company owed him $1500, with no prospects for payment. 
Called into conference and asked if he would help by finding 
some ready cash, he replied, with the confidence of youth, that 
he would. 

In order to obtain the needed cash he took out an insurance 
policy in the name of a Quaker farmer of Chautauqua County 
and offered the policy as a kind of security for a $1000.00 loan. 
With this money, plus that which was owed him by the com- 
pany, he became vice-president of the little publishing house— 
which thereafter began to prosper. 

An important point in his career came when he and his 
partner parted company over a difference of opinion as to the 
importance of Edison’s new electric car. The partner was 
hostile to it and sympathized with advertisers who were selling 


“The American 


McGRAW-HILL PUBLISHING COMPANY, 





horses, feed, wheel barrows and hay forks. Mr. McGraw fore- 
saw the doom of the horse-car and his first official act as an in- 
dependent publisher was to hire an electrical editor for his 
“Street Railway Journal.” 

Almost immediately, developments in that industry proved 
he was right. By 1901, he had acquired “Electrical World” 
and “Electrical Engineer,” later consolidated as “Electrical 
World.” He later added “Engineering Record,” “Chemical and 
Metallurgical Engineering,” “ELecrricaL MERCHANDISING.” 

His acquisition of “ELecTRICAL MERCHANDISING” is an ex- 
ample of his capacity for thinking ahead. The electrical 
industry in 1916 was still growing up and ambitious for expan- 
sion. Mr. McGraw saw clearly that rapid expansion of the 
industry called for more diversified application of its power. 
“ELECTRICAL MERCHANDISING” was a small paper but it dealt 
with such diversified applications as lighting, electric signs 
and electric trucks as well as with such appliances for the 
home as were then developing. 

Upon the death, in 1916, of John A. Hill, the McGraw Pub- 
lishing Company acquired the Hill Publications, and the Mc- 
Graw-Hill organization began with nine national publications. 

In 1909, seven years before the parent companies were con- 
solidated, the book departments of the McGraw and Hill com- 
panies were merged as a separate company, known then, as 
now, as the McGraw-Hill Book Company. 


HE publisher in 1924 established the James H. McGraw 
Award “to encourage constructive thinking for the ad- 
vancement of electrical industry,” the endowed award, of 
four medals and a purse, given in recognition of the most im- 
portant personal contributions to electrical progress in the 
manufacturing, wholesaling and contracting branches, and for 
cooperation in promoting the general welfare of the industry. 
Mr. McGraw married Mildred F. Whittlesey, daughter of 
Curtis E. Whittlesey, of Corfu, N. Y., June 8, 1887, and they 
had four sons, James H. Jr., now president and chairman of the 
Board of the Company; Harold W., vice-president in charge 
of the McGraw-Hill Building at 330 West 42nd Street, New 
York; Curtis W., senior vice-president and treasurer; and 
Donald C., vice-president in charge of manufacturing. They 
also had a daughter, Catherine, now Mrs. John E. Osmun of 
Madison, N. J. 
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Westinghouse 


Versatile DiaMAGIC display service offers unlimited 



































Westinghous 


MAKER OF 30 MILLION ELECTRIC HOME APP! 
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3 TIMES wen AIR MOVED-3 TIMES FARTHER 


Twin Cones induct then supercharge the air- DLeepp-itch Propeller takes a huge “‘bite”’ of Insulated Cowl in a beautiful Lambert green 
feed and instantly channel a tremendous air, driving it forward with great force. A fur- finish helps silence air noises. Despite its tripled 
volume to the deep-pitched propeller. The ther “twist’’ is added to the spiral. This makes air output, the Vornado is far quieter than a 
“Vortex-Tornado” spiraling motion starts here. it bore farther into space. “fan.” There’s no fuss or bother. 


BUY NOW FOR THE BIG SUMMER DEMAND! 


THE ae AIR CIRCULATOR 


The fastest selling — most 
distinguished air circulator 
on the market anywhere! 





A 
SUARRRGGERERAES 


Vornado dealers have the most convincing sales story 
in America today ...Incomparably greater perform- 
ance than any ‘‘fan"’ can give...3 times more 
penetration... 3 times more circulation. . . instant 


cooling from the flip of the switch . . . smart, graceful 
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styling... beautiful design... performance that 
matches in all particulars an established world-wide 
reputation. Be sure you know the amazing Vornado 
Twin Cone story. Tell it to every prospect. Place your 
order now with your distributor. Hurry — the big 


demand may again exceed the supply this season. 


DEALER SALES HELPS... 


@ Unique window displays 
@ Sales folders 


@ Dealer newspaper mats 


New Advertising 
Campaign Just PRoleased! @ Window streamers 
Smashing full pages in LIFE maga- 
zine... 26,000,000 readers per 


insertion .. . millions will go to deal- 
ers to see for themselves. Give them 


@ Counter cards 


@ Sales portfolios 


THE O. A. SUTTON CORPORATION 
WICHITA, KANSAS 


Vornad ’ . ° 2 ; <a ' 
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g ga > Guaranteed by 


smoke demonstration.” It will make g ” -_ Good Housekeeping 
them buy the — Wolds F ¢ weeriste 3 


) 
TS inest Div (‘ ae ae 





ELECTRICAL MERCHANDISING—APRIL 1, 1948 PAGE 37 





























Why You Cannot Get Ahead 
As Your Father Did — 


HE UNITED STATES is being forced 
toward socialism by a tax revolution 


of far-reaching consequences. 


We have not yet felt fully the deadly impact of 
this revolution because inflation and the postwar 
boom have delayed its effects. 

But from now on, more and more people will 
feel its bite. Already it is the dominant element in 
our economic life. Already it is the major factor in 
our chances of keeping our jobs and of getting ahead. 

Here are some pertinent facts on this tax revolu- 
tion: 


1. The tax load that our nation can safely carry 
has long since passed the danger point. 


Our capitalistic system is in real danger when 
taxes take more than 20 percent of our national 
income (or 20¢ out of every income dollar). Beyond 
that point there are not sufficient dollars left in 
private hands for capitalistic America to raise the 
capital required to keep its industry going. So we 
are right now being nudged further and further into 
socialism. 

For today taxes take twenty-five percent of na- 
tional income (or 25¢ out of every income dollar). 


2. The tax revolution has undercut the incen- 
tives that help us to get ahead. 


The group whose incomes range from $5000 up 
now turns over about one-half of its total income 
to federal, state, and local tax collectors. Before the 
war, this group gave the tax collectors one-third 
of its collective income. 

In sharp contrast, the group of people with in- 
comes under $5000 pays the tax collectors 20% of 


its income for direct and hidden (mostly hidden) 


taxes — against 18° before the war. This lower- 
bracket group needs immediate tax relief but I 
believe most sincerely that persons earning less 
than $5,000 have a very vital reason for also sup- 
porting tax relief in the much more heavily hit 
upper brackets. 

As you get ahead, you expect your taxes to go 
up. Taxes should be levied, in principle, according 
to ability to pay. But today tax rates rise so sharply 
that they virtually destroy all incentives to get 
ahead, to save, and to invest in new and untried 
enterprises that open up new jobs. The progressive 
tax idea now carried to punitive extremes has be- 
come a destructive tax revolution. 

Today the U.S., envied by all the world for the 
wealth it has won under capitalistic incentives, has 
cut its incentives below those offered by that state 
whose police methods strike terror into the hearts 
of all workers. 

Soviet Russia rewards successful managers, writ- 
ers, and scientists better relatively than we do 
under our present tax system. 

A revolution that sweeps away incentives will 
quickly sweep away our free enterprise economy. 
The only substitute ever found for free incentives 
is the whip-and-lash compulsion of the police state. 
And no police state has ever been able to match the 
production of a free people with a free economy 
that gives adequate rewards to individual producers. 


3. The tax revolution hits squarely the average 
American’s chances of keeping a job and of 
getting ahead. 


If you make less than $5000 a year you may well 
ask why you should worry about a tax revolution 
that seems directed at the comparatively small 
group, about 10% of American families, who make 


$5000 a year or more. 
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The answer, it seems to me, is that “risk capital,” 
the money that makes new jobs when invested in 
growing companies or in new businesses, must come 
largely from the people making more than $5000 a 
year. The others usually cannot afford to take any 
risks with their savings. 

It was the savings of this 10% group that made 
possible the huge growth in American industry and 
American jobs and our progress in raising American 
living standards in the years before 1930. 

Now the government is taking so much from the 
10° group in taxes that they cannot afford to risk 
any savings they manage to accumulate. Most of 
their savings now go to insurance companies and 
savings banks which are barred by law from making 
risky investments or investments even in seasoned 
common stocks. 

The flow of risk-capital from this 10% group can 
only be renewed by reducing their taxes. The result 
will benefit everyone over the difficult years to come 
by providing more and steadier employment for all. 

The cost of the presently proposed reduction, less 
than 1% of the national income, can well come out 
of current revenue surplus. It will be repaid many- 


fold by the new enterprises it will stimulate. 


4. Jobs will be lost if risk-capital does not 
increase. 


Unless the flow of risk-capital into business can 
be doubled and trebled in the next few years, busi- 
ness investment in job-making new plants and 
equipment will drop sharply. The McGraw-Hill 
survey of prospective capital expenditures, reported 
in the previous editorial in this series, made that 
quite clear. 

When such a drop in business investment has 
come in the past, it has brought with it a general 
slump in business — and unemployment. 

As we work through the enormous demand for 
goods of all kinds built up during the war years, 
and as the war-accumulated savings of businesses 
and individuals are spent, it will be harder and 
harder to keep production and employment at to- 


day’s high levels. 


Then—at the very time that we shall need all our 
drive to maintain prosperity—we shall be hit by the 
full impact of the tax revolution. 


5. Compounding these troubles is a tax system 
as out-of-date as an oxcart. 


Twenty years ago, when taxes took only twelve 
cents out of the national income dollar, our rattle- 
trap tax system was little more than a nuisance. 
Today, when it takes twice as big a bite, its double- 
taxing of the earnings of investors, its discriminatory 
excises, and the overlapping of federal, state, and 
local levies are a fatal handicap. A new system, a 
fair system, a rewarding system, is a necessity if 
American initiative and enterprise are to have a 
fair chance. 

What Congress does now about federal taxes will 
bear crucially on our ability to sustain prosperity. 

By demanding economy in government and by 
re-designing the tax system to stimulate initiative 
and risk-taking, Congress can multiply many times 
our chances of maintaining full employment and of 
raising living standards. 

By allowing people to save more and by renewing 
the incentive to risk capital in new enterprises, 
Congress can actually insure a bigger tax return 
in the years ahead. More business will result — and 
pay more taxes. : 

That is the only way that a free people with 
a free economy can carry the tax load. 

That is the best way that our government can 
improve our chances of keeping our jobs and of 
getting ahead. I suggest that you discuss these vital 
matters with your chosen representatives in Con- 
gress, in your state government, in your local 


community. 





President, McGraw-Hill Publishing Company, Inc. 


THIS IS THE 66TH OF THE SERIES 
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Open the cover and remove the top glassware tray. There are three levels of trays for 
* holding vorious types of dishes, but only one needs to be removed to load the machine. 
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those industries would no 
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selling millions of units annually unless 


lemonstrated and sold those devices in 
response to that demand and to lay the 
foundation for repeat sales. 

The dishwasher is at the stage today 


specialty selling methods, which have 
proven so effective in the case of other 
ppliances, will yield a profitable new 


arket is ready and waiting for culti- 
Not even one percent of the 


customers is being added to at 
the rate of nearly two million a year. 
romise and the potentialities 
f the future dishwasher business will 


understand the 
ipplication of those basic 


ng techniques that worked so success- 


with other major 


DEMONSTRATING 


» 
} ———— 


Load the lower tray which is designed for big dinner plotes, soup plates, bowls, 








* end pans, etc. Pots and pans go in the corners, platters along the side, facing center. 


The DISHWASHER 


DAY IS HERE 


Up to now the dishwasher has been selling 
itself through satisfied users . .. It’s ready 
to break into the big-time volume class .. . 
Live store demonstrations will turn the trick 


BY LAURENCE WRAY 








Demonstration of this feature of electric sink should go along with dishwasher, although 
dishwasher may be bought as individual unit, or in sink with no garbage disposer. 
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The DISHWASHER 





Load the upper tray. This second tier is designed to hold cups, saucers and other small 
« dishes. Saucers stand in outer section; cups go in trough-like portion, facing down. 


— ° 


ae 


Fill detergent cup. The cup holds the right amount of detergent (Calgonite) and 
* spills open after dishwasher is closed and water introduced. Never use ordinary soap. 





1G The DISPOSAL UNIT 





— 








ugh In electric sink models, with built-in garbage disposal unit, cleaning plates before placing 


them in the dishwasher is simple matter — refuse just goes down the drain. 


ING 
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4 Load glassware tray. The only tray to be removed is now loaded and put beck in place 
* Glasses go in face downward. It may be. loaded before or after putting in. 


asst — 


Close the lid and turn the switch. In this G-E model the cover is self-locking and 
* cannot be opened. Entire operation takes ten minutes and four gallons of water. 


Now is the time for the needle... 

First, let’s take a look at the prod- 
uct and the service it renders. The 
three fundamental tests of any spec- 
ialty appliance that achieves the mass- 
market stage and eventual repeat sales 
(public acceptance) are time-saving, 
labor-saving and money-saving. A 
fourth might be added: pride of owner- 
ship; but the latter is usually a corol- 
lary of the first three. 


The Daily Grind 


To make it short and sweet: the 
dishwasher, as we know it today, is 
hitting on all four. Numerous surveys 
by women’s magazines have shown 
time and again that the most tiresome, 
frequent and despised job in the house- 
wife’s lamentable litany is the thrice- 
daily chore of washing dishes. As 
long as meals are prepared and eaten— 
and we have seen no signs of this 
custom being abandoned—the inevi- 
table stack of grimy platters, of greasy 


pots and pans, of cups and saucers and 
glasses and silverware, loom untidily 
as a reminder of her condition of serv- 
itude. It’s a job that’s never done, a 
road that never ends. Three times a 
day, ninety times a month, one-thou- 
sand and ninety-five times a year of 
scraping, pre-rinsing, washing, rins- 
ing and drying. It is ten times the 
work of the weekly laundry, it is more 
persistently onerous than cleaning, and 
even cooking has an aura of the cre- 
ative. And do we have to mention 
“dishpan hands”? 

To all of these things the 
washer provides the answer: 

Within ten minutes from the time 
the last dish is removed from the table, 
without touching hands to soap or 
water, the modern electric dishwasher 
will have automatically washed, 
scoured, double-rinsed and dried, in 
one filling, the number of dishes, pots 
and pans, glasses and silverware, suffi- 

(Continued on page 216) 
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LTSTONO 


Believing that now is the time for television, 


Dynamic Electronics-New York, Inc., makes 
it easy to buy on time; no interest, no finance 


or carrying charges. 


By ROBERT W. ARMSTRONG 


HE professor from Yale was 
blunt about it. He walked up 
to the first salesman he saw 
and said, “I’m a member of the Yale 
University economics department. A 
group of us have been reading your 
Dyn-account plan advertisements in 
the New York papers. According to 
these ads you offer radios and appli- 
ances with 12 months to pay and no 
interest charge, no finance charge and 
no credit charge. We don’t see how 
that’s possible. What's the catch?” 

To the professor, as to hundreds of 
other less professionally curious cus- 
tomers, the salesman explained that 
there isn’t any catch—but he had 
some difficulty proving it. Finally, by 
the inspired use of a pencil and a 
scratch pad, he convinced the educator 
that if he were to purchase a specific 
item, paid so much down and paid the 
rest in so many installments the figures 
would add up to the list price total and 
no more. At argument’s end the pro- 
fessor convinced, bought—and paid 
cash for—a small radio. 

Already being copied by other firms, 
the Dyn-account plan was instituted in 
early 1948 by Dynamic Electronics— 
New York, Inc., a retail chain consist- 
ing of four stores in the New York 
metropolitan area. The selling plan, 
however, is not the only unusual thing 
about the firm. All four stores have 
been opened since April, 1945, and 
the concern, in the words of Jack 
Haizen, vice-president and general 
manager, is “geared up for an annual 
volume of $2,000,000.” Just how close 
the company came to that figure in 
1947 and how much profit was made is, 
of course, its own secret. However, 
you only need to glance at the store 
traffic, see the stores themselves, and 
note the consistent volume of adver- 
tising to recognize a big and mush- 
rooming operation. A _ fifth store 
opened near the end of March in Rego 
Park, Long Island. The company em- 
ploys close to 100 persons, has 12,000 
sq. ft. of floor space in its store and 
office headquarters at 1926 Broadway, 
regularly uses full page space in the 
Vew York Times and the New York 
Post and 30 weekly spots on radio sta- 
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tion WONXR, is responsible for the in- 
stallation of television sets in hotel 
rooms of the New Yorker and the 
Roosevelt, and maintains its own cus- 
tom department where it will design 
and build anything from a kitchen to 
an $8,000 radio-phonograph-television 
console. It maintains a subsidized serv- 
ice firm, Dynamic Radio Service, 
which, currently employing about 24 
technicians, was organized in 1930 and 
is really the parent of Dynamic Elec- 
tronics. 


Reputation to Order 


Up until the present the firm’s sales 
effort has been applied to radio and 
television, largely because of the short- 
ages of white goods. Television and 
radio sales have, in fact, exceeded in 
dollar volume the combined sales of all 
appliances. Right now television sales 
are equal dollarwise to radio sales. 

Many factors have contributed to 
Dynamic’s successful television selling, 
chief of which is the firm’s rapidly 
growing reputation for competent and 
honest service. The Dyn-account plan 
is still comparatively new and, al- 
though it has already produced tangible 
results in the form of increased traffic 
and sales, it is still too early to give 
it a thorough appraisal. Dynamic be- 
gan to lay its television plans while 
post-war production was still in the 
blueprint stage. The first retail outlet 
actually opened on 57th Street in April, 
1945, but the lease for the store was 
taken in December 1944. For six 
months before television sets began to 
reach the market, engineer and service 
manager Pat Gale gave rigorous and 
thorough training to six television 
technicians. During this time they ac- 
cepted a limited amount of television 
service work to give the trainees ac- 
tual experience. By the time 1946 and 
increasing television production rolled 
into the picture Dynamic had the 
nucleus of a highly-skilled video serv- 
ice team. The firm is currently selling 
Crosley, RCA, Westinghouse, Philco, 
DuMont and Motorola sets and all of 
these, with the exception of RCA, are 
installed by Dynamic’s own men. Their 
organization and their staff enables 
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them to give swift service. From the 
ginning, Dynamic refused to sell a 
set unless the customer was willing to 
take out a one-year service and instal- 
lation policy. The results of this fore- 
sight are dividends in satisfied cus- 
tomers and a high percentage of policy 
renewals 

“We are now soliciting customers 
vhose one-year guarantees have ex- 
pired,” said Jack 


lave received checks for warranty re- 


Haizen, “and we 


TELEVISION sets have a room to themselves at the Broadway store. 
installed and working, show up to good advantage against the orange and black colored walls. 
Subdued lighting helps picture clarity, creates a restful, intimate atmosphere. Sets carried by Dynamic 
include RCA, Philco, DuMont, and Motorola. 








newals irom 60 percent of the people 
to whom we sent only one letter. That’s 
one reason why we contend that our 
service organization is our biggest 
selling point.” 

Sidney Horne, Dynamic’s advertis- 


ing manager, says this about service: 
“We are a comparatively young or- 
ganization and we are trying to build 
up by excellent service, wide publicity 
and advertising the public confidence 
which is usually acquired over a long 














LIKE SMALL BOYS caught stealing apples are these salesmen at the Broadway store 
vho couldn’t wait for a serviceman to get a new set installed in the display room before 
sneaking a look at and studying its features. A few seconds later they were re-involved 


a heated argument. 
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All of the receivers are 








set home with him. 


period of years. We do everything in 
our power to satisfy the customer. As 
an example, we recently replaced with- 
out charge a pre-war radio combina- 
tion. When the customer was informed 
of this he called us on the phone, and 
said he wanted to be sure that he had 
understood us correctly. We told him 
he had and he said, ‘No merchant ever 
did anything like this before. Mister, 
you’ve made a customer for life’.” 
This example appears to be the rule 








DYNAMIC SELLING is well illustrated by salesman Hedges (right) 
who graphically demonstrates the “carry home” quality of Motorola’s 
new table model television set. The customer is encouraged to take this 


rather than the Haizen 
keeps a fat file of unsolicited letters 
from customers who have been so 
pleased with 


exception. 


Dynamic service that 
they made an effort to say so. One such 
bouquet came from a television cus- 
tomer who ran into a landlord objec- 
tion to installation. The servicemen 
from Dynamic, the letter said, waited 
on the premises for about three hours 
until the landlord could be contacted, 
(Continued on page 234) 





BEHIND THE SCENES there is frenetic hustle and bustle. The general offices were 
being torn down and rebuilt when these pictures were taken, but the hordes of workmen 
around general manager Jack Haizen’s desk did not interrupt his telephone call nor 
store manager Mike Sobol’s talk with an assistant. 
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JACK G. OLASOV, owner and operator of the Houston firm has found 
many ways to cut corners and save operating costs by careful study of 
efficiency in business and by his ingenuity in improving working equipment. 


N these days of small margins, high 
operating costs and slow deliv- 


”  eries, the retail appliance dealer 
who doesn’t cut corners wherever 
possible, finds that a big hole has been 
eaten in his profits. And yet a certain 
amount of with 
return on the investment, 
out to 
comfort in 
keep the 
store in presentable appearanc: 

Jack G. Olasov, owner of the B & O 
Furniture Co., 
ton, Texas, has given a lot of thought 


little or no 
must be laid 
meet competition, to 
working 


expense 
provide 


facilities and to 
fixtures and displays of a 


1012 Broadway, Hous- 


to this problem and the results of his 
thinking are apparent in the appear- 
ance of his shop. Mr. Olasov, a small 
dealer, learned a long time ago that 
beauty could be combined with utility 


and that a lot of necessary installations 
could be nm ice to 


lo double the work 
for which they originally were de 
Signe d. : 

For example, in a space eight feet 
by ten feet, he has built three sound 
proof listening booths for radio and 
record ition. By arranging 
the booths back to back, he has elimin- 
ated almost every inch of waste space 


demonstt 


and yet given the booths ample space 
for free use. And his best feature in 
conserving space is the trick of air- 
conditioning all three booths with one 
small conditioner. He this by 
having placed vents containing small 
exhaust suction two of the 


does 


fans in 


PAGE 44 


booths, so that when the air-condition- 
ing unit is turned on, cool air is circu- 
lated freely and evenly in all three 
booths. 

“The cost of air-conditioning my 
listening booths is just about $2 a 
month in the summer months,” he 
points out, “instead of the usual aver- 
age of $40 per month plus $3,000 in- 
stallation charges. In other words, I 
can advertise air-conditioned listening 
booths, which cost me only $2 per 
month, and then on top of the saving 
effected, I have a ready-made set-up 
to demonstrate the air-conditioner 
itself.” 

[he booths are 


may be 


glass enclosed and 
; seen into readily from almost 
any part of the store. The larger one, 
containing the air-conditioning unit, is 
used for demonstrating classical re- 
cords while the other two, measuring 
four by four, are for the jitterbugs and 
youngsters. 


Color Card System for Records 


\ clever innovation designed and 
used by Mr. system of 
color cards used in connection with 
his self-service phonograph record 
display. The stand is similar to many 
in use by record vendors almost every- 
where but it differs in operation. A 
color card on top of the stand informs 
the record buyer that popular records 
may be found tabbed with a white card, 
string band records by yellow, race 


{ Jlasov Is a 


Jack G. Olasov, of the B & O Furniture 


Co., Houston, Texas, has worked out sev- 


eral ideas for conservation and increased 


efficiency which adds plenty to his profits. 
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IDEAS WORKED OUT by Mr. Olasov have enabled his trucks to carry 
double the load for which they originally were designed. The retractable 
ramp of planks makes loading an easy matter. The oversize truck body 
was made from an old gasoline reservoir tank. 


and blues records by green, novelty 
records by red, and so on. The sys- 
tem makes record selection an easy 
matter but of course, as Mr. Olasov 
points out, an attendant is always 
ready to assist if needed. The upper 
part of the stand has four sections 
filled with records and the bottom part 
has shelves, behind removable doors, 
where merchandise may be displayed 
or the space used for storage. 

“We have learned how to practice 
conservation in advertising our rec- 
ords, also,” says Mr. Olasov. “Instead 
of working out displays which tie in 
with current movies, etc., we have 
posted in a conspicuous place over the 
record counter, a sign listing the ten top 
hit records as announced every week in 
The Billboard or on The Hit Parade. 
One glance and almost every question 
the customer wants to know about 
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what’s new, what’s available or what's 
being played, is answered immedi- 
ately.” 

Another conservation factor inaug- 
urated by Mr. Olasov is the use 0 
head phones. When the store 38 
crowded, as it frequently is, and all 
listening booths are in use, B & 0 
salesmen pass around these head 
phones to customers who desire them, 
they are plugged in to one demot- 
strator machine and the listener hears 
the desired tune in peace and convel- 
ience, without disturbing other cus 
tomers in the store. The head phones 
come in particularly handy following 
the visit of some celebrity to the store. 
when his records are in heavy demand, 
according to Mr. Olasov. 

This policy of getting recording 
artists to appear in person at the store 
is a profitable one, Mr. Olasov says 
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THIS SELF SERVICE RECORD STAND features a system of color cards which 


mokes record selection an easy matter. 
the customer requires further attention. 


AN INTERESTED CUSTOMER listens to a recording 
while a saleslady holds an ear phone for him. These ear 
phones are used when listening booths are full, in order 


to allow a measure of privacy. 


He is able to arrange for many of them 
to make an appearance at his shop 
by contacting the theater managers 
and working out an agreement by 
which he pays half the cost of the 
advertising. A recent appearance by 


Ernest Tubb, drawling singer of 
> > 


Western tunes and a heavy favorite in 
Texas, drew about 1,250 persons to the 
store in the space of an hour, accord 
ing to the Houston dealer. 

Mr. Olasov’s plan for cutting oper- 


ating costs extends to his service de- 
partment, and his trucks are rigged up 
in such an ingenious manner that one 
man can make delivery of major ap- 
pliances. This is because Mr. Olasov 
Whipped the loading and unloading 
problem by building a carrying space 
nthe body of the trucks, from which 
plank ramps may be pulled. The appli- 
ance is then rolled up the ramp, loaded 
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However, an attendant stands by to assist if 





into the truck and the ramps shoved 
back in place under the body of the 
truck. These built-in ramps have 
saved the firm many hours of extra 
toil and labor, according to Mr. 
Olasov, and they cost very little to 
install. 


Solved His Truck Problem 


The high cost of operating heavy 
trucks was eliminated by Mr. Olasov 
by changing the body design of his 
trucks. Instead of buying the usual 
ne or two ton delivery vehicles, he 
bought regular light delivery trucks 
and removed the bodies. He then got 
hold of some old gasoline reservoir 
tanks, fashioned them into widened 
side walls and installed them on the 
chassis. His trucks are thus able to 
carry twice as much equipment as they 
could before he altered them, and 
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LISTENING BOOTHS, measuring four by four, 
are air-conditioned and sound-proof. 
tonians, such as these record buyers, find the B & O 
record department an unusually complete one. 


THE KIDS KNOW WHAT THEY LIKE in records and young Bobbie Olasov, 5, (right) 
son of the shop owner, sometimes sells records to his friends through his own enthusiasm. 
Bobbie's tastes are a perfect gauge for children’s likes and dislikes. 


Young Hous- 


where before, two refrigerators could 
fit snugly into the truck, four can be 
carried easily now. Incidentally, on 
making deliveries, Mr. Olasov fre- 
quently goes out himself when he feels 
that personal contact with the customer 
may add to future good will or buying 
relations. In the industrial east end of 
Houston, where his shop is located, 
this policy sometimes pays off well, 
he reports. 

The B & O Furniture Co. has only 
four employees—not because, as Mr. 
Olasov points out, his volume of busi- 
ness wouldn’t permit more—but here 
again, a close watch on operating costs 
has enabled him to work out efficient 
hours of employment which includes 
a regular schedule of work for himself 
and his wife. 

“One of my best record salesmen is 
my son, Bobbie,” he 


says, with a 


AN EDISON PHONOGRAPH of the vintage of 1905, 
which was traded in on a new radio, makes an unusual 
advertisement. 
ping to examine it. 


Few customers can pass by without stop- 


twinkle in his eye, “despite the fact 
that he is only five years old. This 
happens in two ways. First, we’ve 
found that Bobbie is an excellent 
gauge to use on what children like in 
records, and by noting his preferences, 
we can stock up on the type of records 
he likes. He has been right nine 
out of ten times. Then again, some- 
times he sells a record purely because 
of his own enthusiasm for it. You'd 
be surprised how one child can convey 
enthusiasm for a record to another 
child, resulting in a’ demand by the 
other child that his parents buy him 
the record. 


Bobbie has been respon- 


sible for many, many sales.” 
Repairs Farmed Out 
Mr. 


Olasov has found it profitable to farm 
(Continued on page 240) 


On radio service and repairs, 
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Where many another salesman fails to 
get his foot in the door, Miss Anlauf, of 
Joske’s, San Antonio, rings up sales by her 
own method of gaining the housewife’s 
confidence. 


By A. B. WINDHAM 


shyness or antagonism which may be 
present. The best step in this direc 
; yn is to compliment her on something 
ier term whi will do justic about the house, whether it’s antiques, 
selling activities of Mi seni . pot of flowers, the dining room cur- 


auf, home expert for the aj is or the 


tai baby. My goodness! 
partment of Joske’s Department Women love it—and you can always 
San At Texas 


Anlaut 


find something to compliment her on 
“TI sometimes spend anywhere from 
five to thirty minutes in the yard talk- 
i flowers before ever entering the 
suse, but when we do get inside, we 
pretty friendly terms and the 

ly to talk about what 
ikes, giving you an 
needs may be and 

ro about filling those 


In other words, Miss Anlauf uses 

in open, neighborly, and altogether 

lity—ever ward salesme [Texas approach in her dealings with 
nd el + , ‘ustomers. She points out that many 

pI times she has suggested the best method 

Miss nlauf a “natural for planting trees or how to get certain 
n for tl landscaping effects in the yard, before 


ing into the home 


Success Through Selling ‘hen when you finally get inside, 
lauf su you've got to lead up to your subject in 
a natural manner,” she confides. “Fo: 
example, you can compliment the lady 
n | s. This leads up to tl 
laundry and then naturall 
best methods of laundering. 


led the ex _ : ioht 
1 the conversation right, 


10 time at all, you have sold a washing 


Openings Are Plentiful 


‘Last week I talked to a woman 

whose son, stationed with the Army in 

a beautiful and 

| cloth [1 

of admiring it, she told me 

-ost $4.58 to get it laundered. It 
was the opening I was waiting for, ar 

(Continued on page 228) 





IN THE FIELD 


Getting her work lined up for the day, Miss Lena Mae Anlauf confers with Mr. 
Goodlett, assistant manager of Joske’s electrical appliance department, before 
beginning her whirlwind selling pace. 


IN THE STORE 


Equally adept at demonstrating a range in a customer's home or in Joske’s appliance 
department, Miss Anlauf has proved her ability as a first class salesman. She con 
“size up a customer” in two minutes flat. 
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method of selling. She knows thousands of ranch- and housewives in the San and passes on valuable suggestions for preserving and cooking food, while actually 


9 Getting on neighborly terms with the housewife is the first step in Miss Anlauf’s Making herself right at home in a ranch wife’s kitchen, Miss Anlauf dons an apron 
Antonio area. staging a demonstration. 





oe 


Though she specializes in selling in the rural areas, Miss Anlauf also knows how to Whether she is demonstrating a range or some other appliance, Joske’s “one-woman 
talk to more sophisticated customers, such as this interested San Antonio housewife. blitkrieg” is right at home in keeping the customer's interest while she talks, and 
There is a good chance that she will sell the refrigerator. bringing out the essential features of the appliance 
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Al Hert of the Clay City, Ind.. Implement Company, chose to dine his guests in the store. Here is a twilight 
shot of the dinner going on. 

















Mrs. Mary Snow is acquainted with both 
Americar and old world customs. 











A frozen food dinner 
brings together the kind 


Classify Your 
Home Freezer 


Prospects 
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of people that are likely 
to be interested and 
indoctrinates them en 


masse. 


By TOM F. BLACKBURN 














rT. HE tinkle of coffee cups, the 

| snow of white napery, the smell 

of a vase of red carnations, amid 

the girlish laughter of a group of 

housewives dining out with their hus- 

bands may not sound like business, but 
it can be. 

All gathered to sample the merits of 
a frozen food dinner. Not so many 
people as you think have tried subzero 
fare, and there exists the same curi- 
osity that causes folk to sample hot 
tamales, shrimp Arnaud, enchiladas, or 
oysters en couvert. The American with 
money in his jeans has a flair for ex- 
ploring the unknown, be it guava jelly 
or broiled swordfish. 

“Tt all started when Freezers, Inc., 
of Minneapolis, got the idea of giving 
an engineering association a frozen 
food dinner at the Curtis Hotel,” re- 
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Things That Make 
Home Freezer Sales 


Examples of how THE job was specifi- 
cally fitted to the needs of the families 
buying them, and what really got them 


on the dotted line. 


: RIGHT 


i Mrs. G., in common with most Scandinavian fami- 
lies, is a great consumer of coffee and coffee 
cake. Whenever friends drop in, that is the sig- 
nal to bring out the big coffee pot and put it 
on the fire. Trouble was with the coffee cake. 
Since one couldn't know when friends would 
come calling. there was not always coffee cake 
on hand, and often bakeries were closed. A home 
freezer, preserving a dozen in perfect freshness, 
was the logical answer to such a social question, 


and this fact cinched the sale. 

















LEFT 


South of the Mason-Dixon line the burning 
sun leaves its lingering heat in the family 
beds, making sleep almost impossible until 
things cool off. A Jefferson City, Mo., fam- 
ily responded to this: Put fresh sheets 
and pillow cases in a special place in the 
home freezer. Just before bedtime, make 
up the bed. Result, bed is heavenly cool, 
no matter how hot the night, and before the 
sheets warm up, the customer is in dream 
land. 





RIGHT 


Mrs. A had to go to the hospital. She 
worried herself sick over whether her kids 
would get their correct food while she was 
gone. A home freezer gave her the chance 
to cook up a six weeks’ supply of meals, 
label them for each feeding, and off she 
went to the hospital content that her little 
brood would gets its proper grub while 











she was gone. 











lates Vienna-born Mary Snow, food 


standards in habits and open minded- 


your list of people to invite and see to 


™ Wy im ington, Minn., the Rickbeil Hardware 
i consultant with ten years of frozen ness. * it that they all are living in houses. Co. put on a dinner two nights in a 
. food experience beneath her hat. Merely displaying or advertising a You can tick off the number of people row in church feeding 350 all told. 
id , food freezer is not going to sell it. who have incomes high enough to The affair is social and is to intro- 
of Accidental Start : a ee , ° . ey : hen 
You have to fit it in with your pros- afford a food freezer. Finally, youcan duce frozen foods to these visitors. 
= “Those engineers tumbled over pect’s way of life. eliminate those who are unprogressive That is what intrigues them and brings 
- themselves with interest. The ques- The frozen food dinner answers the and not likely to be interested. them out in the evening. 
of tions they fired revealed that here was formula. It permits the dealer to in- Husband and Wite Aftoir _As the cars kept rolling up to the 
a new tactic in selling food freezers. vite guests who are real prospects by high school auditorium in Muncie, 
ny Today the retailer stocking food virtue of: Invitations are for couples: note that. Baker and Haynes had their best foot 
“4 freezers is aware of several situations: 1. Being in the income bracket Everybody who comes is a good hus- forward. Potted palms were set about 
nel 1. The wartime hoarding rush is ($5,000) that can afford a freezer. band and wife prospect. The place is and strains of music from their firm’s 
. over and many people think that is 2. Living in a house or apartment generally somewhere else than the deal- deluxe record changer filled the air. 
no the only need for food freezers. that has space to put one. er’s store as there are usually quite a There was a convivial atmosphere, and 
- 2. The ratio of prospects is low 3. Being representative of the group few cars to park. For example, in the guests sat down to dinner promptly 
compared to the possible purchasers that is willing to adopt new ideas and Muncie, Ind., Baker and Haynes chose at 7. 
of toasters. Only a few of those who new ways. the high school auditorium and served Following the meal, Mary Snow, 
pass a store window are possible buy- A frozen food dinner fits into the a dinner for 100 people. In Norfolk, who worked out this system as a food 
: ers. Real prospects have to be in cer- selective strategy perfectly, declares Va., the Norfolk Distributing Co. consultant with the Whiting Corp., 
S tain income brackets, enjoy certain Mrs. Snow. held the dinner in a club, and Harry gave a talk on frozen food meals. 
living conditions, and be up to certain In the first place you can make up Snyder invited 100. Up in Worth- (Continued on page 238) 
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MANAGEMENT is essential in making the service department 


profitable. A. C. Stockstad, right, of Garret’s Eugene, Ore., manages the 
relation of the service department to the rest of the store’s appliance 
operations. Irving Jackson, left, manages the service department. 


SE 





WORKING CONDITIONS are important in keeping good servicemen mak- 


ing money for the department. Example at Garret’s is separate room to keep bulky 
appliances away from the traffic appliances, high intensity lighting to prevent fatigue 
and strain, plus space heater to keep Russell Wilcox warm at his work. Servicemen 
participate in profit sharing at Garret’s. 
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PERSONNEL can make or break the success of a dealer's service department. At Garret’s, the 
servicemen specialize, become quick, efficient repairmen who can save money for the customer, make 
money for the department. In the rear, Geo. H. Long is turning out special replacement part. In fore- 
ground is Bendix specialist C. M. Jayne. 


RVICE can 


“6 HE APPLIANCE dealer’s 
service department can be a 
profitable part of his business 

operation if he stops considering it a 
step-child,” Says A. C. Stockstad of 
Garret’s Appliances, Eugene, Ore. “I 
believe that in the past we have placed 
too many obstacles in the way of our 
appliance service operations, and then 
despaired of the business because it 
didn’t show a profit in spite of these 
obstacles. 

“Our service departments will be 
what we make them. At no time in 
the recent history of our business have 
we had our service departments on 
better terms with the public. The 
people who own appliances know how 
important it was that we had a service 
department that could keep their appli- 
ances in operation during the war 
years. They appreciated that service 
and they learned to pay for that service. 
Unless we lose our heads now and let 
our service departments depreciate and 
start making our service work a charity 
proposition, we can keep the public in 
this frame of mind and make a fair 
profit from this adjunct of our busi- 
ness.” 

There are many factors important 
in making an appliance dealer’s serv- 
ice department profitable, Stockstad 
believes, and most of them he has put 
into effect in the efficient and profitable 
service department at Garret’s. Serv- 
ing both the small city of Eugene, plus 
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the agricultural and lumber area of the 
Willamette Valley, Garret’s appears 
close in size to the theoretical average 
appliance store. Like so many other 
“average size” appliance stores, its 
service department rose to prominence 
as an appliance repair center during 
the war years when the department 
store and furniture stores as well as 
the very small appliance outlets let 
their service departments drop. For 
several years, Garret’s was the only 
place in the city where every type of 
appliance could be repaired. 

To keep his store in this favored and 
profitable position, Mr. Stockstad has 
a long range program which outlines 
his thoughts on what it takes to make 
an appliance service department profit- 
able during a period of normal market 
conditions. These factors each are 
important, he says: 1. equipment; 2. 
selected personnel; 3. adequate space; 
4, management; 5. selling and promo- 
tion ; 6. parts inventory ; 7. cost control. 


Complete Equipment Necessary 


No appliance dealer’s service de- 
partment can expect to be profitable if 
any jobs are turned away because 0! 
the lack of equipment to handle them, 
if any make-shifts are permitted be- 
cause of the lack of special tools. A 
job turned away is not just the loss ot 
the profit from that one job, it is the 
loss of a customer, Stockstad believes, 
the loss of a person who might bring in 
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SPACE —enough to give the men room to work quickly and undisturbed helps build profits for the 
Garret's radio service room has adequate bench space, convenient storage space 
for parts, and floor space for crawling around consoles. At the bench is radioman Clair Conant, at the 


service department. 


console, part-timer Lloyd Brown. 





lamp dries the interior. 





EQUIPMENT to repair every possible job is essential to the 


profitable service department. No job must be refused. Garret’s refrig- 
eration specialist Virgil Jones is welding a refrigerator coil while a heat 


be PROFTIABLE 


Appliance dealers’ service departments can make money, says A.C. Stockstad of Eugene 
Ore., but not while they are treated as step-children of the sales department. Attention to 


equipment, personnel, management, promotion, costs, etc., isa must for profits, he says 


ore repair work and who would be 
i regular prospect for the sales of new 
appliances. If these service jobs are 
taken anyway, and then to compensate 
ior lack of special tools, parts or ex- 
perience, a make-shift repair job is 
one, there is a first-class chance of 
reating a dissatisfied customer. 

To make a profit in service work 
the appliance dealer must have the tools 
ind the machinery necessary to handle 
my repair job on radios, small appli- 
nees, refrigerators, conventional and 
utomatic washing machines, and 
The department at Garret’s, 
s may be seen in some of the ac- 
ompanying photos, is complete with 
lacilities for arc and flame welding, 
vith lathe and drill press, grinding and 
buffing equipment, with facilities for 
paint spraying and drying, for dehy- 
(rating, with all the special instru- 
ments needed for radio work as well 
’ for checking, adjusting and test- 
Tunning the major appliances. 

It is not unusual for the service de- 
partment at Garret’s to start from 
scratch to make a special part for an 


ranges, 
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appliance when there might be a long 
delay in getting it from the eastern 
factory. That kind of service makes 
friends, makes customers, and it makes 
money, reports Stockstad. 


Trained Servicemen, Work Incentive 


All the good intentions in the world, 
plus a complete set of tools, can’t make 
inexperienced or uninterested service- 
men turn out good work, Stockstad be- 
lieves. And he points to the selection 
and treatment of service department 
personnel as one of the most important 
points in developing a service depart- 
ment that will make a profit. 

There are ten men working on serv- 
ice at Garret’s. Two specialize on re- 
irigeration, two on laundry equipment ; 
two as outside trouble-shooters, mostly 
on ranges ; one on radio repairs and one 
on small appliances. Stockstad be- 
lieves fully in this specialization within 
the service department. “Specialists 
can do a given repair job better in less 
time. This costs the customer less, 
makes him more satisfied, and it pro- 
duces more profit for the store.” 
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If the dealer’s service department 
is to be profitable, it must be able not 
only to get experienced personnel, it 
must be able to keep them. The serv- 
ice man who does a good repair job 
has performed a good job of selling 
the store. Also he develops a reputa- 
tion that brings more service work to 
the store. Many of Garret’s service 
customers call up and ask by name for 
a particular serviceman, “That is the 
repeat business that is so very profit- 
able for the department,” Stockstad 
Says. 

Another factor is the cost of train- 
ing. He says that it is better to pay 
more money to an experienced and 
steady serviceman than it is to spend 
the same amount or usually more to 
train new ones regularly. He empha- 
sizes that often what might be the mar- 
gin of profit for a dealer’s service 
department often is dissipated on the 
high cost of training “floaters”. To 
keep his crew and to make their work a 
sales power in the organization, Stock- 
stad provides excellent working condi- 
tions plus a profit-sharing plan that 


gives every repairman a personal profit 
interest in every job he handles. 


Plenty of Space—tIn the Right Place 


There is a happy medium between 
too much and too little space for the 
dealer’s service department, but he has 
got to figure his own department out 
pretty close if he wants to make money 
in appliance servicing, says Stockstad. 
While too little space may cut down 
on the monthly rent allocated to the 
service department, it will lose money 
by the state of chaos it creates. Stock- 
stad sees the ideal, profitable service 
department as the one that provides 
sufficient space to keep the various de- 
partments segregated not necessarily 
by walls but by location. “Keep the 
men out of each other’s hair, and out 
of each other’s tools and parts, and 
they’ll be happier and much more ef- 
ficient,” he says. “When a serviceman 
crawls down to look at the condensing 
unit of a refrigerator, and ends up with 
his feet tangled in the chassis of a 
3endix, not only is he mad, but he’s 

(Continued on page 214) 
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THE COME-ON—key attraction at Joe’s Neighborhood Night is THE GUEST ASSISTS: Nationally-known tenor Tito Guizar THE SHOW STARTS—in the far corner, 
a big-name personality from the show world. Above, screen star autographs an album of his songs for a customer while Joe a four-piece band, a master of ceremonies, 
Walter Pidgeon speaks over the PA system after Joe Ferrara, Ferrara beams between them. The store's record business jumped 
at right in dark suit, has introduced him. from $25 per day to $125 a day since the parties started. 


Neighborhood 


A Thursday night party is appliance dealer Joe Ferrara’s successful way 


of promoting his San Francisco neighborhood store to the neighbors he 
cat ao tes ee ee serves. Personalities, food and fun—and Joe’s volume goes up and up. 


and he uses the guests to handle occasional 





plugs. When radio star Jerry Colonna, above, 
appeared at Joe’s party as guest, he gagged 
with a GE vacuum cleaner. 


CREATING THE SPIRIT. Before the food, preceding the guest star, and for the rest 
of the party, essential entertainers are master of ceremonies Russ Byrd, at mike, and four 
piece band, who keep the entertainment going. 


HURSDAY night, to a large 
section of San Francisco, is 


“Neighborhood Night at Joe’s.” 
That’s the night when about 500 peo- 
ple gather at Ferrara’s Home Appli- 
ances to have fun. They are enter- 
tained with music, comedy, a big-name 
guest star. They get a buffet snack and 
all the coffee they want. They meet 
their neighbors, often gather in little 
groups and discuss sports, politics and 
babies. They roam the spacious dis- 
play floor to look at the appliances, ra- 
dios, giftware. Should anyone want a 
demonstration, there are salesmen 
available, but there’s no pressure. It’s 
all very spontaneous and casual; it is 
a weekly neighborhood gathering and 
everyone has fun. 

Thursday night, to owner Joe Fer- 
rara and manager Bill Millard, is the 
night each week when they put into 
effect “Operation Neighborhood,” the 
second step in a long range, well- 
planned merchandising program that 


already is bringing their 14-year old 
store a monthly gross of more than 
$100,000. . 
In full there were three steps in their 
program to set up a large volume re- 
tail appliance store in a neighborhood 
location in a city that by traditio 
shopped the downtown department 
stores for a large percentage of its 4p- 
pliances. Step one, the opening 0! 4 
neighborhood store sufficiently larg¢ 
and well-equipped that the people 
the neighborhood could shop thet. 
was completed in August 1946, Second 
step, the establishment of a dealer- 
prospect relationship that would make 
the people of the neighborhood wor 
to shop there, is the reason for t 
Thursday night party. The third step 
an outside selling program keyed © 
the neighborhood home store idea, 2m 
designed to make the people of th 
neighborhood want to buy from Fer 
rara’s, is scheduled for the near future 
In looking at the Thursday mg" 
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and guest star Tito Guizar, get the crowd's attention. Keeping stage (platform) near the 
door forces the guests back into the appliance displays. 


By 
HOWARD J. EMERSON 


parties, Joe Ferrara says: “We're just 
being neighborly, but with very prac- 
tical reasons. I remember the neigh- 
borhood in Boston where I was 
brought up. There was a family there 
that used to hold what we’d now call 
‘open house’ on Saturday evening. 
Everyone knew there was beer and 
skittles at that house and if you could 
you'd drop in and visit with them and 
with your neighbors. You always had 
a warm place in your heart for that 
family ’cause you associated the pleas- 
ant evenings and your chatting with 
friends with that family’s hospitality. 

“The neighborhood spirit exists in 
every big city, if you create the spark 
that sets it off. That’s what we try to 
do here. And it is making us part of 
the neighborhood. The people now are 
beginning to think of us as neighbors, 
and as a result we are prospering as 
neighborhood tradesmen, just like the 
butcher and the corner bar.” 

In its infancy, the neighborhood 
party was more or less an accident. 
Finding that one of his salesmen was 
an accomplished pianist, manager Mil- 
lard set aside a Thursday evening for 
the young man to perform. As a prac- 
tical afterthought, Millard kept the 
record department open as he knew the 
visitors would be interested in music 
and records. A small newspaper adver- 
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tisement extended the invitation, sug- 
gesting that the people in that area of 
San Francisco first have dinner at the 
“Troc”, swank  restaurant-nightclub 
nextdoor (also owned by Ferrara) and 
adjourn to the appliance store for the 
musical presentation. The success of 
this initial venture put Ferrara and 
Millard right at work planning a series 
which would serve to promote the store 
to the neighbors in the area of the 
store, plus the Richmond, Sunset and 
Mission districts of the city. 

In its maturity, the neighborhood 
party is no accident, it is a well planned 
and well-organized promotion. Even if 
you arrived at Ferrara’s Home Ap- 
pliance Co. an hour early—the post- 
ers outside, and the advertisements in 
the San Francisco papers said the pro- 
gram would start at eight o’clock— 
you would find people beginning to 
stroll in. As a rule, the visitors are 
families, but here and there is a wife 
who has left the husband home with 
the kids on the promise that he’ll be 
allowed to go over to Ferrara’s the 
next week, 


Variety Program 


About eight o’clock, on a slightly 
raised platform near the front of the 
store—this forces the audience to the 

(Continued on page 222) 
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NEIGHBORS LIKE TO EAT, and Ferrara sees that they get plenty at his party. Small 
hamburgers from this sample electric grill, hot rolls from an electric roaster, plenty of 
coffee from electric coffeemakers, are one evening's fare. 


“) Ke FZ 
oN es 


LEARN WHILE THEY EAT—at several of Joe’s parties, visiting manufacturer ot 
utility economists turn the preparation of the evening's food into a demonstration of the 
store's appliances, using the store’s model kitchen. PG&E home economist, at mike, has 
cooked turkey, hors d’oevres and pestry, and tells the crowd about them. 


JOE GIVES A PITCH: Joe Ferrara, right, points out some of the features of the washers 
on display. The store's full sales staff is on hand for the Thursday night affairs, but no 
one high pressures the guests. 
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SALESMEN for the Harcraft stores make home demonstrations of all ironers sent out on free home trial offer—thus making contact 


for this and future sales. 


Gladiron from Westwood manager Bill Martin 


SELLING IRONERS 
On FREE TRIALS 


“HADES of 1939—an advertise- 
S ment in a Los Angeles newspaper 
says “Free Trial Offer ... In 
Your Home ... No Obligation”. 
And there’s a major electrical appli- 
ance, an ironer, featured. Emphasized 
is the low weekly payment. 

Yes sir, it’s the old one-two. The 
old, established, time-proven free home 
trial plan, the selling method that sold 
untold thousands of customers before 
the war years 

And now that it is with us again, 
heralding the a period 
when appliances must be peddled, does 
it still work? Yes, says Paul Rosen- 
thaul, owner of the Harcraft stores, a 


presence of 


chain of eight retail appliance outlets 
in the Los 
which sold 


Angeles metropolitan area 
hundreds of Gladirons 
through this type of promotion. It 
was Rosenthaul and his staff that 
started advertising the free home trial 
for ironers early in the fall of 1947 as 
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soon as they were able to get a full 
supply of Thor Gladirons. It was the 
first of many selling techniques the 
Harcraft stores will put into effect 
with the coming of a buyers’ market. 
Although the management was handi- 
capped during this initial promotion 
because Regulation W required the 
taking of a down payment even on a 
free trial plan, Gladirons were avail- 
able and it was an opportunity to 
check on the success of this type of 
promotion. The results will serve to 
guide the management when the same 
plan of free home trial is applied to all 
major appliances. 


Promoting the Trial Plan 


Through advertising in the metro- 
politan Los Angeles newspapers, the 
free home trial for Gladirons was 
offered through any of the eight Har- 
craft stores—two in downtown Los 
Angeles, Vernon, Westwood, Beverly 





In preparation, David Scott, David Weber, Eli Diamant and Harry Greene get last minute tips on the 


Hills, Alhambra, Monrovia and Van 
Nuys. Displays within the stores and 
in the store windows made the same 
offer to the floor and street traffic. The 
newspaper copy offered the free trial 
for seven days, featured that there 
were no strings attached and no 
charges for delivery or pickup. The 
advertisements read that the Gladiron 
could be had for $1.50 a week after 
small down payment. It was suggested 
that the reader visit one of the Harcraft 
stores if possible, or phone for delivery. 
A coupon on all advertisements en- 
able the reader to mail in her request 
for a trial. 

All deliveries to homes were made 
by one of the Harcraft stores’ salesmen 
who accompanied the Gladiron with 
both a sales talk on its quality and 
advantages and a thorough home 
demonstration of the appliance. The 
salesman was sent on the delivery not 
only because of the demonstration but 
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HUNDREDS of portable ironers were 
sold through this copy used by Harcraft 
in a Los Angeles tabloid newspaper. 


Free home trial offer on portable iron- 
ers sold hundreds for Harcraft Stores, 
Los Angeles, and gave owner Paul 
Rosenthaul valuable data on where 
and how to use this selling method 
on all major appliances. 


also to establish contact with the re- 
cipient for use in the sale of appliances 
in the future. It was an advantage, 
too, to have a salesman’s personality 
to use in explaining the legal necessity 
of the $33.00 deposit required by Regu- 
lation W. 

The ironer sent out on the free trial 
was a used one, which, the woman was 
advised, would be replaced with a new 
one should she decide to buy. Two 
reasons prompted this method: 1. the 
woman never got the feeling that she 
would be buying an ironer that had 
been tried out by many women, and 2 
if the ironer left for trial proved satis- 
factory, she would feel that a new one 
would be even better. 


Results of the Promotion 


Because the trial offer was designed 
to serve as a test of sales methods, 
promotion and advertising, the results 

(Continued on page 232) 
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lanket Sales 


An employee educational program 


plus inter-departmental display 


turned the trick for Bing’s, Cleveland 








ELECTRONIC 


BLANKET 


IN THE BEDDING DEPARTMENT: This housewife bought sheets on the 2nd 
floor, paused at the blanket display, and the salesman had another opportunity. 























THE FURNITURE DEPARTMENT: “I! came here to buy a 
mattress,” said this housewife, but when she spotted the elec- 
tric blanket display right under her nose, she readily listened 


as the salesman explained its features. 











AT THE CREDIT OFFICE: 
went straight to the credit offices was considered in the 
placing of blanket displays. This salesman, on hand at all 
times, demonstrates the easily mastered controls. 


Even the store visitor who 








Y ACQUAINTING 

of its various departments with 

the merits and safety of elec- 
trically-warmed blankets, The Bing 
Co., Cleveland, O., was able to launch 
a vigorous selling campaign on this 
item. Following the “educational pro- 
gram,” small displays to aid sugges- 
tive selling were spotted in every de- 
partment concerned with the selling 


personnel 


of bedroom merchandise, and some 
areas that were not. 
At least three times the former 


volume on this item was realized in 
the first two weeks oi the promotion 
in February. 

“Perhaps many persons in store 
management fail to realize an inherent 
fear of electrically-warmed bed cov- 
ering, felt even by selling personnel,” 
said Barney Roth, who helped in the 
promotion. 

“When we decided to launch a pro- 
motion on such merchandise, we took 
this ‘fear’ factor into consideration,” 
he continued. “We reasoned we should 
first educate or reassure our employees 
as to the absolute safety and unusual 
comfort afforded by the blankets. Then 
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we could assume that their selling ef- 
forts would radiate confidence and in- 
clude recitals of satisfying personal 
experiences with the merchandise. 
“These factors would favorably im- 
press customers, and blanket sales, we 


reasoned, would zoom. We are happy 
to report our diagnosis and prescrip- 
tion efforts were very successful.” 

An informal meeting of store per- 
sonnel, numbering about 40 men and 
women, sparked the get-acquainted 


campaign designed to dispel mental 
qualms in regard to the blankets’ use. 
It was held with the cooperation of a 
(Simmons) blanket manufacturer’s 
representative who thoroughly re- 
viewed the comparatively new bed 
covering, its installation, operation and 
benefits. (Both Simmons and West- 
inghouse are handled. ) 

In addition to Roth, L. S. Bing, Jr., 
and Phil Donahue aided in planning 
the promotion. As an incentive to per- 
sonal ownership and real-life experi- 
ence with the blanket, employees were 
given a special price on the item, with 
small payments to be made on in- 
dividual credit accounts. 

“This resulted in practically 100% 
employee sales,” said Donahue, “and 
gave tremendous impetus to the pro- 
motion. As the saying goes, “There’s 
nothing like a satisfied customer for 
gaining new customers,’ and in this 
case our satisfied customers were the 
blanket salesmen themselves. Every 
one of them was instructed to work on 
this item, with the aid of the scattered 
displays.” 

Each display was simple in execu- 
tion, consisting principally of a single 
blanket, its control box and a colorful 

(Continued on page 230) 
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(right) of the Bing Co., Cleveland, is planted the first electric blanket display. 
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CORRECT HANDLING: Posture is an important feature in 
demonstrating a cleaner. Fatigue is cut to a minimum if the 
operator stands erect, breathes deeply holding cord in left hand. 
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CLEANER DRAMA: Baking soda rubbed into a piece of red 
carpet demonstrates how dirt ground into carpets and uphol- 
steries takes on the color of the fabric and dims its brightness. 


EMPHASIZE FEATURES: “It’s not enough to say the dust bag 
is large—a good demonstrator goes further,” says Miss Dilts, “and 
explains that this larger size provides more filtering area.” 


BOUNCE SODA OUT: To complete the demonstration, the back 
of the carpet is placed against the cleaner agitator which bounces 
the soda out, dramatizing the cleaner’s efficient beating action. 


‘©] N SPITE of the fact that the 

electric vacuum cleaner is one 0! 
the oldest appliances in existence today, 
less than half the occupants of wired 
homes in the United States own 4 
cleaner,” said Miss Madge Dilts, 
director, Hoover Home Institute, The 
Hoover Co., in her lecture, “Demon- 
stration Techniques for the Vacuum 
Cleaner.” 

“Add to this the fact that cleaner 
owners in a great many cases regatd 
the cleaner as a prosaic, humdrum piece 
of housecleaning equipment to be take 
out of its hiding place occasionally tor 
a carpet cleaning orgy, and you have 
a picture of the job to be done ™ 
educating the public in the proper us 
of vacuum cleaners,” she added, as 
she discussed Basic Points 1, 7 and 
of the course. 

Cleanliness, sanitation and protec- 
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KNOW YOUR PRODUCT: “Speed, not weight or pres- 
sure, polishes a waxed surface,” says Miss O’Brien. The 
Johnson polisher weighs only 11 Ibs.; polishes 1500 sq. ft. 
of Hoor space in an hour; and has a speed of 2100 rpm. 








surfaces. 


RELATED SUBJECTS: Liquid wax cleans as it polishes, 
saving time and energy, Miss O’Brien explains, as she 
discusses methods of maintaining various types of floor 














FLOOR POLISHER 








WOODS AND WOOD FINISHES: This piece of par- 
quet flooring contains a variety of different choice woods 
pieced into an unusual design, and helps dramatize how 
wax has preserved fine woods down through the ages. 


CLEANER and POLISHER 


DEMONSTRATION TECHNIQUES 





tion of the family health should be the 
main talking points in a cleaner demon- 
tration, according to Miss Dilts. Time 
and labor saving factors come next; not 
‘0 mention the fact that clean carpets, 


tugs and upholstered furniture last 
longer, 
From the standpoint of family 


ealth, the cleaner is as important as 
he retrigerator, washing machine and 
shwasher. “Proof of this can easily 
a few 
lacts, “Miss Dilts said.” ‘For instance, 
“ere are three types of dirt found in 
irpets: 1. Surface litter, 


established by enumerating 


which 


can 

©removed by suction alone; 2. Sur- 
¢ dust, which may be partially re- 
moved by suction: and 3. Imbedded 


tt, which suction alone 
ve, 


will not re- 


‘ : ’ 
_ it has been found that the im- 
tdded dirt is composed of: 
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Water 3% 
Sand and Clay 45% 
Gypsum 5% 
Calcium Chlorophosphate 2% 
Limestone 3% 
Wool 12% 
Cellulose 12% 
Resins, gums etc 10% 
Fats oils, grease 6% 





“Three methods of cleaning are es- 
sential for removing these various 
types of dirt,” Miss Dilts added: “1. 
Beating, which lifts the dirt from the 
furrows of the rug and brings it to 
the surface. 2. Sweeping, which 
brushes up the dirt on the surface. 3. 
Suction, which the dirt into 
the bag.” 

Another effective point on the sub- 


(Continued on page 224) 
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DEMONSTRATION is one 

4 of the oldest forms of visual 
education, and one of the most effec- 
tive,” said Miss Honore O’Brien, Con- 
sumer Education director, S. C. John- 
son & Son, Inc., in her lecture on 
Demonstration Techniques for Floor 
Polishers. ‘Because a demonstration 
makes two impressions—one on the 
sense of vision, the other on the sense 
of hearing—the information given is 
vivid and she 


more lasting,” 


tinued. 


con- 


Importance of Knowing 


In Miss O’Brien’s opinion, an appli- 
ance demonstration has two purposes: 
1. To promote the sale of the appli- 
ance; and 2. To educate the public in 
its proper use and care. It is, there- 
fore, necessary for the demonstrator to 
have a complete knowledge of her ap- 


pliance, its construction, operation and 
how it will lighten the homemaker’s 
burden and save her time. 

While a basic knowledge of the 
principles of electricity is a good thing 
for a demonstrator to have, Miss 
O’Brien thinks she should avoid be- 
coming too technical regarding these 
matters, for the homemaker does not 
think in such technical terms. 

Cost of equipment, manner of instal- 
lation, and a knowledge of other types 
and models of similar equipment on 
the market are also needed to answer 
questions that may arise. But these 
matters are not gone into unless 
brought up by members of the audience. 

“The wise demonstrator, rather, 
limits her demonstration to simple, 
easily followed recommendations con- 
cerning the use of the appliance and 

(Continued on page 226) 
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Peoria, Ill., a Test 
Town for Merchan- 
dising, Learns New 


Ways of Operating. 


NE’S mind’s eye runs back a 
third of a century to Groce 
J. F. Tuttle, when it comes to 
advertising. would 


retail ‘Boy,” he 


say, “That barrel of dried apples over 
there is beginning to spoil. We'd bet- 
ter run an ad.” 

And zip, off would come a hunk of 
wrapping paper and he would reach for 
a stubby pencil. 

Or, you can contemplate the Palace 
Topeka, Kans 
“Whip up something about Christmas 
in the next half hour,” the proprietor 
would say, “and be sure and catch that 
one o'clock edition.” 


Clothing Store in 


It isn’t going to be long now, before 
the men who run appliance stores are 
going to shake hands again with that 


little fellow who represents the adver 
local news 
sit by bit the stock orders are 
coming in, and it won’t be long until 
the back room is full, and all the lay 
aways have been taken care of. Then, 


tising department of the 
paper. 


there will be nothing to do but get in 


and pitch. And that is what advertising 





PEORIA, Ill, is a typical test town. Miss 
Jean Robison of Smith Applegate tells how 
silex tested the market there 
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How To Get The Most Out of Your 


LOCAL NEWSPAPER 








JOE YOCHES of the Peoria Journal will tell you that appliance stores spend 2.3% of 
their sales on advertising. 


January, 1948, we know to be ahead 
of January, 1947, and if you will look 
at the figures put out by the American 
Newspaper Publishers Association you 
will be surprised at what a jump Janu- 
ary, 1947, made over the same one for 


1946: 


Mechanical refrigerator advertising was up 
57 percent. 

Electric washer advertising was up 1,710 
percent. 

Gas range advertising was up 284 percent. 

Electric range advertising was up 218 per- 
cent. 

Radio advertising was up 521 percent. 


In wartime, when they didn’t have 
anything to sell, dealers 
didn’t advertise. 

Peoria, IIll., has a city population of 
120,000 and reaches out to a trading 
area of an estimated 428,000 people. 
Half way between St. Louis and Chi- 
cago, without war boom characteristics, 
it has long been considered an ideal 
spot to test out an advertising campaign 
to see what happens. 

It was here right after the war that 
the Silex Co. of Hartford, Conn., tried 
a market absorption test, by stocking 
all retail outlets with all they wanted 
Normally high retail 
placed. 

The novelty inherent in the availa- 


obviously 


orders were 


bility of any scarce appliance in time 
resulted in two weeks of extremely 
heavy sales without benefit of any pro- 
motion. The next two weeks, sales fell 
off substantially. promo- 
tion brought about another strong sales 


Effective 


wave, followed by a dip to what re- 
tailers and distributors say is a pre- 
war normal rate of sales. 


Saturation Gives the Market a Shove 


What has happened to Silex is be- 
ginning to happen to other appliances. 
As this is written a lot of store win- 
dows have agitator type washers for 
immediate delivery. The market is 
flooded with radios. Pop-up toasters 
continue scarce and refrigerators are 
hard to get. More rapidly than many 
people guess things are going to re- 
turn to a pre-war level. 

A survey issued by the Peoria Jour- 
nal and Star, called the 1947 Illinois 
Consumer Analysis, showed that 83.7 
percent of its families now own a me- 
chanical refrigerator. The unsaturated 
market only amounts to 16.3 percent of 
the families in Peoria. Some 39 makes 
are in use. 

On radio, 98.5 percent of all families 
have one, owning 92 makes in all. Some 
84.1 percent of these families have an 
electric washer, leaving 15.9 percent of 
the families unsaturated. There are 57 
brands in use. 

Some 76.2 percent of all families 
own a cleaner, employing 46 different 
makes. It is also interesting to note 
that 69.4 percent of the Peoria families 
own their homes and 45.5 percent re- 
port they buy quick frozen foods. 
Some 26.7 percent of the families own 
a dog and 80 percent of them bought 
dog food for their pup. 

The net of a few talks with anyone 
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in Peoria will reveal that there is no 
colossal demand in the offing. There 
is a good business to be had, but this 
pent-up demand is largely fictitious, 

You can get an idea of what has 
happened by visiting the hamburger 
joint on Main St. A hamburger anda 
cup of coffee costs 46¢. Peoria is a 
town where people have normal work- 
ing men’s incomes. This sort of thing, 
plus the forced purchases of homes at 
inflated prices, luxury buys and strikes 
have cut the population down to size. 
It is said that war bond redemptions 
have for months consistently out- 
stripped purchases. 

A walk through Peoria stores would 
indicate that Peoria dealers are largely 
befuddled by events and fail to sense 
the coming quick swingover to real 
sales tactics that is in the offing. A 
husband and wife can stop before an 
automatic washer and there is no quick 
spring by a salesman to demonstrate it. 
There is no combing of possibilities, no 
classification of possible buyers. Most 
stores are diversified and have some- 
thing else to sell besides appliances. 
One firm that carries a leading list of 
appliance brands on its front door 
really depends on tires and other items 
for its bread and butter. 

In this scene the modern method of 
dealer advertising is making its appear- 
ance. And the Lord knows it’s going 
to be needed. 

It differs from oldtime methods in 
that it plans ahead. 


New Technique in Retail Advertising 


Today’s technique is to present to a 
dealer a chart which shows what he did 
in an advertising way during the simi- 
lar months of the previous year. A 
look over last year’s January chart will 
show what the date of his ads were, 
the items and prices. It will tell the 
retailer what the weather was, an im- 
portant consideration. It will give him 
an idea of how much space to use each 
day. Today’s advertising man carries 
with him a calendar showing each com- 
ing event of the month. He has the 
dope on all the national holidays and all 
the famous events and happenings 0 
the month which may supply a copy 
twist. He carries a calendar showing 
each day’s weather for the previous 
year. 

The idea of the whole thing is 
aid the retailer in getting up his pro 
motions in advance. ss 

Too much advertising goes off hall 
cocked and is half baked; the reason 15 
the lack of time to plan. 


to 


Plan in Advance 


Anyone who runs retail advertising 
knows that what really gets the people 
(Continued at bottom of page 242) 
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Morita, Lady of the 
Wringer Weeher eril tee cee 

d Lawadry Tubs 
Work Counter, Sorting Bins 





CCall’s... 


’ There’s a right way to do the 


FAMILY WASH 


A good washer, abundant hot water, sorting space 
at work-table height, and a regular routine of 


what-to-do-when, will case and simplify your washing 


BY ELIZABETH BWEENEY 





Casts Marilla has a ayetem She sore 
Won clothes by cater, material, type of 
washing ures 

and time vary. Pots aside clothes 
needing shing of mending 














; 


4 } - 


» 





’ 











Thursday to Monday with the 


REFRIGERATOR 


This is how Molly uses her refrigerator 
over a weekend —at every step it saves her money, 
stores up goodness and does a lion's share 


of the work of preparing delicious meats 


ELIZABETH SWE 


to hawt her tam 
thromgh Monday 





VE EVER TING, NRA We OerEE POH CONN IE 


22, 


Zz) 


Inte the Ireesing 
of the 


the feoame tox 





fowr 









Action is accompanied 
by narrative comments 
of Elizabeth Sweeney 
who olSo supervised the 
4dking of the films. 
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“Minute Movies’ Available For Visual Aid Trainin 


OUR “Minute Movies” in full 

color, each showing the proper 

use of a major appliance, were 
recently made available by McCall's 
Magazine as visual aid training ma- 
terial. The appliances covered are the 
washer, the refrigerator, the freezer 
and the dishwasher-sink complete with 
garbage disposer. 

They are available for instructing 
home economics students in colleges 
and high schools, for utility customer 
groups, department store auditorium 
gatherings, women’s club meetings. 
And they are ideal for manufacturers, 
distributors and dealers faced with the 
necessity of training post-war per- 
sonnel new to the appliance field and 
new to the advantages to be derived 
from these labor-saving devices. 

The “how-to-do-it” editorial tech- 
nique used so successfully by Elizabeth 
Sweeney in her equipment editorials in 
the pages of McCall’s Magazine is used 
in these films, pictorially showing how 
and telling how at the same time. 

Observers will learn all the time and 
labor saving features of these appli- 
ances as well as the conveniences and 
economies to be gained through their 
use. And it is possible through the 
fluidity of movies to carry this how- 
to-do-it editorial principle a step fur- 
ther by showing the complete con- 
unuity of a household operation of an 
appliance. 
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4-color movies showing proper 


use of the washer, refrigerator, 


freezer 


The refrigerator movie, for instance, 
entitled “5 Days in the Cooler” shows 
day-to-day use, starting on Thursday 
in a grocery store where a housewife is 
purchasing food for her family of four 
for the next five days. How she stores 
this food in the right compartments of 
the refrigerator comes next. Planning 
and preparing meals in advance follow 
in proper sequence, demonstrating how 
a refrigerator can be used as a food 
“savings bank” resulting in time, 
money and labor saved by the owner. 

Although “5 Days in the Cooler” 
only shows what can be done to make 
the most of a household refrigerator 
from Thursday, when bargains begin 
to appear on grocery shelves, to Mon- 
day, it gives the homemaker, student 
or alert salesman plenty to think about 
for weeks to come. 

Washer Movie 

In the washer movie “Into the Suds 
and Out,” the fact that there is a right 
way to wash clothes is emphasized. 
There is more to washing clothes than 
filling the machine with water and put- 


, 1948 


and dishwasher-sink. 


ting in the clothes, Miss Sweeney right- 
fully contends. 

And, no matter how much a woman 
may think she knows about washing 
clothes with an electric washer—con- 
ventional wringer-type or automatic— 
she will learn a lot from the McCall's 
washer movie. She will see how clothes 
should be sorted into three types— 
whites, rayons and very dirty darks; 
and she will see the actual washing 
procedure for each of the three types. 
In addition she will get authoritative 
information on whether or not to soak 
clothes; what to do about stain re- 
moval, mending, and the removal of 
trimmings which might not be suitable 
for soap and water treatment. 

The automatic dishwasher-sink with 
its electric garbage disposer is still 
pretty new to the general public, and 
many husbands and wives are inclined 
to be skeptical about its actual perform- 
ance. “Kitchen Magic,” the dish- 
washer movie, is the next best thing 
to an actual demonstration, for it gives 
the viewer a feeling of having had a 
sink installed in her own kitchen “on 


trial” for a day. She sees for herself 
how food waste goes down the drain 
without having to send for a plumber, 
how the finest china and glassware can 
be entrusted to the dishwasher with the 
assurance that nothing will be broken, 
and that every piece will come out 
sparkling clean. 


Freerer Movie 


The home freezer is another appli- 
ance that is relatively new to the pub- 
lic. And “Freeze It,” the fourth Mc- 
Call’s Minute Movie, shows the ease, 
efficiency and economy of a home 
freezer. How a well-stocked freezer 
takes the panic out of last-minute 
guests for dinner is an interesting fea- 
ture. It also shows how meats, vege- 
tables, fruits and desserts are prepared 
for the freezer for long and short 
periods of storage. 

The films were planned and executed 
in McCall's Test Rooms under the 
supervision of Elizabeth Sweeney, 
household equipment editor. The 
action is accompanied by Miss Swee- 
ney’s narrative comments Running 
time for each film averages from 12 
to 15 minutes, and the films are avail- 
able for distribution through In- 
structional Films Inc., 330 W. 42nd 
St., New York City. The selling price 
is $100 per film; and the rental rate 
is $10 for three-day minimum. End 
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For the first time, homemakers have 

















the market for regular ironing (which 


Slips on or off Tru-Heat Iron instantly 
Plenty of steam in 2 to 4 minutes 

lrons 30 to 45 minutes on one filling 
Larger soleplate cuts ironing time 
Weighs less than six Ibs., ready to iron 
Steam flow is easily adjustable 

Every part made of rustiess metal 


The Tru-Heat fron with tapered back, longer, 
larger soleplate, Safety Side Rest, Tru-Heat 
Control, Button-Saver Edge. One of the top selling 
brands in the country because its features spell 
faster, easier ironing to every woman who sees it. 


for both kinds of ironing, dry or steam: the finest dry iron on 


job in the average family) plus the Steam Ironing Attachment 
which lets them do professional looking steam ironing and 
pressing with the very same fine Tru-Heat Iron. 

No longer are two irons necessary . 
woman have to handle the extra bulk and weight of an or- 
dinary steam iron when she isn’t using steam. 


Betty Thocksn presents a new attachment that 
makes the Tru-Heat Iron a steam iron in a second 


HERE AT LAST... THE PRACTICAL, EASY-TO-SELL SOLUTION TO EVERY WOMAN’S HOME IRONING PROBLEMS 






a common-sense tool Every woman will thank you for showing her the Tru-Heat 


Iron . . . especially when you add to all its famous features the 


is about 75% of the new one that makes it a steam iron too. And think of all the 


Ordinary tap water can be used 

Can be cleaned easily at home 
Needn't be cooled before refilling 
Can safely be refilled with cold water 
Water tank never gets hot 

Listed by Underwriters’ Laboratories 
Completely safe — no steam pressure 





The Steam Ironing Attachment slips on the Tru-Heat 
Iron in a second. Generates steam in 2 to 4 minutes. 
Steam irons or presses 30 to 45 minutes on a single 
filling. Tap water can be used because unit is easily 
cleaned at home. 


IT'S SPONSORED BY Bett. Cnocken 


folks who have already bought a Tru-Heat Iron. They’re 
certainly going to want the extra advantages the Steam 
Ironing Attachment offers them. 

..no longer does a Yes, at last you have a really practical story to tell your 
customers about steam ironing ...a story that’s going to 
pry loose more and easier sales for you. 


yy Wis attachment has been designed 

for use only with the Model GM 1B 
Tru-Heat lron. Owners of the earlier 
Model GM 1A Iron may hove their 
iron converted at a nominal cost. 


The General Mills “Steam Team” is beautifully bal- 
anced, light in weight, easy to handle. Steam irons 
many washables without the bother of dampening. 
Does a professional looking job of pressing woolens 
without a dampened pressing cloth. 











Copyright 1948, General Mills, In Minneapolis, Minn, 
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Betty Crocker 
isa 
trade name of 
General Mi!is 


ELE 


TELE 
STAMPEDE 


When television hit Cleveland 
last December, Higbees were 
ready with a week-long promo- 
tion that drew a quarter-mil- 


lion people. 





JUST A SMALL SEGMENT of the quarter-million excited Clevelanders who thronged the Higbee store and 
its approaches when an entire week of promotion launched its new television department. This crowd is 


watching a televised program on a set in the show window. 
HEN television became a 
reality in Cleveland, O., last 


December, The Higbee Co., 
Public Square, had plans underway for 
a gigantic promotion that pulled a 
quarter-million or more excited per- 
sons into the store, February 2-7. 

Under the general theme, “Back- 
stage With Television” (staged in 
cooperation with RCA Victor), the 
promotion evoked “. . . high interest 
in television and television sets, gave 
all store departments (including the 
new television department and appli- 
ance selling areas) tremendous traf- 
fic, and realized direct sales benefits,” 
according to William G. Stophlet, 
advertising manager. 

More than 45 hours of continuous, 
varied program material was shown, 
in the making and on television screens 
of sets throughout the store and even 
in show windows lining approaches to 
the store in the huge Terminal Tower 
building group, of which The Higbee 
Co. is a part. The material included 
many merchandising features, tie-ins 
with many store departments. Shoes, 
hats, automatic ironers, cooking dem- 
onstrations, wearing apparel for all 
ages and paint were some of the pro- 
gram items. 

Entertainment was not neglected, 
however. Choral singing, quartet ren- 
ditions, cartooning and newscasts were 
featured, with a special Saturday show 
for children. 

Higbee had a natural advantage in 
its huge, fully-carpeted, 104x 64 ft. 
auditorium, with an audience capacity 








HIGBEE’S carries several nationally known and advertised brands of television sets and plans even more complete representation 
with an eye to area leadership in television promotion and sales. 

















bal- of about 700. Here all the “gimmicks” 
_ of complicated televising were set up 
= for all to see. Television sets lined 
— the auditorium walls for the benefit of 
those not close enough to the various 
“studios” arranged for different pro- 
gram settings. 
Intensive Advertising 
COMMERCIAL PROSPECTS are being strenuously followed up HOUSEWIVES are proving good prospects following Higbee’s Intensive advertising in local dailies 
F by Higbee salesmen, who spend half their time on “the outside,” promotion. “Blond” television sets draw consistent attention before and during the promotion 
‘rocker contacting tavern and restaurant owners for demonstrations. and are the favorites, in most cases. (Continued on page 98) 
_ of 
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NOW POR THE HRST (ME. 


BIG RANGE PERFORMANCE 


UNIVERSAL 


BANTAM 
ELECTRIC RANGE 


Plugs Into Any Appliance Outlet. - 
Meets Every Cooking Requirement: | 








Here is your first big opportunity in 
years toexpand your Electric Range mar- 
ket with the sensational new Bantam 
Electric Range that plugs into any appliance 
outlet...with no costly installation charges. 








BIG RANGE CAPACITY IN SMALL RANGE SPACE! Its 
easily accessible oven will roast a 20-lb. turkey 
... bake four cakes...cook a complete meal for 
the entire family. Here is your solution to the 
problem of selling more equipment for new 
small homes, apartments, camps and auxil- 
iary cooking. 





BIG RANGE CONTROLS IN A SMALL RANGE! Its 
heavily insulated enameled oven is thermo- 
statically controlled for perfect baking results 
—operates on standard oven heats. There is a 
simple switch control for every cooking need. 
Electric Timers are available as an extra fea- 
ture. Order your stock of Bantam Ranges to- 
day for that big new market! 











1. Wrap-around Oven Element 2. Reversible Twin unit for 
Rives uniform oven heat for broiling and cooking plugs in top 
baking and roasting. Oven is or bottom... provides fast broil- 


thermostatically controlled. ing and surface cooking action. iT COOKS! IT ROASTS! 





ce LEADERSHIP THAT BUILDS YOUR DEALERSHIP! 
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BIG SPRING CAMPAIGN 
OPENS UP NEW MARKETS FOR YOU! * 


In addition to the biggest regular ad- 
vertising program in its history, Uni- 
versal is backing its Bantam Electric 
Range with a special big spring cam- 
paign. Full page four-color advertise- 
ments in national magazines... 1,100- 
line advertisements in key market and 
small town-rural newspapers... mil- 


lions of radio listeners through par- 
ticipation shows. All these plus a full 
program of point-of-sale material will 
back the Bantam this spring. Plan now 
to tie in! Dealer listing key market ads 
will bring this campaign right to your 
store! Advertising materials supplied 
with your Bantam order! 


ENSATIONAL! AMAZING! 


AT SMALL RANGE COST! 


MINNg APOLIS STAR 


Mainfield Courier-Ner 
gy " Bevin 
Duet 


oases 





See Your Untversal Distributor At Once / 
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COMPLETE SMALL 
TOWN-RURAL COVERAGE 
IN OVER 2,000 
COUNTY WEEKLIES 
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Demonstrating Electromaster Range Timer 


Dorothy Clure Sees Growing 

















Interest in Automatic Cooking 


One of a Series 


ey HE young lady who posed for these pictures 
is Miss Dorothy Clure, Electromaster home 
economist. She came from Iowa State to Com- 


monwealth Edison, Chicago, and is a veteran in 
home service work. In Chicago she was noted 

















for: (1) Breaking her wrist while learning to ice 

skate; (2) reading books and newspapers on the 

living room rug; (3) making a hobby of symphony 

music, and (4) being a good cook. She has had 

lots of experience with range timers, and here she 

tells vou how to demonstrate the Electromaster ‘ 

tim 1 Turn the knob on the lower right side of the clock @ Next turn the knob on the lower left side of the clock 
until the outside ring on the blue dial of the clock until the white circle in the blue dial (cooking hours 


points to the time the food is to stop cooking. points to the number of hours required to cook the food 




















3 To complete the setting of the control clock turn the 4 Turn the selector switch at the left until the arrow 5 Now set the: oven temperature control dial to the 
lever on the upper right side of the clock as far as it pointer points to oven. desired temperature. 
will go to the right. 




















JT Remove the food from the oven. This is Miss Dorothy 8 After the food is removed (1) turn the raga 

6 Place the food in the oven, close the oven door and Clure, home economist for Electroflaster, Inc. control dial to “off”; (2) turn the automatic contro 
forget it. The control clock will automatically turn lever back to a vertical or “off” position; (3) turn = 
the oven “on” and “off” at the time for which it is set. pointer on selector switch to “off” position. That's o! 
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F the clock 
‘ing hours) 
. the food 


temperature 
atic control 
turn arrow 
That's all 
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Here in time for spring-cleaning promotion... 


NEW, LOW-PRICED GENE: 


TIDY and TALL — Complete Cleaning Ensemble for $9625! 


A Perfect Pair for All Your Customers’ House-cleaning 





(Makes a perfect combination with any G-E upright!) 





Y) 
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(avr-28) $53.25 


THE PAIR 
$96.85 


Sell them together 
or separately! 





A brand-new idea in vacuum cleaners! 
\ “perfect pair” combination designed to make every 
phase of house cleaning faster, easier than ever before. 
Two super-efficient General Electric Cleaners —both 
for hardly more than the cost of many a single machine. 
What a merchandising angle! 


¥ 


cally designed for above-the-floor cleaning. 


—a small, powerful tank-type machine specifi- 


So compact, so lightweight, a woman can carry it 


over her shoulder like a shoulder-strap bag! 


Only 14 inches long—734 pounds in weight—but it 
has twice the power of many uprights used with attach- 
ments! 

Cleans upholstery, lamp shades, drapes. Dusts floors, 
walls, stairs. Sprays liquid wax, water-color paints, 
mothproofing fluids. 


APRIL 1 


Striking new rectangular design. Seven “slip-on” at- 
tachments. Shoulder strap adjustable and detachable. 

'ALL _a handsome, efficient General Electric up- 
right, engineered to clean rugs as rugs should be cleaned 
—gently, easily, thoroughly. 

Smartly styled to match the Tidy in brown-and-buff 
scratch-proof finish. 

New G-E feature automatically adjusts nozzle to 
ideal cleaning position for any thickness of nap. 


Fully tufted brush. Rubber-mounted for less vibra- 


tion. Spotlight to search out dust. Easy-to-empty bag 
rWwO SUPERB G-E MODELS 


easy price! 


\ great combination with great sales possibilities 


for you! 












i 


that offer your cus- 
tomers new “‘reach-easy” cleaning at a new “reacli- 
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LN ELECTRIC COMBINATION / 


YOUR CUSTOMERS WILL BE SEEING 





FOC LASY, SPEEDY CLEANING-No SINGLE CLEANER 
“— CAN MATCH Ths GENERAL ELEcTIC Paye,/ 


full-page ads in Life, Look, True Story, Household, Today's You can get them both for little more than the cost.of many a single machine 





Woman 


(they reach more than 13 million families a month! 


.. illustrating this new way to easier cleaning. 


... proving the dollar-wise value of this new cleaner 
combination. 


YOUR CUSTOMERS WILL BE HEARING 





about TIDY and TALL on that popular radio show, “The 


G-E House Party.” 
Several million listeners tune in daily (Monday 
through Friday afternoons, 3:30 E.S.T., CBS) to en- 
joy fun-loving M.C, Art Linkletter. 





And right through the Spring-cleaning season. Art w ill 1. For above-the-floor cleaning —the New TIDY! 2. For rug-cleaning —the New TALL! 
. ah ah naatimal sea ins acum cleaner snail, ments that clean upholstery, lamp shades. A handeume ( ¢ Elvcere: capwight ty atvied 
be plugging the new TIDY and TALL. ; > ie - Ss ! wegen 


match the TIDY on leek »-and-bull, erat 
Don't get caught with your supplies down! Stock plenty 
of the new G-E Combinations. Give em a good display! - 








Put them both together—and dollar for doliar— you'll have the finest 
combination that ever cleaned a house from top to bottom! 










TIDY is great with these models, too! 


Medium priced Model 














GENERAL @ ELECTRIC 











Other sales winners in the fast-growing G-E line! 
























n”” ate VY —— 
able AVF-19A AVF-17A —— 
hable. — 
De Luxe G-E upright Popular medium- S| 54 
ic . ° with 2-speed tor, iced ight wit 
i oP THESE MERCHANDISING AIDS will help you casinaivodiacainn sea et a 
leanet clinch the sales! nozzle adjustor, many motor. All other De AVT-150 
; ae ease-and-efficiency Luxe features of the G-E “Airflo.” Tank-type 
1-buff \vailable now from your local distributor: features, AVF-19A. model for floor-to-ceiling 
da-Du ° 99 ° ° cleaning. Powerful suction, ex- 
“Perfect Pair” floor display, illustrated above due ahs og ta 
TIDY and TALL counter cards plete attachments. 
| > to . . £2 
- Complete material for training salesmen 
High-interest consumer fc yiders . {pproved by Underwriters’ Laboratories, Inc. (All prices subject to change without notice) 
vibra- Mat book for local advertising ' 2 —T 
'y bag De luxe display—a complete G-E Cleaner department = 
ur cus- for your sales floor or window 
‘reachi- Cleaner demonstration kits, cases and rugs GENERA I E | E( : H ‘RIC 
(lluminated window and counter sign. 
bilities Order today! Appliance and Merchandise Department, — 
General Electric Company, Bridgeport 2, Conn. eS SF: , 
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Not if You Sell the 
Spark Oil Burning Heater 
































Spark burns No.3 oil with a clean, 
clear, fan-shaped flame—more heat 
at lower cost per gallon of fuel. 


SPARK HEATERS 


burn N0.3 
FUEL OIL! 


Spark oil burning heaters are approved by Underwriters’ 
Laboratories, Inc. to burn No. 1, No. 2 and No. 3 oil. 

No. 3 oil (furnace-diesel oil) is readily available. 
Though lower in price, it gives 4000 more B.T.U.’s per 
gallon—a definite saving of fuel. 

Since 1902 SPARK Stove Co., Inc. has been in the 
stove business, exclusively. If 
you would like to join the 
group of Spark dealers, write 
today for full information. 


SPARK MODEL 4070 


SPARK wwrwinc HEATERS 


A PRODUCT OF 


SPARK STOVE CO., INC. 


FORMERLY HAMMER BRAY CO. LTO 








SPARK Swve Co., Inc., Dept. E-4 
2619 E. 12th Street, Oakland 1, Calif. 





Gentlemen: I am interested in becoming a Spark dealer. Please send me 
full information 


Name 
Firm 


4 iddre 5 
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A New Tool for Salesmen 


The Electrical Appliance Sales 






Handbook by Laurence Wray pro- 
vides the facts for effective selling. 


HE increase in the production of 

major appliances and the conse- 
quent increase in competition for sales 
at the retail level is posing an impor- 
tant problem for the nation’s dealers: 
it is spotlighting the need for salesmen 
with adequate training, experience and 
knowledge to move the goods. This 
problem of selecting and training sales- 
men was recognized as one of the vital 
functions of appliance retailing before 
the war. The need today is greater 
than ever. Many of the older salesmen 
are no longer active; a whole new crop 
has come into the field and, because 
demand exceeded supply in many lines, 
“order-taking” has been the rule rather 
than intelligent, informed selling. 

It might be pointed out, too, that 
with new appliances—freezers, dish- 
washers, clothes dryers, electric blan- 
kets, television, etc.—joining the estab- 
lished line that the need is greater than 
ever for salesmen with well-rounded 
knowledge in the major appliance field. 
Specialty men and specialty selling are 
coming back but the more a salesman 
knows of the whole electrical story, the 
better specialty man he will be. Today, 
the salesman must know his electric 
cooking and water heating, his refrig- 
eration and freezing, his washing, dry- 
ing and ironing, his cleaning, his dish- 
washing, garbage disposal and kitch- 
ens, as well as his fundamental knowl- 
edge of finding and approaching the 
prospect, following up and closing the 
sale. 

It is from every standpoint desirable 
that appliance selling graduate from 
the floating “commission man” with 
his high pressure methods to a salaried 
specialist with a permanent profession. 
And the permanence of that profes- 
sion will be in large measure com- 
mensurate with the salesman’s own 
knowledge of the business. 


All in One Place 


These remarks are prompted by. the 
recent publication of “The Electrical 
\ppliance Sales Handbook,” by Lau- 
rence Wray, managing editor of this 
magazine. Mr. Wray has written a 
sales manual for the appliance busi- 
ness which gives the facts and figures 
and experience data on the basic rea- 
sons for buying our products. We are 
sometimes inclined to forget that the 
large annual volume of sales achieved 
by major appliances rests on a firm 
foundation of value to the ultimate pur- 
chaser. We must be able therefore to 
point to definite time and labor-sav- 
ings; to actual cash savings over older 
methods and to pride appeals. These 
fundamental arguments have never be- 
fore been brought together in one vol- 
ume to serve as a training course for 
salesmen. 

Considerable emphasis is also given 
in the book to the growth of the rural 
and small town market. The rapid 


progress in farm electrification has 
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LAURENCE WRAY 
Managing Editor, ELECTRICAL MERCHANDISING 


brought a new opportunity for sales in 
this rich new market, both in house- 
hold and farm work equipment. A 
comparatively new competitive element 
in bottled gas has entered the picture, 
however, and only informed, deter- 
mined specialty selling methods will 
enable the electrical appliance industry 
to capture its proper share of the avail- 
able business. The new “Handbook” 
takes cognizance of this situation and 
lengthy chapters are devoted to a dis- 
cussion of the superior merits of elec- 
tric cooking and water heating over 
the bottled gas type, together with use- 
ful tables of comparative operating 
costs. Indeed, much emphasis is laid 
on the use of electricity as a fuel and 
the economic benefits to the ruralist 
and farmer of employing a single type 
of service—electricity—instead of di- 
viding his service between two com- 
peting types of energy. 

The benefits of electricity to the farm 
family are detailed completely with 
actual experience data on specific farm 
operations to provide the salesman with 
intelligent arguments in selling elec- 
trical farm and home equipment. 


The Selling Process 


In addition to this background ma- 
terial, designed to give the new sales- 
man a working knowledge and back- 
ground both of the market and his own 
opportunities, the book devotes chap- 
ters to the actual selling process itselt 
—analysis of the product, analysis ol 
prospects, the decisions and motives 
underlying the sale, the recognition ot 
the customer’s need and the means 0! 
supplying it, paving the way for re- 
peat sales, using the user and other 
necessary steps in the selling process. 

Specific chapters are devoted to the 
electric water system, electric water 
heating, electric cooking, competitive 
fuels, electric refrigeration, home 
freezing, the home laundry, electric 
cleaning, farm work equipment and 
adequate home and farm wiring. An 

(Continued on page 72) 
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Today’s top value in table model FM 


receivers—plus superb AM performance 


NBC, CBS, ABC and Mutual are all putting out 
network shows on FM as well as regular AM. FM 
station operation and construction is at a new peak! 
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» Make the most of this terrific increase in FM lis- 
4 tening! Feature this beautiful ARVIN and watch 
- profits grow! Top-notch 8-tube performance with 
- flawless, static-free FM tone fidelity. Amazing 
= AM reception, too! Smart modern cabinet is gen- 
= uine mahogany veneer with lucite escutcheon. 
. Heavy duty speaker; 2 RF and 2 IF stages on 
= FM circuit; 15 tuned circuits for razor-edge selec- 
= tivity; 8 tubes plus selenium rectifier; continuous 
“ variable tone control. Underwriters’ listed. 
=~ 
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Ww : America’s peak personal portable buy! Powerful portable for getting distance! 
» com- 
a ise ARVIN MODEL 240P ARVIN MODEL 250P 
ar! . 
with , QOK* ‘ = * 
farm i # $ V5 » 0) 2 
with . Battery Operated Battery — AC/DC 
elec- Pix . 
E. = A honey for huddles! Smooth ane ca a 
t. styling in rich ruby-red Special Arvin distance- 
thermo-plastic—tops in good getting circuit uses 5 
& looks and good listening. e miniature tubes plus a 
d ma- , Low-drain miniature tubes selenium rectifier e Big 
m e Genuine Alnico speaker ‘ 5144 Alnico speaker 
sales- @ Special Arvin circuit for ae e Powerful antenna shield- 
back- super-sensitivity and tone. at ed from chassis for getting 
s own et distant stations e Attrac- 
chap- ‘ ~ x ane tive luggage-type case, 
5 itself ARVIN MODEL 241P... S 7) eo metal top and bottom 
Bs. of Battery — AC/DC Sey and non-breakable plastic 
sai ves gf wrap-around. Under- 
ion of Same smart styling, but three times the selling power because | writers’ listed. Today’s 
fas of of its 3-way utility ¢ 4 miniature tubes plus selenium rectifier : top buy in the whole 
a e Alnico speaker @ Underwriters’ listed e Outstanding value portable field! 
i # at the price! 
otne 
pCeSS. 
to the : 
water 
titive 
home NATIONALLY ADVERTISED IN LIFE, SATURDAY EVENING POST, COUNTRY GENTLEMAN 
hectric 
and Write, wire or phone your Arvin distributor *Slightly higher in Zone 2 — All portables priced less batteries 
y An 
NOBLITT-SPARKS INDUSTRIES, INC. COLUMBUS, INDIANA 
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with the CHICAGO TRIBUNE’S 


Selective Area Advertising Plan 


With this plan, you penetrate the huge Chicago market with 

highly localized advertisments. The Tribune offers you five 

separate Sunday sections, circulated in five separate Metro- 

Your advertising dollars work politan Chicago areas. You can list non-competing dealers in 

harder when you use the Chicago ’ : z ; 
rege ie advertisments which appear in each of these local sections. 

Tribune’s Selective Area Adver- 

tising Plan. Under the plan— This gives each one of your dealers a powerful campaign, 

directed at his own market. 

EACH DEALER GETS: 


Even dealers with small advertising allowances can partici- 


1 Selective coverage of his local 
market 


2 Prominent display of his name and 


pate because each pays as little as one per cent of card rates. 


This is the kind of co-operative advertising dealers and 
location distributors like. It meets their problems. It makes the most 


3 The low rate of just 1.4¢ a line! of the consumers’ habit of buying hardline merchandise near 


YOU GET: home. It can help you boost sales in the rich Chicago market 
— alone large enough to absorb all or an important part of your 
1 Better identification of your local production. 
outlets 
2 Enthusiastic dealer support The plan has been tested in Chicago. To take advantage of 
3 Advertising that pays off right it, manufacturers selling merchandise ranging from records and 
away ! shoes to radios and washing machines have already spent 


$400,000 in the Tribune. It is applicable in almost any news- 
paper market. It is effective and inexpensive! For complete 


details, call or write your nearest Tribune representative today. 


SPURRING HARDLINE SALES— Users of the Tribune’s Plan include these radio manufacturers: 
Admiral, Bendix, Farnsworth, General Electric, Howard, Majestic, Philco, RCA-Victor, Stewart- 
Warner, Stromberg-Carlson, Westinghouse, Wilcox-Gay and Zenith; as well as Bendix Home Laundry, 
Coleman Heater, Columbia Records, Eureka Vacuum Cleaner, Horton Ironer, Jacobs Launderall, 
Landers, Frary & Clark Automatic Blanket and Maytag Washer. 


% st 2 es o 2 o OB o 3 3 v & o a a ® 3° & & e e * a 3 


A. W. DREIER, CHICAGO TRIBUNE 
810 Tribune Tower, Chicago 11 


E. P. STRUHSACKER, CHICAGO TRIBUNE 
220 E. 42nd St., New York City 17 
FITZPATRICK & CHAMBERLIN 


155 Montgomery St., San Francisco 4 


W. E. BATES, CHICAGO TRIBUNE 
Penobscot Building, Detroit 26 


The World’s Greatest Newspaper 


MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC. * FIRST 3 MARKETS GROUP * METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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fit all Electric Range Openings 


Cash in on CHROMALOX Electric q? 
Range Units for replacement. Chromalox features 


Priced right—they're the best r 
buy your customers can make; which make happy 
customers 


a faster profit deal for you. 
An inexpensive stock of 
* Fast 
* Easy to Clean 


Adaptor Rings (they fit all range 
* Economical 


tops)—plus a small supply of 
» long Life 







CHROMALOX Units—lets you 


1. Give quick service 
2. Get a faster inventory turnover 
3. Make good profits 


Get the full story today; write 
for Catalog RU-147. 


on new ranges and for replacement 


CHROMALOX 


means Electric cooking at its Best! 



















EDWIN L. WIEGAND CO., 7525 THOMAS BLVD., PITTSBURGH, PA. 


Want Extra Profits? 


ELacliie 
HOT-WATER 


REPLACEMENT 


HEATERS 


WRITE FOR DATA SHEETS 1.1025 AND 1.1026 
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RC-2 8 





condition for sale. 





index to the subject matter simplifies 
the reference problem. 

All in all, it is the opinion of the 
writer that “The Electrical Appliance 
Sales Handbook” will fill a much- 
needed place in sales training courses 
and be found useful both as a refresher 
to older salesmen and a necessary in- 
troduction to the business among the 
newer recruits to the sales ranks. A 
compact volume, it fits into any sales 
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| A New Tool for Salesmen 





kit and supplies the answers that are 
popped at the salesman in the store or 
on his rounds. It is published by Mc- 
Graw-Hill Book Co., 330 W. 42nd St., 
New York 18, N. Y. and individual 
copies are priced at $3.50. Orders are 
also being taken by the National Elec- 
trical Manufacturers Association 155 
East 44th St., New York, N. Y. where 
discounts for quantity orders are al- 
lowed, —L. E. MOFFATT 


School Sales Mean 
Trade-In Ranges 


No-profit sales to schools means high 
profit sales and resales to other custom- 
ers of Curley & Carroll, Billings, Mont. 


1 e~ importance of having up-to- 
date electrical appliances in school 


home economics departments is well 


| recognized by utility men and by manu- 


facturers, most of whom have made 
attractive special prices for equipment 
for school use, with a _ replacement 
offer, which keeps this up-to-date as 
new models come on the market. 

Few electrical dealers have seen the 
advantages to themselves in this offer, 
but Fred Blockhamer, store manager 
for Curley & Carroll of Billings, Mon- 
tana, has recognized its importance. 
Not only does such a sale give him 
privileged entry into the homes of the 
parents of the girls who use his par- 
ticular make of range, but in these 
times of scarcity of ranges, the deal 
usually brings him an attractive num- 
ber of second-hand ranges in good 
As the school equip- 





ment does not come out of his quota, 
these mean just so much greater vol- 
ume of business and earlier satisfaction 
for his customers. He has done a good 
job of selling the schools and colleges 
in the vicinity of Billings. In one case 
he sold one apartment house range, six 
of regulation home size and an auto- 
matic washer. The Union High School 
purchased two electric ranges and an 
electric refrigerator. Rocky Mountain 
College (Catholic) was also on his list. 

There is no profit to the dealer in 
such a sale, but it does bring excellent 
contacts and in each case has meant 
that a number of good-condition sec- 
ond-hand ranges have become available 
as trade-ins. School ranges are not 
badly used and can be resold without 
expensive repairs. Curley & Carroll 
have made a good profit on these, which 
has made their effort worth while. End 


THE PROFIT WAS IN THE TRADE-INS taken in when this school installation in 
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Billings, Montana was made by Curley & Carroll of that city. 
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PHILCO 1290. America’s choice for quality ...now with | §950 * PHILCO 1286. Stunning GeorgianMahogany combination 9 " " 50* 
record space ! Advanced-FM, AM, Short-Wave reception. with Electronic Scratch Eliminator. Gets FM and AM reception. 


brow fiom PHI LCO the Lace, / 


a striking new series of radio-phonographs 


ae AS 
nF o- 


.with generous record storage space! 


They’re the talk of the trade... these is a leader at its price! And each is backed 
sensational new consoles from Philco! For by the full power and impact of Philco’s 
here, once again, is Philco leadership. . . publication and radio advertising. 


in tone, performance, quality. And, above Yompare the models, compare the 


all, in the eye-catching sales-appeal of advertising ...and you'll agree: Again, 
their stunning new cabinets with record as for 17 years, your greatest profit 
storage space! By every standard, each opportunity lies with Pahilco, the leader! 





* Prices slightly higher Denver and West 


PHILCO 1284. Short-Wave and Standard reception 51.9935" PHILCO 1283. The style that swept the nation... with cot 119 
in a Classic Modern combination. Big 12-inch Speaker. record space now added! A sensation at its —_ 









PD OT a Seese + wees mcm 
10 8 6 oem st sme ommpeune 
RR eee meme SNOUPD 
ee oe 





























WINDOW FAN 


The answer to air 
cooling small homes, 
apartments, offices. 






SECO ooniven 


Exhausts hot, stagnant air 
—replaces with fresh, 
cooling air — for homes, 
offices, factories, etc. 


@ All metal construc- 
tion 

@ Quiet performance 

@ Maximum air output 

@ Streamline design 


@ And many other fea- 
tures 
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COOLING FAN 


24”—30"—36"—42"—48” 


KA Ag OAK 
06 X 
, \ 


, 
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KA 
i x 9, 
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MODEL W-184 


@ Whisper quiet perform- 


ance even at high speed 


@ Portable—weighs 30 lbs. 


@ Totally enclosed, low 


speed motor 


@ Finished in rich ivory 


baked enamel 


@ And many other features 





CONTACT YOUR DISTRIBUTOR 
or Write for Bulletin M104B 


and Complete Information 





SECO-LITE MANUFACTURING CO. 
4916 EASTON AVE. « ST. LOUIS 13, MO. 
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“ALL THIS PAPER WORK IS DRIVING ME NUTS!” 














There's Money In 
Custom-Built Freezers 


Other sections of the country can 
follow the example of the Potter 
Refrigeration Co., Missoula, Mont. 


N ISSOULA, Montana is a com- 
4 munity which has developed a 
sizable market for home freezers. The 
Potter Refrigeration Co., of which C. 
W. Potter is owner and C,. R. Alkire 
store manager, is one of the firms 
which is most responsible for this 
situation. 

The firm sells other electrical equip- 
ment, but they specialize in refrigera- 
tion of all types, both commercial and 
In the past they have built 
a number of storage freezer locker 
plants. They have always sold re- 
frigerators, and when the home freezer 
became available, they proceeded to sell 
these, too. They soon found, however, 
that the small type freezer was not 
really adequate to the needs of the 
average home. Montana is both an 
agricultural and cattle country; it is 
also one of the great game areas of 
the country. Home owners who wish 
to store meat in quantity—either their 
own hunter’s trophies or the half of 
a beef—and want to make use of the 
other growing uses of a freezer in the 
home, were fot satisfied with a 7-cu. 
it. or even a 12-cu. ft. box. Most of 
them started with a freezer locker in 
the first place and one reason they want 
a freezer in their homes is to be able 
to handle a larger quantity of food— 
a whole deer, or even a moose at a 
time. They want nothing less than 
a 100-cu. ft. box. 


domestic. 


Home Size Obstacle 


The average home as it is now built, 
however, is seldom large enough to 
hold the 100-cu. ft. box which is 
available on the market. Bungalow- 
type houses often do not have base- 
ments. Back porches and garages are 
crowded with other equipment. More- 
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over, these big freezers are pretty ex- 
pensive, selling from $1,000 to $1,200, 
or even more. The Potter Refrigera- 
tion Co. decided to put into use the 
knowledge which enabled them to build 
successful commercial refrigeration 
plants. 

The firm drew up plans for a stand- 
ard 100-cu. ft. freezer box and pre- 
sented it neatly in blueprint form. They 
then proceeded to sell the prospect the 
idea that it could be adapted to his 
particular home. The blue print carries 
no dimension figures, but does show 
the fundamental essentials of the box 
as it will be installed. If the owner 
has a low-ceilinged cellar, the vertical 
dimensions can all be dropped to fit 
things in—or the whole thing can be 
strung out horizontally. Or the ma- 
chinery can be installed on one floor, 
the freezer box on another. Pantries, 
back porches, basements, garages 
alntost every house has room for such 
an installation somewhere, provided 
you can fit the specifications into the 
dimensions rather than having to try 
to find room for a rigid commercially- 
built box. 





Big Saving Over Store Cost 


Also important is the fact that Pot- 
ter can build these installations for just 
about one half what the store product 
will cost. Last year a 100-cu. ft. freezer 
could be built into the average home 
and sold for about $550. The store 
also believes its custom-built product 
is better insulated and hence has a 
lower operating cost. 

Last summer they were installing 
these freezers at the rate of about two 
a week, They were also selling instal- 
lations to apartment houses, where th 

(Continued on page 76) 
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LEONARD 


LEONARD, DIVISION OF 
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Brand D® : Found ation 


——Neonronars soe 


Conterred a Detroit, Michigan, December 1, 1947 





HIS certificate is awarded by the Brand Names Foundation to 
Brand Names which, for 50 years or more, have continually satisfied 
the judgment of the American people. LEONARD is justly proud 
to be the only refrigerator so honored! 

1948 marks the 67th year for LEONARD. 67 years of sticking to 
one ideal—“customer satisfaction through lasting dependability.” 
This same ideal has been a major factor in the building of sound, 


lasting and profitable appliance businesses for Leonard Retailers. 


THE FRANCHISE THAT BUILDS 
CUSTOMER SATISFACTION THROUGH 


LASTING DEPENDABILITY 


NASH-KELVINATOR CORP., DETROIT 32, MICHIGAN 


Rs 
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Custom-Built 
Freezers 


CONTINUED FROM PAGE 74 


use of the freezer would be included 
with the rent of an apartment. This 
has become an excellent rental induce- 
ment—and the firm believes the cus- 
tom will become more prevalent as the 
housing situation eases somewhat and 
the landlords also find themselves in 
a “buyer’s market”. 


Some Customers Install 


Several customers who are of a 
mechanical turn of mind have asked if 
they might install these plants them- 
selves—and Potter Refrigeration has 
been glad to furnish them with plans 
and with standard materials for such 
a construction. | Moreover, someone 
from the firm drops in before the job 
is complete to make sure that every- 
thing is shipshape and that the instal- 
lation will work properly. Particularly 
important is it that the vapor-lock be 
right. The store sells standard shelves, 
door and compressor for such a job. 

The firm has no home economist, but 
feels free to direct anyone who is in 
need of instructions as to how to pre- 
pare foods for the freezer, or how to 
utilize frozen products afterwards to 
the home economist of the Missoula 
office of the Montana Power Co. The 
utility has long been interested in pro- 
moting the use of freezers and has done 
much in the past to develop the general 
interest manifest among the homes of 
Missoula. Mr. Knowles of the power 
company had had freezer lockers in- 
stalled in the power company’s substa- 
tion for the use of employees to en- 
courage them to use this form of food 
preservation by making it possible for 
them to have access to their lockers at 
odd times when the local locker plants 
are not open. Every employee thus 
becomes a booster for frozen gor vs, 





Training in Fundamentals 


The utility’s home economist runs 
periodic programs on the use of the 
freezer, in which she does not confine 
herself to the final stages of preparing 
food, but takes the customer’s prob- 
lem from its fundamentals up. .\t one 
time, for instance, a program was con- 
dusted before an interested group of 
customers in the power company’s 
garage, at which chickens were killed, 
plucked, cleaned and prepared for the 
freezer. This was a recognition of the 
fact that customers who purchase poul- 
try from the farm are apt to receive it 
alive, and have need of instruction in 
the early stages of preparing it for 
freezing, as well as in the art of wrap- 
ping and labeling. 


Less Instruction Foreseen 


Should any customer of the Potter 
Refrigeration Co. have trouble with 
the food end of the freezer, the utility’s 
home economist is always ready to call 
at the home to straighten things out. 
However, as interest in freezing grows 
and as freezers in the home become 
more common, the public’s knowledge 
of procedures will become more general 
and instruction less needed. And, in- 
cidentally, the demand for 100-cu. ft. 
boxes will grow at the same time. End 

























































Makes a radio a musical alarm 


SwIitcH ALARM ... an accurate Telechron electric clock that turns on a 
radio or other electrical appliance automatically at a pre-set time. It 
makes your radio a musical alarm, brings in your favorite programs. 
Because it has a standard alarm as well, you can sell it to your customers 
as a two-way clock. 
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It's a radio 
It's a clock 
It’s a musical 
alarm 


MUSALARM . . . combines an 
accurate, long-life Telechron 
electric alarm clock with a wide- 
range, 5-tube superheterodyne 
radio. The clock, starting the 
radio automatically at a pre- 
set time, makes this a musical 
alarm ... . and it brings in 
favorite programs that are pre 
selected, too. 


It turns a radio— 
and other appliances—ON and OFF 


SELECTOR . . . an accurate Telechron electric clock that turns a 
radio on and off at pre-set times. It can operate an electric 
roaster, coffee-maker, washing machine, and other electrical 
appliances automatically, as well. So versatile your customers 
will want several! 


These Telechron awakening devices—advertised in leading national magazines — 
are making conversation and sales. Order them from your Telechron distribvtor. 


The first and favorite electric clock + Telechron Inc., Ashland, Mass. 


el | 


ELECTRIC CLOCKS 
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Naar the top of an old hollow tree, the woodpecker hammers out his message 
... tap, tap, tapping the rhythm . . . until he gets a reply. 


In the same way the successful advertiser keeps tap, tap, tapping at his market... 


hammering away with one ad after another. 


That’s the big advantage of Collier’s. The same amount of money can place more 


sales messages in Collier’s than in either of the other “Big 3” weeklies. 






ot©. a. 
You can buy Snir 




















in Colliers 
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Series 552—-Surface Type 


@ Over a half million Perfex Twin Contact el 
water heater controls have produced an @ 
for dependable, trouble-free operation on i 
name electric water heaters. "ik 



















@ Outstanding among the many operating advantages of J 
these controls is the famous Perfex Twin Contract Switch |, > 

. . an assurance of unfailing, positive operation. : 
@ Perfex meets all the requirements of the électric water 
heater industry with a complete line of twin contact 
controls —for either immersion or surface type application . 


— providing the finest in control performance. 





@ Leading manufacturers are standardizing on Perfex 
Twin Contact Controls for their electric water heaters. 2 
They realize that the outstanding dependability, the ae 
unfailing performance and long life of these controls 
mean less service and protected profits to dealers. 




















PERFEX CORPORATION, MILWAUKEE 7, WIS. 
Pertex Controls itd. Toren y " 
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N INTACT | 
MANUFACTURERS OF AUTOMATIC CONTROLS BEARING THE TRADE MARK NAMES 
OF LEADING PRODUCERS OF AUTOMATIC HEATING SYSTEMS AND APPLIANCES 

















SMALL APPLIANCE FIXTURE at Kirby-Tuttle, Miami, matches up small appli- 


ances with the majors below. 


Overhead Rack 








Sells Small Appliances 


Kirby-Tuttle Makes More Traffic Appliance 
Sales through Use of 50-foot Display Unit 


‘MALL appliance sales are 20% 

better and the usual problem of 
where to display them effectively, has 
been completely solved through con- 
struction of a huge 50-foot “overhead 
display unit” at Kirby-Tuttle, Miami, 
Florida. 

Cecil Kirby and William Tuttle, both 
veterans of 20 years of electrical appli- 
ance merchandising in the Florida re- 
sort city, designed the fixture to “com- 
pletely do away with display problems 
once and for all”, as Kirby put it. As 
the fixture consists of 
levels, spaced two feet apart, which 
extend 50 feet down the wall of the 
store, from the front entrance to the 
large radio-phonograph console dis- 
play room at the rear. It is constructed 
of rich, polished hardwood, to give an 
air of permanence which the partners 
believe essential for doing away with 
any possible “junk” atmosphere. 


& 


shown, two 


Logical Connection Exploited 


Not only will the fixture incorpor- 
ate the store’s complete inventory of 
small appliances in one place, but it 
also has a significant merchandising 
purpose, according to Kirby. “We 
operate small appliance promotion now 
on an _ over-and-under basis,’ he 
smiled. “By that I meas that small 
appliances which are logically con- 
nected with the major appliances be- 
low are shown where it is a simple 
matter for a store salesman to reach 
from one to the other. For example, 
if we are demonstrating an electric 
range, coffeemakers, double boilers, 
electric timing-clocks, etc., are always 
immediately above the range, where 
the salesman can bring them down to 
demonstrate how their design matches 
up and, in many instances, sell both 
at once. Similarly, if the salesman is 
demonstrating a cabinet sink, with 
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electric garbage disposal unit, he can 
reach mixers, juice squeezers, electric 
roasters, etc., immediately above at the 
same time. We display all small appli- 
ances carried by the store along the 
fixture with the exception of irons 
which are considered a ‘traffic item’ 
important enough to devote a center 
table to them.” 


Same Commission Throughout 


store salesmen handle b 
major appliance and small applianc 
sales for Kirby-Tuttle, and since the 
same commission is paid en both the 
traftic appliance stock and major app! 
they readily recognize tl 


Four 


ances, the ad- 
vantage of “teaming up” small and 
major appliances. It is not unusu 
for a customer who came in to buy a 
range, refrigerator, washing machine, 
etc., to walk out after signing a «: 
livery order for three or more small 
appliances in addition. End 








“BUT YOU DON’T WASH VENETIAN BLINDS LIKE 
ORDINARY CURTAINS, DEAR.” 














Priced within reach 
of the general, public 


i 








Provides an hour of 
continuous playing or 
recording from one 
spool of wire. 


Easy to operate. Push- 
buttons control all 
functions. Make your 
own recording from the 
ir, from phonograph 
records played on the 
Learecorder or from 
sound picked up by the 
microphone. 








Words fail to describe this marvel of engineering skill 
—to thrill to its perfect rendition of sound and its 
superb mastery over difficult recording. With its 

miraculous performance the new Learecorder repre- 
sents the most extraordinary achievement and 
sales-producing possibility in the business. 








Dynalbupe 


AM FM Radio Phonograph — 


WITH O 
Learecouler 
THE 


: Available with or without Automatic Record 
ies ies Changer in several models and finishes, with 
& pe cabinets by expert Grand Rapids craftsmen. 


A portable model in 
convenient carrying 
cases. Includes Leare- be 
corder, a same. - , p Pp re) 
microphone. Ready 

to plug in. Operates E R oO 

on 110 alternating 
current. 




















RTUNITIES 


Valuable territories now open for 
representation. Phone, wire or write to Home 
Radio Division, Lear, Inc., Grand Rapids 2, Mich. 


LIKE 
SEP Pa a Ee 
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FULL LINE— 
LATEST FEATURES 
Right, above: New 
1948 12 cw. ft. capac- 
ity Chest model 

Right, Below: 18 cu. ft. 
Upright model. 





9 cu. ft. Upright 







































24 cu. ft. Chest 


SALES CASES 





~ HARDER-Freez and Tyler are going places in 1948 and 
in the years ahead. And so are HARDER-Freez Seakteel 

Tyler has gained leadership in the pioneering years which have seen 
many manufacturers drop out of the freezer field. Tyler is steadily gainin 
momentum, because with HARDER-Freez, Tyler offers a COMBINATION 
of factors which mean continuing growth as public education and pro- 
motion develop 

a freezer built right by a 

soned manufacturer; _ 


sea- a growing line; 

an effective Dealer Help program; 
the ECONOMICAL Home 
Freezer, in low upkeep cost as 
well as in low first cost; 


latest, up-to-the-minute features; 
a competitive price and a great 
value; 

a great name known to millions 


as a result of consistent national 
advertising; 


a relatively new major appliance 
that meets the growing national 
demand. 

DEALERSHIPS AVAILABLE. If you would qualify as a HARDER-Freez 
dealer write Tyler today! In many regions dealerships are open to those 
who meet the necessary sales, display, and service requirements. There is 
a vast market in the home, on the farm and wherever food is served for this 
economical home freezer! Tyler Fixture Corporation, Niles, Michigan. 


SEND 
COUPON 
TODAY 





Tyler Fixture Corp 


Dept. EM-4, Niles, Michigan. Rush data on HARDER-Freez dealership. 


NAME 


ADDRESS 














PAGE 82 















A MISSISSIPPI POWER & LIGHT CO. home economist answers questions asked by 


an interested farmer and his wife. 


This couple is typical of the more than 30,000 


rural residents who have been invited to see demonstrations staged by the utility's 


home service workers. 


Invitation to Learning 


The efficient corps of home service personnel, 
directed by Miss Frances Fortenberry of the 
Mississippi Power & Light Co., is reaching farmers. 


ISSISSIPPI farmers are getting 
something other than bills in the 

mail these days. More than 30,000 of 
them have received invitations to load 
p the wife and kids, crank up the old 
flivver and come into the community 


uD 


enter to see a demonstration of just 
how electrical appliances can make 
m the farm an easy matter. 

[his series of meetings, designed to 
reach every rural section of the state, 
is being conducted by Miss Frances 
Fortenberry, home service director for 


the Mississippi Power & Light Co., 
with her staff of seven efficient helpers. 
Backed by the utility’s agricultural en- 
gineering and sales departments, these 
home economists have accepted the 
challenge to carry the gospel of elec- 
trical living to almost every corner of 
the Magnolia State, whose population 
of two and a half million is predomi- 
nantly rural and agricultural. 

“Of course, demonstration meetings 
are not new,” says Miss Fortenberry, 
“but for the first time we are conduct- 
ing these gatherings on such a scale as 
to guarantee that almost every Mis- 
sissippian—no matter how far back in 
the rural areas he lives—will have a 
chance to learn about electrical appli- 
ances and how to use them. The meet- 
ings are held at night usually, in the 
most centrally located meeting place 
in the community ; sometimes a church, 
a school or a club house. Equipment 
which the farmer and the rural house- 
would most likely buy first is 
featured at the meetings, such as water 
pumps and home laundries. 

“All the dealers serving the commu- 


wife 
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nity are invited to display laundering 
equipment and water and 
dealer cooperation to date has been 
splendid. A complete list of prospects 
obtained from these meetings is fur- 
nished each dealer, who consistently 
reports the sale of considerable equip- 
ment through this list. As an example 
of the meetings’ effectiveness, 
dealer who had not sold a single water 
system in six months, sold five within 
a few days to farmers in the areas 
where the meetings had been held.” 

Procedure of the meeting, according 
to Miss Fortenberry, is made as simple 
as possible. After a few remarks of in- 
troduction and welcome, the economist 
immediately launches int@ the demon- 
stration. The agricultural engineer has 
a water pump hooked up and in opera- 
tion. He discusses the water system, 
the layout for the system and the saving 
of time, energy and money that a water 
system provides. Charts are effectively 
used to illustrate this discussion. 


systems, 


one 


Simple But Practical 


“The home economist discusses the 
selection of laundry equipment, point- 
ing out individual features of each piece 
of equipment on display,” says Miss 
Fortenberry. “She makes a compari- 
son between the old method of washing 
in the yard with tubs and a wash pot, 
as many farm women still do, and th: 
new method of using electrical equip- 
ment. This presentation is done a 
simply as possible, of course, so that 
can be readily understood by everyone 
but its basis is practical and rock 
(Continued on page 86) 
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NOW! Get Set to Cash In on the Terrific 
Untapped Room Air Conditioning Market 


SELL THE AMAZINGLY SUCCESSFUL* 












Air Conditioner 


Real 5-Function Air Conditioning 
Perfected... Accepted... Acclaimed 
An Easy-to-Sell Appliance Package 








Here are the powerful selling advantages that will make big 
money for you in this vast, receptive, wide-open field: 
The MITCHELL Room Air Conditioner performs all $ 
essential functions of genuine Air Conditioning . . . cools, de- 
humidifies, filters, circulates, ventilates. Powerful ¥2-ton her- 
e metically-sealed refrigeration mechanism delivers 5780 BTU 
ybie-rre Acclaimed by famous per hour (certified by U. S. ett Co.)—nothing in the field 
. comes close to this performance! 
Testing Laboratories, 


n Easy ’ WITH PROFIT Utilities and leading It’s easy to get into the profitable Room Air Conditioning 





———— experts in the Air business with the MITCHELL unit. Sell it like any major 


—_ at . appliance package. We provide simple instructions for easy 
y {| Conditioning Field 7 . aie : 
calculation of installations. There’s nothing to installation 


(unit mounts easily in window; no plumbing required; plugs 


Thousands of units in satisfying daily use in like any ordinary appliance). The barest minimum of 
: , ‘i . technical knowledge is all you need to sell the MITCHELL 
Unlimited Market for New Profits =: 

Start selling the MITCHELL Room Air Conditioner NOW. 


Offices Homes Don't wait for the “heat waves.” Get in on the ground floor 
‘ today. Find out how easy it is to get your share of this profit- 





able business. Write for the full selling details. Order your 
floor samples early and get set for big volume sales and profits. 





= 


: Every Office and Home in Your Area a Prospect 








DEALERS! GET SET FOR BIG 


5 The market is pre-sold for you! Air Conditioning is accepted and demanded by 
the public. NOW—the MITCHELL Conditioner brings perfected, practical Air SUMMER SALES. writeter vrochure, ape 
Conditioning into the home and office—to meet the vast, untapped demand for Make Money Selling MITCHELL Room Air Conditioners. 
personal comfort and health. Every business house, every office building, every Get inte this profitable field now. Send for details today. 
: ‘ aclitate P a =e ‘Tr’ ee = 
home - pr sr —o or gS mg s your market! It’s unscratched guaesessessueucesesesusseeseues 
” yours for the taking—and the time is | ! 5 asin eteannininaaindin Giana 
t- NATIONALLY ADVERTISED DISTRIBUTORS: . MITCHELL MANUFACTURING COMPANY 
*e Millions of prospects will read about the advantages of the A few desirable ter- e a ee ay ee no a 
SS MITCHELL Room Air Conditioner in Time, Fortune, Business Week, ritories are still open. 3 Rush us full information on opportunity to profit quickly and easily with the . 
House Beautiful, House & Garden and other leading national Inquiries are invited. g@ ‘MITCHELL Room Air Conditioner. 5 
o publications . . . powerful advertising that sells for you. Write for details today. . ee H+ 
. . , 
a Wie aenius 
i a 
D- AIR CONDITIONING DIVISION . Address. 8 
a 
F MITCHELL MANUFACTURING COMPANY & “” | _ : 
RASRTRST CSRS T STEREO RHRRESKTS KHER BOO woe 


, 2525 N. Clybourn Ave., Chicago 14, Ill. 
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ae 
J lowerful 


Extra range and power are yours with the 





“Globe Trotter,” amazing sensitivity. plenty of volume 
even for outdoor dancing. Vhat handsome case is 
lightweight aluminum and plastic with a special. 
weather-resistant finish on the aluminum. Plays 
on house current (AC-DC). Plays on its self- 





~ contained RCA battery and turns on 


the second you lift the dial cover. 





It’s a star performer with 
the marvelous tone of the 
famous “Golden Throat.” 


Locket Size 


Just 614 inches high, this tiny “Personal” 

















gives you room-size volume. It’s 
built like a fine camera, 
has rugged RCA batteries, tiny 
but sturdy RCA tubes. Plays 
instantly when you open 
the handsome case. Choose yours 
in black, brown or red 


alligator-grained plastic! 


the Golden Throat” 


FINEST TONE SYSTEM 
IN RCA VICTOR HISTORY 


When you're in New York, 















see the radio and electronic wonders yA 

at the RCA EXHIBITION HALI ) Always buy RCA batteries . . . 
Open free to all, 36 West 49th | they're radio-engineered 
Street, across from Radio City rs 


for longer life 








a Frudently Piced 


Like all RCA Victor instruments, this stunning new portable is an 
outstanding value. It has fine volume and the glorious tone of the “Golden Throat.” 





Plays on AC or DC house current or on its long-life RCA battery. Lightweight— in 
durable maroon plastic with non-tarnish golden finish trim and a handsome saddle of 


° . . ’ 
smart luggage-type covering. It’s a welcome companion at home or wherever you go! 


Tune in Robert Merrill, singing ‘Music America Loves Best’ 
. Sundays, 2:30 PM, EST, on your NBC station. 
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Portables 
{or vacation {im 
mnohit natural. 


Outstanding RCA VICTOR Instruments plus dramatic 
promotion sets the sales pace... keeps turnover high! 





~> 








- 


Folks dont go anywhere 
withoul an 


RCA \ ICTOR 7 stunning, lightweight, portable radios—especially 
PORTABLE 


designed for your customers’ enjoyment wherever they go. 

Each smartly styled set is up-to-the-minute in fashion. Each has 
splendid tone with plenty of volume for real listening pleasure. 
These superb portables are a natural for vacation-time sales. 

To get your sales rolling, and keep turnover high, customer-catching 
KCA Victor promotion is going to work for you now and all summer. 

The advertisement on the opposite page will reach hundreds of 
your potential customers. They'll see these portables in glorious 
full color and begin looking for them. Watch for this advertisement 
in LIFE, COLLIER’S, SATURDAY EVENING POST, and LOOK in 
May and for another hard-hitting national “salesman” in June. 


To help draw sales into your radio department, RCA Victor 
has the dramatic window and floor display piece. shown here, 
Lithographed in 18 colors this smiling life-size “Red Cap” 
will help you turn RCA Victor Portables into cash. 

For counter tops, you can have an 18-inch version also in color. 

Get your supply of these pieces. Tie in with the extensive 
RCA Victor advertising and watch the sales roll in. 

See your distributor for details. 





«Standing in your display window or on p> og 
your sales floor this life-size display piece 


r 
tells your customers you have the RCA a 4 Y/, y 

Vietor Portables they want to add to their ; q 1. . 

vacation-time pleasure. : J Mail: - P . aa a 


rel ONLY RCA VICTOR MAKES THE VICTROLA 
A 





DIVISION OF RADIO CORPORATION OF AMERICA 


“VICTROLA”"—T _M. Reg. U. S. Pat. Of. 
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If Every Inspector Knew 
| What Every 
Service Man Knows... 


Pt RES RT Re 















































merrujler 
“SILLY, OF COURSE IT DOESN’T WASH 
, PAPER DISHES!” 
€©000000006606000000068000060 
a . 
« e . . 
e — : Invitation 
* Cum . L . 
° . to Learning 
& oe 
© Model . 
> oR-77 e CONTINUED FROM PAGE 82cemmmmmmee 
£ & 
e 7™™% cu. A. e 
° ad , 
° * bound. It is based on a study made 
bd 4 by Farm Journal Magazine with a 
: . Mississippi farm wife, before and after 
* 3 labor saving appliances and equipment 
6 , were installed in her home. 
4 J) e “A conventional washer is featured 
! ry - ‘ at the meeting, since that is the type 
4 ~ e Here at Coolerator, he does. Our Inspection Depart- | most rural women are interested in 
e © ment is an integral part of our Service Department F r age cae wal 
Model ~ a buying. The use and care of both 
* a ... the man who “Okays” a Coolerator off the as- ii ; , SAIS 
@ 0R-85 se . : washers and ironers are discussed, and 
@ 8c. ft a sembly line knows what Coolerators are doing out the home economist gives an ironer 
4 L e there in our customers’ kitchens... where “bugs,” lg — ‘ i oe . + Regge aed 
if any, could develop. , a vee “¢ 
. ~ 4 Dag — 4 . h bl everyone is invited to inspect the 
d — e k fap ncdlnc nett ye Beer that esa es us to dealer displays, and the home econ- 
° bd yd ef, ay, Sar Ue See . . - COU omist and agricultural engineer answer 
© = ° ERATOR performance consistently trouble-free. any questions that may be asked. Those 
- ——— « le tie the operati ' Sh. “magenta ies Syagiy oo. Tegan 
° ° bie tie hee _———— even more closely... hold attending are asked to register and 
. © regular schools here at the plant for our Distributors check the electrical equipment needed.” 
e e Service Managers . . . let them actually sEE the Re- 
@ . frigerators and Freezers being built. Then they, in Invitations Mailed Out 
. Medel ° turn, go out and hold Service Schools for their Dealers. Invitations to the meetings are writ 
= 9 . nvitations e e Ss Ww - 
@ F-151 * That’s why Coolerator has earned the confidence ten on nost cards and are mailed to the 
@ 15.1 cv. ft. . of customers why Dealers know it as a clean line ~naeh gambbes: tented 
° ° ie alers s utility’s customers and others through- 
that, once sold, stays sold. 7 meting : a. 
* ® out the section in which the meeting is 
4 7 to be held. Thus the invitations are 
oe a personalized and, according to Miss 
eseeeeeeeeeoeeeeeeeeeee@ 


Fortenberry, the response to this sys- 
tem is greater than that of almost any 
other plan used previously. The home 
economists are staging the laundry 
demonstrations in small Mississippi 
towns with results as satisfactory as 
in the rural areas. End 


Service Manager 








REFRIGERATORS AND FREEZERS 
THE COOLERATOR COMPANY, DEPT. EM-48, DULUTH, MINNESOTA 


COOLERATOR DISTRIBUTORS THROUGHOUT UNITED STATES AND CANADA 





ALBANY, N.Y 
ALLENTOWN, PA 
ALTANTA, GA 
BALTIMORE, MD 
BANGOR, MAINE 
BILLINGS, MONT 
BIRMINGHAM. ALA 
BOSTON, MASS 
BUFFALO. N.Y 
BURLINGTON, VT 
CANTON, O10 
CHARLOTTE, WN. ¢ 
CHATTANOOGA, TENN 
CHICAGO, ILL 
CINCINNATI, OHIO 
CLEVELAND, On 
COLUMBUS, OHIO 
DALLAS, TEXAS 
DAVENPORT, 1OWA 
DAYTON, OHIO 
DENVER, COLO 
DES MOINES, IOWA 
DETROIT, MICH 
DULUTH, MINN 

EL PASO, TEXAS 
FARGO, N. DAK 
GRAND RAPIDS, MICH 
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R_T. A. Distributor, Inc. 
Bell-Clark & Company 
The Yancey Ca., Inc 
David Kautmann’s Sons 
Coffin & Wimple, Inc 
Parker-Montana Company 
R. P. McDavid Co., inc 
Bigelow & Dowse Company 
H. D. Taylor Company 
J. S. George Supply Co 
Cleveland Radiolectric, Inc 
Southern Radio Corporation 
Radio & Appl. Distrinutors, Inc 
£. Schulman Company 
Ohio Appliances, Inc 
Cleveland Radiolectric, Ir 
Ohio Appliances, Inc 
The Schoelikopf C 
G. W. Onthank Company 
Ohio Appliances, Inc 
The Parker Company 
G. W. Onthank Company 
Republic Suppry Company 
S. & S. Distributing Co 
Albert Mathias and Company. Inc 
Fargo Glass & Paint Co 
State Distributing Company 


HOUSTON, TEXAS 
HUNTINGTON, W.VA 
INDIANAPOLIS, IND 
JACKSONVILLE, FLA 
KANSAS CITY, MO 
KNOXVILLE, TENN 
LITTLE ROCK, ARK 
LOS ANGELES, CALIF 
LOUISVILLE, KY 
MEMPHIS, TENN 
MILWAUKEE, WISC 
NASHVILLE, TENN 
NEW HAVEN, CONN 
NEW ORLEANS, LA 
NEW YORK, N.Y 
NEW YORK—EXPORT 
OKLAHOMA CITY, OKLA 
OMAHA, NEBR 
PHILADELPHIA, PA 
PHOENIX, ARIZ 
PITTSBURGH, PA 
PORTLAND, ORE 
PROVIDENCE, R. | 
RAPID CITY, S. DAK 


ST. PAUL, MINN 


Straus- Frank Company 
Van Zandt Supply Co. 
Appliance Distributors, Inc 
Consolidated Automotive Co 
Enterprise Wholesale, Inc 
C. M. McClung & Co., Inc 
Gunn Distributing Co., Inc 
Sues, Young & Brown, Inc. 
Ewald Distributing Co., Inc. 
Shobe, Inc 

Taylor Electric Co. 

Keith, Simmons Co., Inc 
American Distributors, Inc 
Modern Appliance & Supply Co 
D. W. May Corporation 

)_ H. Latham—70 Pine St 
Jenkins Wholesale Division 
G. W. Onthank Company 
Philadelphia Dist 

Albert Mathias and Co., Inc 
Williams Co 

Bargeit Supply 

Tracy & Co., Inc 

Hill's Gas & Appliance Co. 
Wyatt-Cornick, Inc 
Hollander & Co., Inc 
Campbell- Stenson Co. 


SAN ANTONIO TEXAS 
SAN FRANCISCO, CALIF 
SAVANNAH, GA 


Genera! Appliance Company 
McCormack & Comoany 
The Yancey Co 
Seattie Radio Supply, inc 
G. W. Onthank Company” 
Cloud Brothers 
Prudentia! Distributors, Inc 
The Burden-Bryant Co 
Ozark Motors & Supply 
SYRACUSE, WN. Y. Paul- jeffrey Company, Inc 
oceee Walding, Kinnan & Marvin Co 
IE Thinn concnanecenede Horrocks- Ibbotson Company 
WASHINGTON, D.C......... Mid-Atlantic Appliance Dist 
WHIER, RANBAS ...ccccccccce McGrew Distributing, inc 
WILKES-BARRE, PA Kile- Jacobs Company 
Canadian Distributors 
CALGARY, ALBERTA 
EDMONTON, ALBERTA 
MONTREAL, QUEBEC 
NEW WESTMINSTER, B.C. 


SIOUX FALLS, S. DAK. 
SOUTH BEND, IND 
SPOKANE, WASH 
SPRINGFIELD, MASS. 
SPRINGFIELD, MO 


Metals, Limited 

° Metats. Limited 
Franke, Levasseur & Co., Ltd 
Associated Distributors, Ltd 


REGINA, SASK. General Equipment. Ltd 
TORONTO, ONTARIO Bailey Industries Corp 
VANCOUVE Associated Dist., Ltd. 


R, B.C ° 
WINNIPEG, MANITOBA Consolidated ind., Ltd. 
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“YOU'RE THE ONLY STORE | HAVEN’T ASKED— 
WOULD YOU LIKE AN EXCLUSIVE FRANCHISE 
TO HANDLE OUR LINE OF APPLIANCES?” 


1948—ELECTRICAL MERCHANDISING 





is America’s 






» 


Big ~!99€st-Selling Oil Heater 


(Based on heaters made mice ee sold in 1947) 





id 


‘| because people want the 


Oil-Savinag Ns 
Oil Saving Oil Heater 


; COMING IN JUNE: 











Coleman dealers will make extra profits from 
the most powerful summer sales campaign ever 


seen in the oil heater business. Your Coleman 





distributor will give you complete information. 





































THE WHOLE TRADE 
IS TALKING 
ABOUT IT)». 





.. EVERY 
HOMEMAKER 
WANTS [Tees 





OFF 60 












The New ALL-ELECTRIC Household cc yi 


Appliance and Reminder Timer 





New home convenience for Mr. and Mrs. America! 
TIME-AID, the all-electric timer of many uses. 

Dependably, accurately controls sunlamps .. 

heating pads ... fans . 

electric mixers .. 


. Tadios 
.. bedside lamps... 

. any appliance that can be plugged 
into an electrical outlet. Easy-to-use. Simply plug appli- 
ance cord into receptacle on TIME-AID, Timer cord 

into a convenient outlet, set time (up to 60 minutes) 
... then forget it! TIME-AID shuts off the appliance 
automatically. A reminder timer, too, for pressure 
cooking, boiling eggs, baking and other household uses 
requiring accurate timing. Pleasant-sounding buzzer 
signals completion of elapsed time. 


MR. DEALER, get on the band wagon now with this 
traffic and profit-producing item. Promote “better, 
more convenient living in the home” for your customers 
with TIME-AID in your store. Available in three 
color combinations: Maroon with White, White with 
Red and White with Blue trim. 





So You've Got a Skip 


Some of the Ways the Experts 
Use in Putting Salt on His Tail. 


N a world in which 65 percent of the 

population is from five to seven 
years old mentally, and about 4 million 
live outside the law, it’s going to be 
rather astonishing if you do not oc- 
casionally get a skip on your books, 
and have some gentleman light out 
without paying. 

The deluge of letters that greeted a 
mention of an out-of-print book, “364 
Ways to Chase a Skip,” which was 
mentioned recently in an article on 
installment selling would evidently 
prove that the “apres moi le deluge” 


| days are here. 


Start with the Sale 


Now, nobody ever voluntarily sells 
a skip, any more than he gets involved 
in a shotgun wedding. The thing 
grows like Topsy, and the way to head 
it off is to never let it get started at 
all. When one looks back at the sales 
record, the pattern of most skips be- 
comes rather plain. They are there 
right at the beginning, only no one 


| recognizes them. 


The small loan companies who have 
no merchandise to pick up in case 
the deal goes sour, do a much better 
job of taking a credit application. They 
find out among other things who the 
guy's relatives are and what kind of 
a family he has. They jot down 
whether he has blue eyes, or big, pas- 
sionate brown ones. They classify him 
from the standpoint of how long he 
has lived in a certain place, and what 
kind of a firm he works for. If he is 
a paperhanger, independently em- 
ployed, you can put your prospect down 
as having unstable employment. If he 
is a colored Pullman porter, you know 
that the Pullman Co. has approved 
him, and the Pullman porter’s job is 
very steady in good times and bad. 

It has been said that the most firms 
go broke by letting their customers 
string out too long. If dealers would 
terminate a sale contract and call back 
their equipment 60 days after it was 
past due, there would be very little 
trouble. It is this stringing along, al- 
ways hoping that the customer will pay, 


| that causes the trouble. 


Joe Stalin is credited with the re- 
mark, “Always get the promises while 
the tears are hot.” When filling in 
that credit application you can ask a 
lot of things that will be of priceless 
value should your prospect disappear. 
More than that, they will be of future 
value to your sales department when 
it wants to sell another item. These 
side notes give dope to your salesmen 


| for future guidance even if he doesn’t 


| have to use them: 


Write today for the complete TIME-AID sales story. 


1638 TWELFTH ST. 
TWO RIVERS, WISCONSIN 







Paragon 
ELECTRIC COMPANY BUILDERS OF ELECTRICAL 


EQUIPMENT SINCE 1905 
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Suppose the Worst Happens 


When you get a skip all of this is 
water over the dam. Your man (or 
woman) is gone, and the merchandise 
has gone with him. 

Here are some of the ways the ex- 
pert skip tracers have used in locating 
their game: 
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1. Send him a letter by mail using 
the form that brings you his forward- 
ing address. The postman finds this 
out for you. 

2. Send the most innocent looking 
person in your establishment over to 
his last known address carrying a 
bundle apparently for delivery. A 
Houston firm employs a Negro porter 
to follow up colored skips as the neigh- 
bors always think he is a friend. Big, 
burly, bare knuckled guys are no good 
as skip tracers as the neighbors always 
conspire against them. 

3. If your skip has children, go over 
to the school they attended and offer 
a reward to the kids if they will find 
out where Jittle Jimmie has gone. 
Chances are little Jimmie isn’t in on 
the deal and tells his playmates where 
his folks have moved or are moving. 
Fifty cents or a dollar reward will pay 
off big. 

4. In case your credit application has 
the names of some of his relatives, try 
talking to them, without telling them 
what you are after. Remember broth- 
ers are not always chummy with 
brothers. Their best friend may be 
a distant cousin. 

5. If your skip has sold his house, 
the attorney for the buyer may have 
his address. 

6. Check up on the YMCA or other 
youth’s clubs—they may know where 
the children have gone. 

7. You can run a help wanted ad in 
the local paper advertising for a man 
who does the kind of work your skip 
does, and he may reply. 

8. A check with the transfer com- 
panies will frequently reveal where 
your skip went to. 

9. Send a letter to your skip ad- 
dressed: “Miss Martha McNoodle, c/o 
The Skip.” The letter will often be 
returned to you since the skip knows 
no such person, and on it will be writ- 
ten the route it travels. 


Who's Their Barber? 


10. Check with barbers. Skips like 
anybody else usually have favorite bar- 
bers they continue to patronize. 

11. Try the school supply and candy 
store. These are patronized by children 
and if they are known the clerks can 
often tell you where they have gone. 

12. Should the skip own an automo- 
bile, when he gets a new license his 
new address will come up. 

13. Should your skip belong to a 
lodge, a church, or have some hobby 
such as bowling, these often reveal 
where they have moved. 

14. Should your skip own a dog, the 
new license will show the new address. 

15. A messenger boy sent on his 
bike with a telegram will often learn 
the change of address. 

16. People who take newspapers or 
magazines keep publishers informed of 
their change of addresses. 

17. Should husband and wife have 
split up their marriage, the new person 


(Continued on page 92) 
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f PROFITS 
: 1 
Sell Your Neighbors ’round the corner! BN EVERY SALE 


do you make your regular profit 
sale of ILG equipment, but you 
SECOND profit on its installation 
living as regulor bathing. This means that the homes, apartments, stores, banks, gorages, churches, re are no trade-ins, you make a 
dt morgin. And it sells the year 

ectric ventilation is needed in 

and Winter—it knows noseason 


No pipe dream, this, but the results of an ILG survey! Ventilation has come fast, so fast that few 
of us realize the extent of its present-day market. Clean, fresh air is as necessary to modern 


factories within your own community are prime prospects for you—and ILG Ventilation. Yes, you 
hove better thon $75,000 potential ILG sales in every 10,000 population. How to make these 
sales?— send coupon below, or phone nearby ILG Branch Office (consult classified directory). 


Start the wheeis rolling now toward a new avenue of profits—for YOU! 





ILG ELECTRIC VENTILATING CO., CHICAGO 41, ILLINOIS 


2874 No. Crawford Avenue « Offices in more than 40 Principal Cities 


Powerful 1948 national 

advertising sells ILG 

Ventilation to over . 

260,000,000 readers. Firm Nome : 

Tie-in your store with Individual : Ene FREE—"ILGMAN" : 
gives complete 


Better Homes peint-et-sele dapleys. Address adie adie 
and Gardens data—send coupon 
i ae ‘ . for your copy! 


TC) Rush information on how to make “round the corner” sales 
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Cordminder clamps t© jroning 
board edge- Extra cord lets you 
move board to convenient location. 


Easy to store--- 


Cordminder mast folds down, to 
d, clips t edge 


ward end of boar 
of board and is ready for storing- 





4 em amazing new Proctor appliance . keeps cord clear 
opens a vast new market for you! It is of work ..- cord can’t kink, dangle of drag 
sale to every customer who buys 4% _, . banishes fraying --- eliminates rearrang- 
o customers who already just to mention 4 

sell? You bet. Show it you find 


in your store. Women 


ing easier SO many Ways -- 


ing - - - 4 
few). No wonder 
so many women 
Cordminders Now! 


an extra 


iron. A new sale t 
wanting 


because it makes jron- 


ORDER THE CORDMINDER TODAY! i's A NEWSMAKING pROFIT-MAKER | 
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with all these 
selling features: 


y Proctor Even Heat 
with single coil sealed- 
in heating element! 


y Light Weight! 

y Fabric Dial! 

¥ Cool Handle! 

Vv Beveled Edge! 

¥ Double Thermostat! 
¥ Chromium Plated! 


H’. it is! The Proctor Guardian iron. The sensa- 
tional quality jron at an amazing low cost! 
It will win you your share of the budget market .-- 
make you 4 leader in the fight against rising costs! The 
Proctor Guardian has the same high quality construc- 
tion as Proctor’s other famous irons and many of the 
same outstanding features. There’s 2 tremendous de- 
mand for a quality iron at this low price-- you ll find 
the ProctorGuardian areal profit-maker.Order NOW! 


pROCTOR ELECTRIC COMPANY: PHILADELPHIA 40, 
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into the 
Family Circle! 


line 







Designed for Economy, Safety and 
Beauty the Warm-Aire Oil Circu- 
lators lead in bringing heating com- 





fort into the home. 


The Smart . . . Economical .. . 
Fully approved . . . sensational 
WARM-AIRE Oil units feature 
Special Baffle Design . . . Long 

Heat Travel . . . Easy Lighting . . . 
Simple Operation . . . in both Pot ; 
Type and Blue Flame models. #4 £ 


Take advantage of these unrivaled 
Sales Features for quick turnover 
and steady sales. 





The Warm-Aire Twio 
Blower is available for 
all Pot Type Heaters as 
extra equipment. Simple 
and easy to install. 

















OCH 270 
40,000 BTU 
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So You’ve Got a Skip 


CONTINUED FROM PAGE 88 mms 


in the picture may be able to give yoy 
a line on their location. 

18. A notice of death will often bring 
the skip out of hiding, particularly jj 
he thinks there is something for him 
in the will. It’s a dirty trick, but jt 
often works. 

19. Should you think your skip’s 
household goods are stored, call stor- 
age houses, represent yourself to be 
him, and ask how much is due on his 
goods 

20. Pe yple stick to dentists, milkmen 
and oil companies. They may have the 
information. 

21. If your skip’s children are pretty 
well grown, they may have boy friends 
and girl friends who can help. 

22. Should you think your skip has 
left the country, and you knovy 
nationality, you can check with his 
consul as he frequently will have to 
have a passport or visa. 

23. Check up on children’s homes; 
families who break up frequently 
their youngsters in institutions. 

24. Check all the firms that your 
skip tells you he has worked for. This 
may give you a line on the number 
and kinds of jobs he can hold. 


place 


Families Easiest to Find 


Fortunately in the appliance field 
most sales are to family heads, which 
are the easiest to trace. Radio sales 
to people who live alone or in hotel 


1 


rooms have an added element of risk 
Sales to women who are not fully 
vouched for are the most difficult to 
trace as women find it easiest to “hole 
up” with no visible evidence of loca- 
tion 

Eventually, if your skip is just dumb 
or in trouble and not a crook, you will 
catch up with him. The experts advise 


a sympathetic approach and suggest 
that you speak in a pleasant tone of 
oice and inquire the skip’s reason as 
to why the account is past due. Next 
find out why he doesn’t bring in pay- 
ments. Inquire when he will pay. Let 
the skip tell you how much he will pay 


and where it is coming from, If you 
let him write his own ticket, the 
chances are he will pay off, provided 
you wish to go along with him. But 
the chances are, you have wasted a 
lot of time and money in finding him. 

In case you have had the misfortune 
of dealing with some of the 4 million 
persons who are underworld charac- 
ters in the United States, the chances 
are that they will have anticipated 
all these things and burned their 
bridges behind them. This writer once 
spent a very pleasant winter next door 
to an apartment full of bank robbers. 
Their behavior was perfect, their voices 
low and sweet, their women demure 
and they never did a thing to throw 
suspicion on themselves. 

The true skip who is a crook can 
often be spotted if you check up the 
credit information at the start. It 
doesn’t add up, and such a sale 's 
better missed. 

Everybody gets bitten with a skip 
now and then, but a vigorous pursuit 
will stop nine out of ten of them in 
their tracks. End 
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Act today for bigger Spindrier profits. Get the Spring 


HURRY! strut time 


TO CASH IN ON EASY'S 
BIG SPRING PROMOTION! 












merchandising package from your Easy Representative. Schedule 


tie-in advertising so you won’t miss a single sale! 





AD BREAKS IN THE SATEVEPOST —_ 
Reaches 4,000,000 of the top families in 
America! Also read by millions more in 
nine favorite women’s magazines. 


penne 


1948 © 


AO™ 





suUN 


AD BREAKS IN AMERICAN WEEKLY 
One of the nation’s most powerful mer- 
chandising forces. This Sunday supple- 
ment goes into over 9,000,000 homes . 

and talks loudest to your best Easy 
Spindrier prospects. —— 





Ss . SHOW TO HOP IN WITH THIS 
> = _ PROMOTIONAL PACKAGE ! 





1. Take all the Spindriers you can get. 
Be sure they have plenty of space on your sales 
floor and in your window when the ads break. 


2. Issue the order ‘wet demonstration 
for every prospect”. Dramatize the exciting 
Spindrier two-tub story. 


3. Schedule tie-in advertising in your local 
papers and on the air. Yes, set up definite 
advertising dates right now! 


=> 4. Get the whole story from your Easy 
Representative! He’s on his way to see you and 
help you arrange details. 





Easy Washing Machine Corp., Syracuse 1, N. Y. 
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AMERICA'S LEADING 
WASHER AND IRONER 
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TO MAINTAIN SPEED QUEEN’S 
TERRIFIC CONSUMER DEMAND! 


The big guns are ready to fire! Starting with May and June issues, 
the nation's heaviest advertising artillery will begin directing a mass 
barrage to all urban and rural markets with some of the strongest 
“‘reason-why” washer copy ever to appear in national print. 


Built around the basic fact that a ‘““double-wall Speed Queen COSTS 
LESS than most single-wall washers” — Speed Queen advertising 
will maintain a consistent program of Washer Value Education 
which will guarantee a continuation of the terrific demand for 
Speed Queen washers. 


Now .. . with a complete sales kit of promotional material available 
to dealers . . . plus this 30-publication consumer advertising cam- 
paign — aggressive Speed Queen dealers can look forward to main- 
taining a competitive upper hand in every city, town and farm market. 


BARLOW & SEELIG MFG. CO. 


General Offices: RIPON, WIS. 
Factories: RIPON, WIS., FOND DU LAC, WIS., OMRO, WIS., 
WAUTOMA, WIS., ALGONQUIN, ILL. 
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Mats featuring this same 
type of “‘reason-why’’copy 
are available to Speed 
Queen dealers for local 
tie-in advertising. Most Washers Have a 


. — Flat Bottom Typ 


Most 
St wash 
[sNers have 


“As Advertised” poster not bottom tub “S19 single. wall 


Pedesto/ &d down on 
Stal” bose wits a 
blow-ups will also be through tub + bolts running 
war. Uiag nce I 
vide YEON pro 
$ no back-bone Pro : 
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REFRIGERATORS 





MODEL 4D 


5D 


MODEI 


Model 4D above is a 4 cu. ft. table 
top kitchen freezer and Model 5D is a 
5 cu. ft 


While the beautiful design of 


apartment table top refrig- 
erator 
these models lends itself to any sur- 
roundings, they are particularly adapted 
to use in modern kitchen planning. 
Overall height is 35” permitting a 1” 
linoleum top to extend over the refrig- 
erator or freezer for additional work 


space. Or they may be used “as is” in 


All models use nationally accepted Hermetic units—Five year guar- 
antee—Only recognized dealers and distributors—Inquiries welcomed. 


Continuous refrigerator production since 1939 
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LOCKERATOR 
Announces Two New Domestic 


REFRIGERATORS 


Model 85D is a standard model electric 


refrigerator having 


orater has a capacity of 2 
2 double depth trays, equipped with 2 
quick release ice cube trays, 4 shelves, 
automatic 
mensions 27” wide, 25" deep, 56” high. 
Condensing 
nationally accepted hermetically sealed 
unit. Entire refrigeration system easily 
replaceable from the front. Five-year 


Warranty. 


Model 
temperature refrigerator having 3 cu. 
ft. 10OF zero temperature quick freezer 
and 
equipped, with a single replaceable 
refrigeration system. Size 31'/2 
25" deep, 64” high. 


STODDARD MANUFACTURING COMPANY, 
Mason City, lowa 





8 cu. ft. conventional freezing evap- 


> 


' 
a net capacity of | 
single and 


> 


interior light. Overall di- 


unit quiet trouble free 


39D is a deluxe 12 ft. three- 


a 9 refrigerator combination 


wide, 








MODEL 13.5D, 


kitchens, apartments, rumpus rooms, 
Fan cooled condenser 


requires no rear ventilation. Model 4D 


under bars, etc. 


is also excellent as an ice cube maker. | 
Model 13.5D is the popular 1342 cu. 


ft. 4 compartment upright freezer, 
This model is | 
especially efficient and trouble free in 
operation. 

Special refrigerators are manufac- 
tured on large contracts. 


exclusive in design. 




































PLENTY OF TRAFFIC passes this Reno intersection, and a lot of it falls under 
the spell of the Silver State Appliance Co.’s displays. 


That He Who Drives 


May Read... 


.. . Silver State Appliance Co., Reno, Got 
a Good Location and Dazzling Displays 


VW HEN the Silver State Appliance 
Company f Nevada 


of Reno, 


moved “across the tracks” in order 
to secure a more favorable lease for 
a larger sell ng area, it s« lected a loca 
tion at the intersection of two major 
highways. The store which has been 


set up here is specifically designed to 


attract the attention of motorists. Win 
dows are kept shallow, with a solid 
backing, and are limited to the display 
of a single item. They are always bril- 


liantly illuminated at night. The pass- 


ing car cannot fail to notice what is on 
display, whereas he ight miss the 
sig the exhibit if it were 
contluse by too many irticl s The 
malo Ine nounced in readable 
signs across the top of the windows 


and in vertical illuminated signs. 


Since the store has moved, there has 
been considerable increase in desirable 
residential building north of the tracks, 
with the result that pedestrian traffic 
trade has increased. As appliances be- 
come more and more abundant how- 
ever, according to Robt. L. Stoker, 
store manager, the importance of walk- 
in sales grows less. He already has 
three men on the staff and believes in 
outside selling. The more people who 
are familiar with the store as they 
either Highway 40 or on 
Highway 395, the more doors will be 
ready to open when the salesmen call. 
In the meantime, an appreciable num- 
ber ot those who “read while they 
drove’ have already come in to make 
purchases or to leave their orders for 
scarce items. End 


Pass on 











“A NEW RADIO! WHY? THIS ONE PLAYS OK IF WE JUST KEEP IT 
AT A 31% DEGREE ANGLE!” 
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indsight doesn't put any dollars in 
the fill... get your orders in now 
for the Dearborn heaters you're going 
to need when it starts raining orders! 


And we know how hard it's going to rain, 
because Dearborns are the chief 
order-makers on the merchandise front today. 
Dearborn holds top position in dollar 

volume of gas space heater sales by 
consistently giving consumers top dollar 
values. Over 1|,000,000 users already know 
Dearborns give them top dollar value, 

and Dearborn will tell millions more in frequent 
magazine, radio and newspaper advertising 
throughout 1948. Dearborn safety, Dearborn 
styling and Dearborn performance will 

still be the world's champion order-maker 

in 1948. Back the champion! 


Place your order now... 
Get the Dearborns you want 


For full information about Dearborn's complete line of superb 
heaters, floor furnaces and evaporative coolers, write TODAY to 









—_ 


Manutactured and 


DEARBORN STOVE Co. 


1700 West Commerce St. 
Dallas, Texas 


209 South Franklin Street 
Tampa, Florida 
113 Courtland Street 
Atlanta, Georgia 
285 West Trigg Avenue 
| | —— Tennessee 
| ennyson Buildin 
1] 347 Carondelet ieee 
New Orleans, Lovisiang 
Luther Transfer @ Storage 
Company 
Lubbock, Texas 
151% East Re 
Oklahoma City, Citcheme 


if 
i 


| 3625 South Grand Avenue 


Los Angeles, California 
Merchandise Mart 
1355 Market Street 













Distributeg by: 
MONROE STOVE Co 


3256 Milwaukee Avenue | 
BRANCH OFFICES” — 


682 East 96th Street 
Cleveland, Ohio 


1738 East Sycamore 
Columbus, Ohio 


Kansas City Terminal 
Warehouse 
Kansas City, Missouri 


P. 0. Box 1134 
Omaha, Nebraska 


San Francisco, California 2221 South Adams Street 


Denver, Colorado 


THE WORLD'S FINEST, SAFEST GAS HEATERS 


ELECTRICAL MERCHANDISING—APRIL 1, 1948 











THE TELEVISION DEPARTMENT is softly 
lighted, carpeted, and decorated with 
restraint. The larger sets are mounted on 
individual platforms around the walls. 
























































Tele Stampede 


CONTINUED FROM PAGE 55 





backed up the elaborate intra-store 
program series. For an impressive 
launching of the series, they were 
opened in conjunction with a loca 
Parent-Teachers Association meeting 
and Ohio’s governor Thomas J. Her- 
bet and his wife appeared for th 
ceremonies. 
Aside from the overflow crowds 

tracted to the store auditorium during 
the promotion, the greatest gathering 





of spectators were experienced in th 
television department itself, located or 
the store's fifth floor adjacent to th 
related radio department and other ap 
pliance sales areas. About 2500 sq. ft 
| of floor area comprise this new de 
| partment, but its dimensions and 
| pointments are not definitely settled 

on as yet 

Several nationally known brands are 

currently on display and connected for 
| demonstrations within the department 
“We realize that the hardest work 
| lies ahead,” commented one salesman 
| “but during the promotion we studied 
| spectator interest and gauged the most 


Outstanding appearance and performance mark the | likely prospects. We didn’t attempt t 
: ; ? - : use prospect cards, take names 
new, improved line of Meier Nu-Air Windofans—sleek addresses, and ‘high pressure’ any 


new models as good looking as you'll find anywhere... dividual. ; ; 
- rhat wasn’t the primary reason for 

and as efficient, too. Designed for modern living, built the promotion. Television is still s 
‘ ; . novel to a great majority of the people 
for long service, these Nu-Air Windofans bear the name that % will the a period of cxpesur 
that has stood for dependability in electrical equipment to its pleasure-giving and time-saving 


features, along with more promot 
to finish the groundwork necessary 
outstanding sales.” 

Write for full details now... get our liberal trade dis- At this writing, salesmen are di 

| ing their time between in-store 

outside selling. The most logical p 
program for National Advertising to help you sell Nu-Air. pects outside, of course, are the owners 
of commercial establishments, such ; 


for almost half a century. 


counts and advertising allowance . . . learn about our 


NATIONALLY ADVERTISED restaurants, taverns and possibly 

in Saturday Evening Post, Better dividual stores. 

Homes & Gardens and House Perhaps the most outstanding b« 

Beautiful. REACHING OVER 7 fit of Higbee’s extensive promotion 

MILLION READERS. the rooting in the minds of pote: 
ait» buyers of television sets the fact 1 





] 


4 


; this store has them and underst 
THIS YEAR Zray” IT’S NU-AIR them. It was reported to have |! 
frequently referred to as the area’s 


Also producers of the famous Meier Nu-Air QUIET Propeller Blades 
“pioneer” in television retailing, 4 


MEIER ELECTRIC & MACHINE ce.. INC. valuable asset in future promotion and 


3523 EAST WASHINGTON STREET + INDIANAPOLIS 7, INDIANA sales efforts. [nd 
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NEW CHEVROLET 4-SPEED SYNCHRO- 
MESH TRUCK TRANSMISSION 

























NEW CHEVROLE 
ADVANCE:DESIG 


This Chevrolet-developed Synchro-Mesh trans- 
mission in heavy-duty models provides new 
ease and efficiency. 





NEW CHEVROLET ADVANCE-DESIGN 
GEARSHIFT CONTROL 


















% p \ 
Ss : = ~ 0] (== 
tra-store . | ™ 
Ipressive 
ey were Steering-column gear shift (on models having ‘ 
a_ loca 3-speed transmission) gives new freedom to the 
meeting driver, leaves cab floor unobstructed. 
+. Her- 
fo the z 
‘ NEW FOOT-OPERATED 
owds at PARKING BRAKE ¥ 
n during , 
itherings «al yi. 
d in the _— Ls rf | 
cated on 1? Wy i, 
it to the TSH /* S 
ther ap 
10 sq. it Chevrolet's foot-operated parking brake (on “ 
new «e models with 3-speed transmission) provides new ui , 
and ap clear floor area. : 
r settled * 
sailiiaia NEW IMPROVED CHEVROLET 
ected for . VALVE-IN-HEAD ENGINE 
artment 
wet T and have all these new and finer features | 
alesman : 
» studied Wer 
the most . 
tempt t Here are the newest trucks—the Jatest and the 
othe greatest features—the biggest values —with the 
a 1 - -. 
? lowest prices in the volume field! Model for The world's most economical engine for its size. 
aS tor . . . 1 . . 
i pers : model, and with comparable equipment and speci- Has greater durability and operating efficiency. 
e people fications, Chevrolet Trucks list for less than com- = 
renee os , del h $150! NEW MULTIPLE-FEATURE Age 
e-savine petitive makes—some models as much as : DEVELOPMENTS 
omotion Here is Advance-Design that provides the cab that 
ssary 10! 
"breathes,”’* Flexi-Mounted Cab, Uniweld all-steel 
re di . . 
voc cab construction, fully adjustable seat, all-round 
cal pros visibility with rear-corner windows,* extra-durable 
e owners . 7 
saan frames, specially designed brakes, and many 
sibly in other features that put Chevrolet trucks far ahead itt iii 
- s attachment fo whee 
ng bene of the field. See them at your Chevrolet dealer’s. hubs in heavy-duty models... . Heavier springs 
tion was . . . New propeller shaft bearing-support and 
potential CHEVROLET MOTOR DIVISION, GENERAL MOTORS CORPORATION seal design. 
fact that DETROIT 2, MICHIGAN 
lerst ls 
ive l 
e art 1’5 *Fresh air heating and ventilating system and reor corner windows optional af extra cost. 
iling, a 
tion and 
End 
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16 Cubio Ft. 
Home Freezer 


A 


Home Freezer 





4 Cubic Ft. 
Utility Top 








100 


Freezer 





16 Cubie Ft. 
erage Cooler 












MARQUETTE 
HOME FREEZERS 


Beautifully styled Marquette Home 
Freezers command attention on your dis- 
play floor. Gleaming white Dulux enamel 
finish with contrasting black recessed 
base and trim ... polished aluminum door 
lifts ... chrome plated trim and name 
plate. Marquette Home Freezers are 
designed to attract ... engineered for effi- 
ciency ... and priced to sell! 


The new Marquette “Utility Top” 4 cubic 
foot freezer is the ideal apartment size 
Home Freezer. Smart Utility Top is 
counterbalanced for quick, easy access to 
Frozen Foods. 


Standard twin door models in Eight and 
Sixteen cubic foot capacity. All Mar- 
quette Freezers are designed for Fast 
Freezing as well as Storage! 


MARQUETTE 
SELF-SERVE FREEZERS 


Marquette Self-Serve Freezers have crystal clear 
Plexiglass sliding doors for displaying and merchan- 
dising Frozen Foods. Plexiglass, the new wonder 
plastic is non-breakable, non-inflammable and clear 
as glass. Excellent visability for fast selling display 
of all Frozen Foods. Sliding doors operating in stain- 
less steel channels give customers quick. easy access 
to Frozen Foods. 

Ideal for frozen food and delicatessen stores, 
grocery and meat markets, ice cream parlors ... 
in fact wherever Frozen Foods are merchandised. 
Available in both 8 and 16 cubic foot models. 


MARQUETTE 
BEVERAGE COOLERS 


This Marquette merchandiser puts beverages out 
front by displaying them at their best. Gives cus- 
tomers quick, easy access to DRY bottled beverages 
that are always kept at just-the-right temperature. 
Always clean ...no water drainage or icing to worry 
about. Plexiglass sliding doors are non-breakable 
and clear as glass. Available in 8 and 16 cubic foot 
models. Temperature range 32° to 45°. 


Marquette is making IMMEDIATE DELIVERIES! 
yourself for a profitable Marquette Dealership . 
Forward with Marquette 


Set 
- » Go 
+ « « Write or wire today! 


MARQUETTE APPLIANCES, Inc. 


MINNEAPOLIS 14, MINN. 








THIS 1S THE IRON and small appliance repair bench at Brandt's, St. Louis. 


Iron Sales Volume 
Follows Repair Trend 


Brandt Electric, St. Louis, Average 
300 Repairs and Sales per Month 


ALES possibilities with electric irons 
S are in direct relation to how much 
business the iron repair department 
does, according to Ervin Brandt, serv- 
ice manager for Brandt Electric Co., 
St. Louis, Missouri. 

Brandt Electric is franchised with 
eleven leading nationally-advertised 
lines of hand-irons, and averages the 
sale of around 350 new units per 
month. This volume, according to 
Ervin Brandt, stems directly from the 
fact that the store persistently adver- 


| tises electric iron repair service every 


Sunday in two leading St. Louis news- 
papers, and turns out a volume of 
something like 300 repair jobs per 
month the year around. 

Brandt Electric Co. has since 1886 
played up both ends of the electrical 
dealer’s service to the public, with the 
largest independently-owned electrical 
repair shop in St. Louis. A staff from 
12 to 15 mechanics, all specialists in 


| one type of appliance or another, is 
| maintained in the sprawling third-floor 


repair shop, which features such inno- 
vations as conveyor belts for assembly- 
line production, automatic paint spray 


| booths for reconditioning major appli- 
| ances, test benches which locate any 


conceivable ill of small appliances, etc. 

Three full-time mechanics are re- 
quired to operate Brandt’s iron service, 
which, as mentioned above, is adver- 
tised each week on “Homemaker’s 
Page” of St. Louis newspapers. Typi- 
cal ads state merely “Electric Irons 
repaired”, with a cut of a popular iron, 
and list such famous names as Sun- 
beam, Manning-Bowman, Universal, 
Hotpoint, Sampson, Proctor, Knapp- 
Monarch, etc. Beneath is the slogan 
“Serving the home electrically since 
1886.” 


APRIL 1, 





“We bring in iron-repair customers 
both because they read our advertising, 
and because housewives tell each other 
that we can repair any make of iron 
whatsoever,” Ervin Brandt stated. 
“With the exception of a few special- 
ties such as steam-electric irons, and 
those which contain a changeover 
thermostat which must be replaced at 
the factory, this is true. We carry a 
stock of 800 or 900 parts at all times 
for something like 16 makes of irons, 
and keep it on a perpetual-inventory 
basis whereby we never have to disap- 
point a customer by telling her that the 
iron simply cannot be repaired.” 


Plenty of Sources 


With a downtown location at 904 
Pine Street, Brandt Electric Co.’s iron 
volume comes in both from downtown 
workers who leave off the iron at the 
store in the morning and pick it up 
again in the evening of the following 
day, or from “shoppers” who are suffi- 
ciently encouraged by newspaper ad- 
vertising to bring the iron all the way 
to the downtown district. Many more 
come from co-operating electrical ap- 
pliance dealers, who rely on Brandt's 
expert mechanics to handle the work 
which is too difficult to carry out them- 
selves. 

All irons are brought in to a U- 
shaped repair service desk in the mid- 
dle of Brandt’s blue and white show- 
room, which was described in a 1946 
issue Of ELECTRICAL MERCHANDISING. 
Every iron is taken in entirely on an 
estimate basis, on an “estimating sheet” 
worked out by Arthur Brandt, presi- 
dent of the firm. Each estimate is 
made by Arthur Stock, veteran service 
expert, who offers the customer two 

(Continued on page 104) 
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Handybreeze brings you a quality line of electric fans 
especially designed for home use. These sensibly priced 
models have many exclusive features. They will help 
you sell the rich residential market! Check these sales- 
building features, available in all models: 


streamlined for beauty in the home 

handsomely finished in buff brown enamel 

oversized aluminum blades for maximum air delivery 
sturdy cast-iron base, non-slip rubber feet 

use less current than average light bulb 

no radio interference 

approved by Underwriters’ Laboratories 


NEW GINGHAM FAN PROMOTION FEATURES 
THE HANDYBREEZE ‘‘SHOW ALL” ACTION DISPLAY 


@ Spectacular attention-getter that will sell more fans for you. 
@ A sales builder that shows the cooling action of Handybreeze. 


Simple mechanical device 
makes thermometer drop 30° 
when Handybreeze Electric 
Fan oscillates in its direction. 
A visual demonstration for the 
consumer of the cooling effect 
of the Handybreeze Electric 
Fan—sells them. Handy- 
breeze Electric Fan’s quality — 
keeps them sold. 

Ask your Handyhot dis- 
tributor for details on the 
Handybreeze Gingham Fan 
Promotion. Announcement: 
April ist, 1948. 


Handybreeze 


MAKERS OF HANODYHOT QUALITY APPLIANCES 
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HE RADIO BUYERS for the stores listed are plenty 
tough. They are no push-overs for a merchandising 


3 
song and dance. 4 
5 


Sparton has a hot, short line at low prices. 


Sparton is nationally advertised, yet priced to compete 
with mail-order merchandise at a profit. 

It takes a walloping package of consistent radio values 
to make them take on a line—values that will pull in the 
people, in volume, with dollars in their hands. It takes a 


Sparton special promotions don’t undermine the estab- 
lished line and are available to all dealers! 


package of performance that will build goodwill for the 6 Sparton’s national advertising, and your local adver- 
store. tising, work for you and you alone. 

Further, it takes a radio franchise that can show with If you’d like to join the list of dealers who are prospering 
cold merchandising logic exactly where the simoleons are under the Sparton plan, why not ask whether the Sparton 
coming from and why and how often . . . as well as where franchise is still available in your community? 


the competition is and how much there is of it. 


For when the hoopla and the shouting’s over, every radio 
model that ever stood on the floor of these stores has to —-- 








show up on the books as having paid its way .. . or else! 
So when these buyers signed up for the Sparton Coop- ONE Sparton dealer in 
erative Merchandising Plan, the SCMP, you can bet _— 

they had their reasons. each community 


We can give you at least six right off: 
| Check these profit-increasing features 





] Sparton’s way of doing business—the SCMP—pro- 
vides for direct factory-to-dealer shipments. The sav- 
ings in distribution costs give you the edge. e One exclusive dealer in e Factory prepared and 
each community distributed promotion 
2 Sparton gives an exclusive franchise. No price wars in ! helps 
your community because there’s no other Sparton © Direct factory-to-deoler e Seasonal promotions 


lealer to start or shipment 
ale star one. : . . 
deal . an e Uniform retail prices 
e Low consumer prices 
e Products styled by out- 


e National advertising standing designers 
. 
lone RADIO'S RICHEST 
V4 FRANCHISE 


THE SPARKS-WITHINGTON COMPANY, JACKSON, MICHIGAN 
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Akron, Ohio, The Yeager Co. 

Albany, N. Y., John G. 
Meyers Co., Inc. 

Atlanta, Ga., Carroll Furn. 
Co 


Duluth, Minn., Glass Block 
Store 
Credit Sales Co., Inc. 
Elizabeth, N. J., Vim Electric 
Erie, Pa., The Winter Co. 


THESE OUTSTANDING DEALERS FEATURE SPARTON 


Minneapolis, Minn., Boutells 
Nashville, Tenn., Castner- 
Knott Dry Goods Co. 
Newark, N. J., Kresge 
Vim Electric 


San Antonio, Texas, 
Joske’s of Texas 

San Diego, Calif., Thearle 
Music Co. 
Southern Cal. Music Co. 


stab- Baltimore, Md., The Hecht Fall River, Mass., Ideal New Bedford, Mass., 
Bros. Co. Radio Furniture Co. The Keystone 
by Birmingham, Ala., Louis Flint, Michigan, Smith New Haven, Conn., 
iver- 3 Pizitz Dry Goods Co. Bridgeman Co., Inc. Shartenberg’s, Inc. 
a Boston, Mass., R. H. White Fort Wayne, Ind., Wolfe & New Orleans, La., Maison 
: Co., Inc. Dessauer Co. Blanche Co. 
oring ; Bridgeport, Conn., Lederer, Fort Worth, Tex., Leonard's Morris Kirschmann & Co. 
Inc. Gary, Ind., Wilson's Electric New York City, N. Y., 
irton Buffalo, N. Y., Adam, Appl. Co. Bloomingdale Bros., Inc. San F . Calif 
Meldrum & Andersen Grand Rapids, Mich., Hearns Department Store “oe pays od “s am 
Camden, N.J., Whitehill Store Wurzburg Dry Goods Co. R. H. Macy & Co. ¢ ou . a . = | 
Canton, Ohio, The Livingston Hartford, Conn., Tuckel’s Vim Electric Co. “—. ae ~ oehr 
Furn. Co. Houston, Texas, Foley's Norfolk, Va., Levy Page Co. P more Ww = Pe M 
Charlotte, N.C., Bridges Indianapolis, Ind., The Wm. Oakland, Calif., Jackson "euell el etny 
Furn. Co. H. Block Co. rurn. Co. S aan Wash., Spok 
Chattanooga, Tenn., Jersey City, N. J., Sherman's Oklahoma City, Okla., oo enti 7 coal 
Fowler Bros. on Pm O.K. Furniture & Rug Co. P tind field. M Alb 
Chicago, Ill., Kansas City, Kan., The Omaha, Neb., oe Sie vee ed 
Hudson-Ross, Inc. Kansas Jones Store Co. J. L. Brandeis & Son S . & . Ind.. | and M 
Wieboldt Stores, Inc. Kansas City, Mo., The Jones Paterson, N. J., Gen. Supply "; aa ste 
Cincinnati, Ohio, Store Co. of Hackensack, Inc. ver 
The McAlpin Co. Peoria, Ill., Jay's, Inc. Syracuse, N. Y., Wilsons 
ea Hale tee Philadelphia, Pa., Stern & Leading Jewelers, Inc. 
Cleveland, Ohio, Atlas Company Tacoma, Wash., The Peoples 
Radio Company Pittsburgh, Pa., Kaufmann’s Store ; 
Columbus, Ohio, Summers P Portland, Ore., Meier & Tampa, Fla., Associated 
an end Sen Frank Co. Stores, Inc. : 
Dallas, Tex., Hart Furn. Co. Knoxville, Tenn., Providence, R.1., City Hall Toledo, Ohio, The Lion Store 
Dayton, Ohio, The Rike S. H. George & Sons Hdwe. Co. Trenton, N. J., Stern & Co. 
Kumler Co. Long Beach, Calif., Dean & —s Pa., Kaufmann’s —_ eo Fikes-Appliance 
: Hoffman Furn. Co. adio Co. 
st- — — en Oy Los Angeles, Calif., Richmond, Va., Thalhimer Utica, N. Y., The Boston Store 
Des Moines, lowa, Younkers Broadway Dept. Store Bros. Washington, D. C., The 


Detroit, Michigan, The J. L. 
Hudson Co. 


Southern Cal. Music Co. 
Louisville, Ky., J. Bacon & 
Sons 
Lowell, Mass., Gaumont Bros. 
Memphis, Tenn., 
J. Goldsmith & Sons Co. 
Rhodes-Jennings Furn. Co. 
Miami, Fla., Leonards 
Clothing, Inc. 
Milwaukee, Wis., Schuster’s 


Rochester, N. Y., Weis & 
Fisher Co. 

Sacramento, Calif., Coast 
Radio Co. 

St. Louis, Mo., Famous-Barr 
Co. 

St. Paul, Minn., 
Schuneman’s, Inc. 

Salt Lake City, Utah, The 
Paris Co. 


Hecht Co. 

Wichita, Kan., Crook 
Furniture Co. 

Wilmington, Del., Stern & 
Co. 

Worcester, Mass., 
C. T. Sherer Co. 

Yonkers, N. Y., Case Radio 
& Elec. Co. 

Youngstown, Ohio, Kings 
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*Mode of Vinylite Brand Plastics & 


set ixtrae sales 


Yes, here is a sure, effortless way to add 
easy profits on the spot —enough per 
Washer to cover your delivery cost. 
When selling a new Washing Machine, 
show it with a lustrous Clarvan Cover. 
Housewives want to protect their valued 
appliances. The handsome Cover drama- 
tizes each Washer for greater sales appeal 
— sells itself at the same time. Result — 
2 sales instead of one! 
The complete Clarvan line of Plasticoid 
Washer Covers includes translucent and 
transparent models for most popular 
makes of washing machines. Every Clar- 
van Cover is: 
Y Packed in an eye-catching, self-selling 
carton 
"A Guaranteed to give lasting service by 
unconditional guarantee enclosed with 
each package. 
¥ Approved by Better Fabrics Testing 
Bureau 


r An easy money-maker for you! 


Make 2 sales instead 
of 1! Sell lasting satisfaction—bring old 


Be a merchandiser! 


customers back to your store by selling 
them Clarvan Covers over the phone. 


Please your customers and make money 


doing it 
for the asking. Send us your order today 


— you'll profit tomorrow! 


Merchandising helps are yours 


Feature these other Clarvan Headliners 
®@ Plasticoid Covers for all traffic ap- 
pliances @ Refrigerator Bowl Covers 
® Zipper Bags @ Electric Blanket Bags. 








Iron Sales Volume Follows Repair Trend 





choices. She may either drop the iron 
off for a close examination later on 
when a telephone call or a letter will 
inform her what the charges will be, 
or if she wishes to wait while the sole 
plate is removed, she can get the esti- 
mate on the spot. In making the esti- 
mate, Mr. Stock figures labor, parts 
cost and “average markup” for the 
job, and furnishes this to the customer 
as a final price, to which the store will 
stick. There are very few refusals, the 
300-per-month repair volume attesting 
to the fact that quoted prices are always 
reasonable. 


Basis for Charges 


“Our estimate is naturally higher 
now than before the war,” Ervin 
Brandt said. “The most common re- 
pairs needed for hand-irons are re- 
placement of the heating element, or 
adjustment of the thermostat, new 
cords, new switches, etc. While there 
is no such thing as an actual average, 
we usually estimate from $3.50 to $3.75 
for a standard iron, for example, which 
required only simple repairs, and 
around $3.85 to $4.85 for a better iron. 
Cheap, light-weight irons can be re- 
paired from $1 to $1.75. In all cases, 
our estimate is based on the worth of 
the iron, parts cost, labor cost, etc., 
plus the desire of the customer to pro- 
tect the investment. Where the original 
cost of the iron was from $7 to $10, 
repair costs average $3.85 to $4.85, 
and where the iron cost $12 or $13, 
they will run from $4.85 to $5.85. 
Higher prices are necessary because of 
heavy sole plates, higher manufactur- 
er’s charges for elements, switches, 
controls, etc. In many cases, it is wiser 
for the customer to purchase a new iron 
than to repair the old one, at which 
time we always shunt the housewife 
over to the new iron department on the 
first-floor. 

The customer gets a carbon copy of 
the estimate sheet, on which is scrib- 
bled the date on which she is to pick it 
up. Similar copies are mailed out 
where the customer elected to leave 
the iron for a later estimate. The store 
customarily asks four to five days for 
repairs, keeping a constant backlog 
which is sufficient to require the serv- 
ices of three mechanics in the upstairs 
shop. 


CONTINUED FROM PAGE 100 














“HAVE SOME AND MAYBE YOU CAN COME 
DOWNSTAIRS WITH A SMILE FOR A CHANGE” 











“IT’S A TRAVELLING IRON, ISN’T IT?” 








Brandt Electric Co. invariably sticks 
to its estimate, even if it turns out that 
an extra electrode, or additional ex- 
pensive parts must be installed. How- 
ever, Arthur Stock seldom goes wrong 
on his estimates. In fact, the store has 
been known to cut the delivery price 
when it was found that a repair cost 
less than originally anticipated. 


Procedure 


The three mechanics who do the 
work are stationed along a 12 foot 
bench, which has three “duplicate sta- 
tions” each equipned with buffer for 
polishing, variegated sized screw-driv- 
ers, nuts, bolts, and general parts. 
Special parts for specific types of irons 
are requisitioned from a nearby stock- 
room, and entered on a work report for 
the day, from which the bookkeeping 
office extracts numbers and quantities 
of parts used, referring these to one 
man in charge of the electrical parts 
stockroom, who uses it to automatically 
reorder and replenish the shelves. A 
battery of a dozen shelves outside of 
the doors to the stockroom is con- 
stantly filled up with irons which have 
been received below, supplied with a 
work ticket, and promised for delivery 
on a certain day. Check-marks on the 
ticket “tell the whole story for each 
mechanic”. 

While profits from iron repairs them- 
selves are sufficiently worth-while to 
make this specialty important, the num- 
ber of new customers who have been 
attracted has been particularly impor- 
tant, according to Ervin Brandt. “We 
have sold as much as $500 worth of 
appliances, vacuum cleaners, etc., to 
people who came in the store originally 
for an iron repair,” he indicated. “We 
think that maintaining a fair markup, 
giving quick service, and constantly 
advertising for repairs has been one 
of our most valuable sources of new 
customers.” 

“Every man, who starts work on an 
iron, also finishes it,’ Mr. Brandt 
continued. “We have experimented 
with the idea of assembly-line opera- 
tion with one man carrying out the 
same operation on all irons, but have 
found that due to lost parts, mixups 
etc., it is far better for each service 
man to carry out the entire job him- 
self from start to finish.” End 
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The portable AEROTHERM is your answer to cus- 
tomers’ demands for low-cost comfort the year 
round. There are a dozen uses for this summer fan 
and winter heater. Its compact, single-unit design is 
ideal for comfort—conditioning any room in the 
house . . . just the thing for office, too! A healthful 
supply of circulating air—warm or cool—is pro- 


duced by a simple flick of the double-action switch. 


There’s no let-down for demand on AEROTHERM. 
It sells in summer or winter for round-the-calendar 
profits. Get on the money wagon today—write for 


attractive details. 


E. A. LABORATORIES, INC. 


BROOKLYN 5, NEW YORK 
BRANCHES: Ei Monte, California - Chicago, Illinois 
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To carry this seal, a cab- 
inet must meet quality 
standards—of construc- 
tion, operation and finish 
— based on laboratory tests 
that equal 20 years of use. 


so CABINETS 
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With a wide range of sizes and types to offer, the 

LYON retailer can equip practically any new or old kitchen 

with beautiful, efficient, long-lasting steel cabinets. ' 

When sufficient steel allows us to expand our pres- 

ent production, we will have more of this highly profitable 
kitchen cabinet line to offer retailers. 

Some dealers have found it possible to furnish us 

with cabinet steel—22 gauge cold-rolled. In such cases 

New LYON Ironing Table we will buy the steel from you and ship kitchen cabinets 


immediate Delivery promptly—pound for pound—at regular published prices. 
Today we can make good deliveries 
this fast-sell tem. Light, st 3 
pence mer mye pep an LYON METAL PRODUCTS, INC. 
steel understructure and wood top. 


Get your order in now. Dealer's net 
price—F.O.B, Factory $4.26 each. Branches and Dealers in All Principal Cities 


General Offices: 421 Monroe Ave., Aurora, lil. 





=== # PARTIAL LIST OF LYON PRODUCTS 








@ Shelving © Kitchen Cabinets © Filing Cabinets © Storage Cabinets ¢ Conveyors © Tool Stands © Flat Drawer Files 

@ Lockers ® Display Equipment * Cabinet Benches ¢ Bench Drawers © Shop Boxes @ Service Carts © Tool Trays © Tool Boxes | 
* Wood Working Benches © Hanging Cabinets © Folding Chairs © Work Benches @ Bor Racks © Hopper Bins © Desks @ Sorting Files 

@ Economy Locker Racks © Welding Benches © Drawing Tables © Drawer Units © Bin Units © Parts Cases @ Stools @ Ironing Tables 
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Scheduled Meetings 


MEMPHIS HOME SHOW 
Home Builders Assn. of Memphis 
Fairgrounds, Memphis, Tenn. 
April 11-18 


SPRING NATL. MARKET WEEK 
St. Paul Auditorium, St. Paul, Minn. 
April 20-23 


APPLIANCE PARTS JOBBERS 
ASSN. 

Ninth Annual Meeting 

Wisconsin Hotel, Milwaukee, Wis. 

April 20-24 


TEXAS ELECTRIC SHOW 
Texas Electric Service Co. 

Will Rogers Memorial Coliseum, Fort 
Worth, Texas 

April 25-May 2 


17TH PACKAGING EXPOSITION 
American Management Assn. 

Public Auditorium, Cleveland, Ohio 
April 26-30 


NATL. ELECTRICAL 

WHOLESALERS ASSN. 
40th Anniversary Convention 
Statler Hotel, Buffalo, N. Y. 
May 2-7 


ELECTRIC SHOW 
Nashville Electric Appliance Dealers 
Assn. 
Viaduct Park-Ways, Nashville, Tenn. 
May 18-22 


NATL. HOUSEWARES & MAJOR 
APPLIANCE EXHIBIT 

Natl. Housewares Mfrs. Assn. 

Auditorium, Atlantic City, N. J. 

May 30-June 4 


INT. TRADE FAIR 
Toronto, Ont., Canada 
May 31-June 12 


EDISON ELECTRIC INSTITUTE 
Annual Convention 

Atlantic City, N. J. 

June 2-4 


RADIO MFRS. ASSN. OF 
CANADA 
19th Annual Meeting 


Royal York Hotel, Toronto, Canada 
June 15 


STOKER MFRS. ASSN. 


Annual Meeting 

Greenbrier Hotel, White Sulphur 
Springs, W. Va. 

June 17-19 


CHICAGO SUMMER MARKETS 

Merchandise and Furniture Marts, 
Chicago, Ill. 

July 5-17 











January Washer Sales Show Gains; 


Other Appliances in Seasonal Slump 


Refrigerators off 15%; ranges down 5%; 


Westinghouse Cuts Two Refrigerator Prices 


Y comparison with January, 1947, 

factory sales of refrigerators and 
ranges in the first month of 1948 were 
tremendous. Member companies of the 
National Electrical Manufacturers 
Assn. reported recently that they sold 
284,726 electric refrigerators in the 
latter month, a 35 percent jump over 
the January, 1947 total of 211,074, and 
104,830 electric ranges, an increase of 
96.5 percent over the earlier figure of 
56,228. 


Washer Sales Spurt 


Washer sales demonstrated outstand- 
ing strength, totalling 358,445 units, 
even more than the 351,152 sold in 
December and 38.2 percent more than 
the 259,253 merchandised in January, 
1947, according to figures from the 
American Washer and Ironer Mfrs. 
Assn. 

Sales of small washers with a capac- 
ity of three pounds dry weight or less, 
were 35,862, compared to 38,058 in 
December and to 50,000 in January, 
1947. Ironer sales aggregated 40,192, 
compared to 70,599 in the month before 
and to 31,509 in January, 1947. 


Picture of a Pattern 


Comparison of January refrigerator 
sales with any of the last four months 
of 1947 was not so encouraging, how- 
ever. In December the total was 333,- 
631 units ; in November it was 287,166; 
in October 314,078; and in September 
290,082. The pattern for ranges is not 
so definite. The January figure of 104, 
830 topped those for November (95,- 
799) and September (103,246) of 1947, 
but less than the totals set in October 
(112,633) and December (109,848). 


Cleaners Drop from Peak 


The Vacuum Cleaner Mfrs. Assn. 
report also revealed a decline in Janu- 
ary sales from previous months, al- 
though the figures were greater than 
those set in January of last year. 
Standard-size household cleaner sales 
totalled 304,273 units in January, 17.5 
percent more than in January of 1947, 
but 22.6 percent less than the figure of 
373,254 units set in December of 1947, 
the industry’s all-time high month. 
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January radio receiver output (1,- 
339,256) was the lowest since Sep- 
tember, 1947, according to the Radio 
Mfrs. Assn. December production was 
1,705,918 and even January, 1947, beat 
out this January’s figure with a total 
of 1,564,171. The RMA explained, 
however, that January, 1947, produc- 
tion was counted on a five weeks basis 
as compared with four this year. Tele- 
vision receivers alone showed a gain 
in the year’s first month with 30,001, 
better than December’s 29,345. FM- 
AM set production dropped to 136,015 
from 191,974, but much of this differ- 
ence was due to the extra week in 
December. January’s FM-AM total 
represented an increase of about 40 
percent over the 1947 monthly average. 

January television set production in- 
dicated a proportional increase in con- 
sole models, the RMA said, the divi- 
sion being 13,261 consoles compared 
with 16,740 table models. 


Refrigerators by Sizes 


A breakdown on refrigerator sizes 
sold during January reveals that 225 
were less than four cubic feet, 562 were 


four feet, 24,044 were six feet, 147,088 
were seven feet, 41,827 were eight feet, 
64,067 were nine and ten feet, and 6,913 
were eleven and twelve feet. Boxes of 
over six feet comprised 91.28 percent 
of the total sales of all sizes. In Janu- 
ary, 1947, this figure was 98.06 percent 
of all sales. 


Westinghouse Cuts Two Prices 


Although it was engaged in negotia- 
tions with the electrical union on 
March 3, Westinghouse Electric Corp. 
displayed a cheering confidence in fu- 
ture developments with the announce- 
ment, issued by G. H. Meilinger, house- 
hold refrigerator department manager, 
of price reductions of $10 and $20 
respectively on two new refrigerator 
models. The company’s seven foot 
model is tagged at $229.95 as com- 
pared with 1947’s list of $239.95 and 
the nine cubic foot box is priced at 
$279.95, $20 less than the same size 
sold for last year. The new prices 
became effective on March 15 and the 
whole new line was expected to be on 
display throughout the country by 
May 7. Westinghouse also announced 
a new refrigerator priced at $249.95, 
described by Mr. Meilinger as “the 
lowest priced refrigerator of its size 
on today’s market.” The unit was de- 
signed for large families and farm 
homes. 

















“NO, NO, NOT MY DEN, DARLING—OUR DEN!” 
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The No rthington 


Easy to look at . . . easy to sell . . . priced to SELL! The 
MIMMS Northington— smartly styled—is the first Air 
Circulator to be built into a fine piece of furniture. Coffee 
table height — mahogany or walnut finish — draft-free, cool, 
low-level air currents —3 quiet speeds give smooth quiet 
performance. Ideal for office or home. The time is right to 
push these Air Circulators. Dealers — Wholesalers — Jobbers 
— Manufacturers’ Agents . . . write for prices and complete 
information. Some desirable territories still open. 


mimms 


COMMERCIAL AND 
INDUSTRIAL MODELS 


High (illustrated) and Low Stand Models in 
18, 24 and 30 inch sizes incorporate the 
latest in fan developments . . 
propeller blade engineered to diffuse the air 
over the widest area possible of molded plas- 
MOTORS tic in the 18 and 24 inch and cast alumi- 
by num in the 30 inch . 
chrome column, guard and base . . the 
stand base is 


. the one piece 










. attractively plated 


Westinghouse 
low 
- ing. Designed f 
mounting. esigned for stores, restau- 
Redmond 8 £ : 
offices, 


suitable for wall 


rants, auditoriums, churches, 
homes, or wherever smooth, draft-free circulation of air is 
desired. No unpleasant blasts of air — operation is quiet 
— movement of air is uniform. Engineered and built to 
give a life-time of satisfactory service. We welcome in- 
quiries and will be glad to send prices and complete 


information to interested Jobbers or Dealers. 


1013 E. Broadway 
e . . Louisville 4, Kentucky 
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NEW HOMES should include good laundering facilities, Helen W. Kendall, of the 


Good Housekeeping Institute tells builders at the recent convention of the National 
Assn. of Home Builders in Chicago. Listening and waiting their turns to speak are, 
left to right: Grant Layng of Bendix Home Appliances, Inc.; Dave Hays, engineering 
consultant to American Washer & lroner Mfrs. Assn.; and J. A. Amerman, vice- 
president of the Prudential Life Insurance Co. 


Home Laundries Save $75 a 
Year, Builders Told at Forum 


Mrs. Kendall Recommends 
First Floor Service Room 


Visitors to the Builders Show in 
Chicago during February who attended 
the home laundry forum learned that 
home laundries offered an average 
savings of $75 a year to 30 families 
who ran a test with three years’ aver- 
age life of clothes compared to a two 
year life when done by the commercial 
laundry. 

Dave Hays, engineering consultant 
of the American Washer & Ironer 
Mfrs. Assn., John Thornton, Detroit 
Edison Co., Mrs. Helen W. Kendall, 
Good Housekeeping Institute, Prof. 
William Schieck of the University of 
Illinois, Small Homes Council, and 
J. A. Amerman, Prudential Insurance 
Co. of America, talked to the clinic. 


Laundry Often Forgotten 


While kitchens are often badly 
planned, Mrs, Kendall pointed out, the 
laundry is many times altogether for- 
gotten by the builders. The average 
kitchen may accommodate an auto- 
matic washer but can hardly include a 
dryer, she said. A second service room 
on the first floor, adjacent to, but not 
part of, the kitchen is recommended 
Space for cabinets for cleaning equip- 
ment, counter tops and a single tub 
for hand washing should be provided, 
not forgetting that the ironer needs 
room for maneuverability. While the 
washer and dryer in a clean, light 
basement often works out, it is hardly 
suitable as a place for the job of iron- 
ing 

It was stated that builders plan to 
install, during 1948, 150,000 washers, 
40,000 dryers and 30,000 ironers. The 
‘sequence type” washer is eligible for 
FHA loans and in some localities the 
dryer and ironer may also be included. 


Package Mortgage Discussed 


Kitchen plans of the early 1930's 
are still considered good, according to 
Professor Schieck, even though they 
generally consisted of only range, re- 
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frigerator and sink. Today the com 
bination kitchen and laundry, with siz- 
able work areas, is gaining recognition 
in some parts of the country. While 
varying in states, kitchen equipment 
that may be included in the package 
mortgage today includes electric or gas 
stove, electric refrigerator, cabinets at- 
tached to walls, garbage disposer, and, 
in some instances, the dishwasher. 

J. A. Amerman stated that laws dif- 
fered in every state regarding the 
package mortgage. A package mort- 
gage considers equipment as part of 
the real property. The FHA mortgage 
form contains the phrase, “all plumb- 
ing, heating and lighting fixtures” as 
part of real property. Everything 
hinges on the local and state inter- 
pretation of what constitutes movables 
and immovables. Specific trade names 
of equipment to be considered as part 
of the real estate should be so stated 
in the mortgage, he declared. 

Mr. Amerman’s advice was to con- 
sult one’s attorney and be guided by 
his advice as every state and locality 
differed on what constituted personal 
property and realty. 


EE! Sales Conference 
Scheduled for April 


The 14th annual sales conference of 
the Edison Electric Institute will be 
held at the Edgewater Beach Hotel, 
Chicago, on April 6-8, Ralph P. Wag- 
ner, chairman of the commercial divi- 

general committee, announced re- 
cently 

The residential, rural, commercial, 
and industrial sections of the commer- 
cial division will open the conference 
with four separate meetings on Tu 
day, April 6. Leading sales executives 
of utilities, electrical manufacturers 
and other industries will address the 
conference, Mr. Wagner said, anc at- 


tendance of nearly 1,000 is expected 
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Three Strikes 


ON COMPETITION 


The Sunroc dealer or distributor steps to the 





mound with three dramatic advantages over 


"| competitors and their products. Here’s the pitch: 


of the 
tional 
k are, 
eering 

vice- 


1. ADVANCED ENGINEERING 


Sunroc is years ahead of the field. . . 
offers exclusives like the sensationally 
different Sunroc Super Cooler: a water 
cooler with generous refrigerated stor- 
age and ice-cube capacity. And the 
static condenser—used for the first 
time in mass production to give quieter 
and more economical operation with 
greater dependability and efficiency. 


2. SPECIALIZATION 


Sunroc specializes in water coolers 
... Sizes up the needs of business, 
industrial, and institutional users 

.. Supplies them with quality 
coolers tailored to their specific 
requirements, styled in the modern 
manner. sensational 17 


blanket the 


Sunroc’s 
models 






market. 





3. HIGH VOLUME 


The sheer superiority of its product 
has made Sunroc America’s fore- 
most line of water coolers. Produc- 
tion line efficiency has cut costs}to 
the point where Sunroc consistently 


undersells comparable models. 














, Com 

th siz- 

ition silicic a a er = 
While 

pment 

ackage 

or gas TI , fi hi re 

ets at- rere S a place on this winning @ SUNROC SUPER COOLER 

r, and, Sunroc team for you . . . in time for Combination water cooler 

a nes ; and refrigerator. Three ice- 

NS dif- the next inning now coming up. cube trays; ample refriger- 

ig the : ated storage space; unfail- 

mort- Mail the coupon today for full ie enue al oeneele 

ar I . . ci 

oc le details about the Sunroc line, chilled drinking water. 

plumb- Sunroc values, Sunroc factory sup- ° ° ® 

es” as ) 

ything port...all wrapped up in the SUNROC JUNIOR 

inter- , , ECONOMY COOLER 

»vables much-wanted Sunroc franchise. Pra ; 

aia The industry’s lowest- 

gino . ° . priced pressure cooler. 

_— ae ’ Capacity 5 gallons per 

— America’s most complete line hour. Ideal for smaller 

‘ares offices and establishments 

ied by of water coolers, $199.95 up, reget 

locality F.O.B. Glen Riddle, Penna. 

ersonal —* 

Y 
SUNROC REFRIGERATION COMPAN 
LE, PA. 
ee ‘aati omplete information about the Sunroc 
j e send me, without obligation, comp! for [] Dealers Distributors. 

will be — d Sunroc’s personalized sales service Tor | 
Ww D 4 e an un 

Hotel, a k which.) 

. Wag- (Chec . 
al divi- 
ced re- Company 

GLEN RIDDLE, PA. , 

mercial, "SUNROC SERVES THE WORLD... a Cool Drink of Water” Address 
ommer- 
ference : —— ; Zone State 
1 Tu ; 1 City (EM-4) 
ecutives Distributors throughout America and in 30 Foreign Countries 1 
cturers : a sa | Mr. 
on the Branch Offices in Principal Cities \ Address to pean eae 
anc at- | iis 
ected je 
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~KM-~ Double Table Range “HEM~ Infra-Red Ray Lamp “KeM~ Tel-A-Matic iron 


oa 


Gem) Brings Showers 
a No Apti/ 


PORTABLE Easy to move, fine for quick cooking KITCHENETTE SIZE Perfect for small apart- 


in cabins, wherever there's electricity. ments—can be used in kitchens, on buffet, on 
a table. 


3 HEATS ON EACH BURNER Easy-to-read QUICK, COOL COOKING Embedded heating 


dial adjusts to low, medium, or high heat. element heats fast, evenly. Durable chrome and 
enamel finish. 


eo Pe “KEM~ Tel-A-Matic Waffle Baker 
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VERY month is a profit-maker . . . when 
E you make it a ~-KM~ month! Because 
~KM~ appliances have what it takes for fast 
moving, off your shelves! Exclusive features? 
Naturally— ~KM ~ gives customers the new de- 
velopments they want! Efficiency? Durability? 


~KM~ SPEED MIX 


yr 


You can’t beat these sales-making features! Stain- 
less steel beater blades. Exclusive push-button 
beater release. Speed control with 101 speeds. 
Revolving turntable, two bowls, juicers. It whips, 
stirs, extracts juice, mixes, beats— it sells itself! 





Of course! They’re second nature with +KM_! 
A name people know—because powerful na- 
tional advertising...every month, reaches the 


millions of readers of Saturday Evening Post, 
Ladies’ Home Journal, Better Homes & 
Gardens, House & Garden, House Beautiful. 


RM-A-JUG 


ha 


- 


Everyone wants one—this summer! Keeps liquid 
or foods piping-hot or icy-cold. One gallon size 
insulated with well-nigh unbreakable Fiberglas. 
Easy grip handle cannot come loose. No wonder 
these jugs sell in jig time! 


Write or wire your “KeM~ Distributor today 


KNAPP-MONARCH CO., St. Louis 16, Missouri 


“EEM~ Appliances are also manufactured in Canada. 


Exclusive Distributors in Canada: 


Crown Electrical, Brantford, Ontario e 


“KeM~ Qued Waffle Baker 


“KeM~ Room Hester 
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World-Wide Distributors: 
Philco International Corporation, 50 Broadway, New York 


“KeEM~ Corn Popper 
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“KM~ Liquidizer 



































































You'll 
Breeze 
Through 
Sales... 


with Tennessee Valley's STAKOOL Exhaust Fans on your floor. 
Keeping cool in the hot months appeals to all customers—home 
Farmers use STAKOOL Fans to 
And STAKOOL is designed to be used by all 
four. Here are three good reasons why STAKOOL is the 


customers’ choice: 


V-belt driven fan revolving in one-piece ALL-STEEL Venturi gives 


DURABLE 


Individually balanced blades, ball bearing motor, built-in oil 


owners, offices, and stores. 


ventilate barns. 


maximum air-flow 


reservoirs, and automatic thermal overload protector insure 


long life and smooth performance. 


Smooth-running, cushion-mounted motor with over-size bearings 
and a v-belt driven fan with individually balanced blades give 
your customers what they want most in a ventilating fan: 
QUIET operation! 


STAKOOL has many other appeals 


tion sheets, installation instructions 


Write for specifica- 


and prices today 





Address: Depariment E 


TOP LINE 


TRAOCE.MARK REG. U.S. PAT. OFF. 


APPLIANCES 


TENNESSEE VALLEY 















































MARKETERS, INC. 


117 NINTH AVE., NO., NASHVILLE 3, TENNESSEE 























e Pioneers in Electrical Appliance Manufacture 
in the Tennessee Valley 
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Osborne, Cosgrove 
Will Speak to NEWA 


Its 40 years of service to the elec- 
trical industry wili be celebrated by 
the National Electrical Wholesalers 
Assn, during the first week in May 
when the organization meets in the 
Hotel Statler, Buffalo, N. Y., for its 
annual convention. 

Theme will be “Distributor Manage- 
ment Looks Ahead” for both the meet- 
ings of the Apparatus and Supply Di- 
vision, May 3-5, and the Appliance 
Division, May 5-7. L. E. Osborne, vice- 
president of Westinghouse, will be the 
principal speaker at the convention’s 
opening and the beginning of the Ap- 
pliance Division sessions will be key- 
noted by R. C. Cosgrove, vice-presi- 
dent and general manager of the Cros- 
ley Division of Avco Mfg. Corp. and 
a past-president of RMA, speaking on 
“The Present and Future of the Radio, 
Television and Appliance Business.” 


Four Forums Planned 


New to the conventions this year 
will be a series of four forum discus- 
sions, led by the following moderators: 
D. M. Salsbury, Westinghouse vice- 
president ; Herbert Metz, district man- 
ager for Graybar; W. G. Peirce, Jr., 
president of Peirce-Phelps, Inc.; and 
3enjamin Gross, president of Gross 
Distributors, Inc., New York. 

Other guest speakers will include 
J. M. McKibbin, assistant vice-presi- 
dent of Westinghouse, who will speak 
on the training of wholesale salesmen, 
and H. U. Mann, H. U. Mann Co.,, 
Chicago, whose subject will be “Dem- 
onstrate to Sell.” 

Elections of the president and other 
officers will be announced on May 5. 


How Milwaukee 
Heats Its Homes 


The number of homes using differ- 
ent types of fuels in the Greater Mil- 
waukee market are shown in the table 
below taken from the 1947 “Consumer 
Analysis of the Greater Milwaukee 
Market” which was made by the Mil- 
waukee Journal: 


Type of Heat Per Cent Number 
Coal or Coke 
1947 83.2% 194,298 
1946 86.0 196,879 
1945 87.1 198,279 
1943 86.4 188,704 
Oil 
1947 14.2% 32,928 
1946 12.4 28,314 
1945 12.8 29,201 
1943 10.7 23,384 
Gas 
1947 3.4% 7,940 
1946 2.1 4,830 
1945 18 4,052 
1943 19 4,083 


Times Square Stores Sign 
Sports Extra Radio Program 


Fifteen minutes of baseball talk by 
well known experts will follow each 
play-by-play broadcast of the Brooklyn 
Dodgers’ baseball games this summer 
under the sponsorship of Times Square 
Stores, New York appliance chain. 

George J. Seedman ,president of the 
firm, said that the 24-week series, en- 
titled Sports Extra, will feature prod- 
ucts of both national and local manu- 
facturers in the commercials. Sales 
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campaigns will coordinate window and 
store display, advertisements in lead- 
ing metropolitan papers. Advertising 
copy will be aimed to “sell right now.” 


Proctor Stands to 
Shout, “Sit Down!” 


Proctor Electric Co., which recently 
announced that it would increase pro- 
duction of electric irons by 25 percent 
over 1947, last month took steps to 
make sure that the extra output would 
also be sold. 

Plugging its appeal to the sedentary 
life, “Sit-Down Ironing,” Proctor an- 
nounced that it had evolved a “new 
way to merchandise irons” which is 





IT’S DONE WITH MIRRORS! 
Merchandiser, makes the single-leg action 


Mirror- 


which lifts Proctor’s Never-Lift iron 
clearly visible without lifting or turning 
over the iron. Small permanent display 
for window or counter. Package is part 
of Proctor’s recently announced promo- 
tional campaign. 


claimed to be a public relations ve- 
hicle for the retailer in as much as it 
enables him to render a service to 
customers by instructing them in sit- 
down ironing as well as selling them 
the irons. 

Backing up the program is a na- 
tional advertising campaign in 25 con- 
sumer magazines, including Life for 
the first time. Other urges to buy are: 
a full-color movie which will be shown 
on the Tex McCrary, Jinx Falkenburg 
Home Service Club Television Show, 
an illustrated ironing manual, a 30- 
day home trial offer; a new sales 
training program for retailers’ staffs; 
new display and promotional helps; 
and two merchandising deals for the 
dealer. 


“The Public is Ripe” 


The initial sit-down ironing cam- 
paign is scheduled for the months of 
April through June, but Robert M. 
Oliver, vice-president, admitted that 
it would not make Proctor unhappy if 
it were to be capitalized on for the 
rest of the year. Proctor’s irons, like 
all other makes, would have to be sold 
in 1948 as Mr. Oliver knew well when 
he said, “The public is ripe for a good 
selling job right now... it is neces- 
sary for salesmanship to be employed 
if the vast production of the nation’s 
factories is to be moved . . . Produc- 
tion is no longer the bottleneck to our 
prosperity as a nation, but selling is!” 
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Prove to your prospects that 
the MEepITrEEZe 


TRADE-MARK REG. U. S. PAT. OFF 


HOME FREEZER 


pays for itself 








or 15% of peris 
or 5% of perishable 
w Se per mile, 6 miles 


er! 
T La ov 
You Ayjor 


Not 

to own 4 
pEEPFREELE 
Home freezer . 


ft : Month (A 
é mt 5 = s cE 
i “A MAKE OF Se WOME 
°) 
DEEPFREEZE EVALUATOR 
Simply, quickly, accurately shows how a Deepfreeze home freezer 


pays for itself . . . pays cash dividends thereafter 








A powerful “‘sales helper” for Deepfreeze dealers . . . to help you close more sales. 
Shows how Deepfreeze owners save through quantity buying, save on transportation, 
save by avoiding food waste. Gives concise figures on how large those savings are 
for various income groups, at the end of a month, a year, five years, for most any 
size food budget. Equip every one of your salesmen with a Deepfreeze Evaluator. 


See your Deepfreeze distributor for them, or write: 






DEEPFREEZE DIVISION *® MOTOR PRODUCTS CORPORATION © NORTH CHICAGO, ILLINOIS 


A complete range of new models—one for every purse, for every size family. 
a 


—=—__ 7 





De Luxe Model C-10 De Luxe Model C-5 Model B-10 : Model B-5 Model B-16 
Holds more than 350 pounds Holds more than168 pounds — Holdsmore than 350 pounas Holdsmorethan168 pounds = Holdsmorethan5é0pounds Holds more than 125 pounds 
of food. Price, delivered 


of food. Price, delivered of food. Price, delivered of food. Price, delivered of food. Price, delivered of food. Price, delivered 
and installed—$449.50 and installed—$269.95 and installed—$389.50 and installed—$239.95 and installed—$599.50 and installed—$199.95 






Lo 
OKS LiKE iT FiTs OUR BUDGET! 






WE CAN MAKE OuR KITCHEN 






































SELL THEM A UNIT-AT-A-TIME 
—WITH SHIRLEY! 








JUALITY RES 
nw He ’ ™ - 
@ Look! . . . 3,000 square inches of work room built 
You can | ut flush edge around two big sink bowls! This one’s Shirley's best— 
fittings that leav catch the finest sink any housewife ever saw! 
=m . ow a oe This “Super” sink and cabinet, with its spacious 
rca encrypt drawers and cupboards, has all the convenience every 
a snap to keep clean. AND, inside the ' 


woman desires. One look at it and vour most thrifty 
shoppers agree that Shirlev’s beautiful lines and 
reasonable price offer them the best chance to furnish 
their kitchens in a lovely, modern way. 


or of every storage cabinet beneath the 

k, Shirley has fixed a nicely designed 
wire basket for storing soap powders and 
brushes within easy reach 


The fact that all Shirley sink cabinets Those who prefer to pay-as-they-go can complete 
their schemes with matching cabinets bought a unit- 
at-a-time. That’s why displaying Shirley’s budget- 
priced, quality merchandise puts you ahead of com- 
petition for these repeat customers who swell your 


selling volume . . . and lead to larger sales. 


and base and wall cabinets come to you 


napackage makes the whole line easy 


to handle. 











SHIRLEY CORPORATION ¢« INDIANAPOLIS 2, IND. 


STEEL KITCHEN CABINETS 
PORCELAIN STEEL SINKS 
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ONE BETTER FEATURE of the no- 
tional sales convention of the Norge divi- 
sion of Borg-Warner Corp., held recently 
in Chicago, was Sue Rae Claussen, petite 
songstress, who here gives added attrac- 
tiveness to a Norge refrigerator while 
sales manager W. S. Law can’t help but 
approve. 








Jacobs Sees No Early 
Washer Saturation 


“Appliance manufacturers, distribu- 
tors and dealers have many years to 
go before the saturation point is 
reached,” Rex C. Jacobs, president of 
the F. L. Jacobs Co., said recently in 
a released statement. 

Mr. Jacobs, citing the annual report 
of the Tenn. Valley Authority, said 
that despite cheap and abundant elec- 
tricity and vigorous appliance selling 
in the seven states of the TVA area, 
there is still a definite shortage of 
electrical appliances there. He pointed 
out that electricity is so cheap in the 
TVA area that it is often used for 
complete house heating. 

Mr. Jacobs devoted himself specifi- 
cally to the future of the automatic 
washer. He declared that with the 
electrification of rural America and 
prosperity for the farmer, the market 
for automatic washers and other appli- 
ances is constantly broadening. 

“The TVA report,” he said, “shows 
that 15 percent of the residents in the 
area have electric water heaters and it 
is obvious that these 15 percent should 
be prime prospects for automatic 
washers. The rest of rural America 
with the cooperation of the utilities and 
REA, is rapidly following in TVA’ 
footsteps in the promotion of cheap 
electricity. In 1935 only 10 percent ot 
the America’s 6,800,000 farms had 
central station power service. Toda 
the figure is 65 percent. In a few years 
it may well be 90 percent. 


A Long Way to Go 


“The more farmers who get elec- 
tricity, the more farmers get water 
under pressure, an essential for the 
automatic washer. With the power 
and the water problem solved, it is 
now merely a question of salesman- 
ship. 

“That is the job of the manufacturer 
the distributor and the dealer.” 

Mr. Jacobs said that a year ago it 
was predicted at a Launderall con- 
ference that it would be five years be- 
fore the demand for automatic washers 
would be satisfied and, he concluded, 
“in view of recent statistics, the wide 
acceptance given to the automatic 
washing machine . . . and the enor- 
mous rural market that has scarcel) 
been touched, it appears to me that the 
saturation point is still a long way off.” 
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IT'S MY CHOICE 
AND I'M IN THE BUSINESS 


“Yes, servicing refrigerators, I see all kinds in my day’s 
work... and the new KOCH 25-Cu. Ft. Stainless Steel 
Reach-In Refrigerator is my choice. 
























“It’s a beauty with its glistening stainless steel cabinet, 
but that stainless steel does a lot more than add to the 
appearance of the KOCH Reach-In Refrigerator. It’s 






































na- 

= welded into one unit to make a rigid self-supporting 

itly . 

hte cabinet. 

ac- 

‘ile ‘That means that no wood has to be used for framework 

but and support. Insulation is continuous—even around the 
doors, and that makes the KOCH Refrigerator 100°; 

— effective. No cold can get away. 
“Owners of these new KOCH Reach-In Refrigerators 
tell me that they cost less to operate and that they provide 
more usable refrigerator space—25 cubic feet—in just 

bu- nine square feet of floor space. 

to 

is “And dependable? You bet. I figure that any product 

ol ee 

ra Uncle Sam selected to meet battle conditions aboard 
warships has what it takes to give real service.” 
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ter The Koch 25-Cu. Fe. Reach-In Refrig- . = 


erator is now available with or without 
an ice-maker. You can freeze a full load 
wer of 216 cubes (21 pounds of ice) in a re- 

3 markably short time...real convenience! 
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>i “KOCH IS TOP NOTCH” 
on- 

be- . 

ers Once Again... 

bed, Koch is manufacturing the popular 

— 6-ft. long double duty display case. 

“om It’s a companion to current 10 and 

sel) 12-ft. models.... Don’t delay, write 

the KOCH today for complete information. NORTH KANSAS CITY, MISSOURI SINCE 1883 
yf.” / 
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Here’s Sylvania’s big, new resi- 

dential fluorescent lighting group! 
New in design! Beautiful to look at . . . some have 101 
uses! They're the easiest to sell because they fit in so 
well! They're great additions to Sylvania’s extensive 
fixture line! 
They’re the outgrowth of months of market studies . . . 
the result of careful analysis of your customers’ lighting 
wants and needs! 


Made by the country’s leading manufacturer, they come 
to you as complete “packages of light”—fully equipped 
with Sylvania lamps and starters. 

Look them over—then get in touch with your Sylvania 
Electric distributor for complete information. Syl- 
vania Electric Products Inc., Fixture Division, Ipswich, 
Massachusetts. 


Geautiful RESIDENTIAL 
FIXTURES 


ny 


~ 









— 
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R-422 


The Concord—an attractively designed quality 
fixture equipped with four 20-watt white fluores- 
cent lamps. Provides ideal illumination for larger 
interiors—kitchens, dens, laundries, bathrooms, 
larger sun porches . . . plus smaller stores, recep- 
tion rooms and smaller areas in public buildings. 








_ 
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The Quincy—similar to the Concord, with two 20- 
watt fluorescent lamps. Designed to meet the de- 
mand of home owners, architects, builders and 
contractors. Adds new charm to bedrooms, game 
rooms, small kitchens, hallways, bathrooms. . . 
small offices and stores. 








The Suffolk—equipped with two 20-watt white 
fluorescent lamps with ample light output for small 
kitchens, laundry rooms, workshops and hallways 
. .. plus small commercial establishments. As with 
the other fixtures, the reflector is finished with 
Sylvania’s exclusive Miracoat enamel for full 
illumination. 


WY SYLVANIA 


MAKERS OF FLUORESCENT LAMPS, FIXTURES, WIRING DEVICES; ELECTRIC 
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THAT ARE EASIEST TO SELL! 


RW-220 


The Beverly—one of the most versatile fluorescent 
fixtures ever developed! Designed as a compact, 
low-cost general utility fixture, it is nevertheless 
very attractively styled—with streamlined metal 
end caps, old ivory finish, and diffusing panels of 
frosted, ribbed glass. Two 20-watt lamps. Gives 
direct and indirect lighting. Great for “‘local light- 
ing” applications. 


CS-140 














These single lamp fix- 

tures are most versa- 

tile and economical. 

They come in three 

different lengths — 

carrying 40-, 20-, and 

15-watt lamps—and 

range from about 114 aS i 

feet to about 4 feet CS-115 
long. They can be 

joined in continuous row, as shown in the line drawing below 


the CS-140. 


These narrow single lamp fixtures find a welcome place in 
small nooks and areas where modern fluorescent ligliting 
should be used . . . such as coves, behind window valances, 
kitchens, bookcases, bathrooms, or in store aisles and wall 
display cases. 





/ J . > 


RWC-160 is a pin-up 
model of one of the most 
beautiful of all small 
fluorescent lamps. 

RW-160 is the model 
for permanent mounting 
on an outlet box. The 
6-watt fluorescent lamp 
in each unit is shielded 
by a curved diffusing 
panel. 

These units add deco- 
rative touch and modern 
lighting to buffets, hall- 
ways, bedrooms, din- 
ettes, dressing tables, 
mirrors, bed tables, stair- 

‘ ways and doorways. 
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© Guaranteed by @ 


Good Housekeeping 
N, IF DEFECTIVE OR ~ 
SAS abverristn THES 


All of these marvelous, desirable fluorescent fixtures 
carry the Good Housekeeping Seal of Approval and 
Underwriters’ Laboratories, Inc. approval. 

They are the most outstanding developments in the 
field of Residential Fluorescent Lighting. And they’re 
made by Sylvania . . . the industry's leading manufac- 
turer of complete packages of light, easiest to install, 
easiest to keep clean, easiest to sell ! 


ELECTRIC ¥ 


LIGHT BULBS; RADIO TUBES; CATHODE RAY TUBES; ELECTRONIC DEVICES 
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MR. DEALER: 


Look what we are 
practically handing you 
on a silver platter: 


94% of Builders 
buy from %> 


Appliance ’ ?.. J 





Dealers 







| 50% of your future 


appliance sales will come from 
New homes and Remodeling* 


a 





Your best customers and your best 
salesmen in this market are the readers of 


PRACTICAL BUILDER 








That's a lot of business — 50% of your future appliance sales from new homes and 
remodeling — and through ONE source! And, it’s worth going after this easy way: 

The readers of PRACTICAL BUILDER not only buy from you — they sell for you, too. 
These readers, the nation’s top-notch builders and remodelers, know from experience 
that it is good business for them to buy and install major appliances because 
appliances greatly enhance the value of homes they build and sell. 

PRACTICAL BUILDER is the magazine that taught them that. It made these 
ie - builders appliance-minded — made them your best customers as well as your 
best salesmen. 

The builder is a buyer and seller of appliances in huge volume. He’s the 
You can sell all these one man who puts a price tag on the homes he builds. He sells the complete 

home-package, and that means your appliances, too. 


for one home on one Get acquainted with your builder customer — advise him — counsel him — 
order through the because he is the one who will sell more appliances — faster — for you. 





B U l L D E R 3 *This isn't what we say—this is what appliance manufacturers say 
Washer 
Dishwashe 
Range , THIS MESSAGE is addressed to you by the Rig, The “Mew-te-Be-w Pape 
Home Freezer publishers of the building industry's leading con- Pp 
Dryer tractor-builder magazine—PRACTICAL BUILDER RACTICAL 


A —in the interest of bringing you and your + ia BUILDER 


builder customer closer together for your mutual 
Attic Ventilating Fan benefit. 
lroner 
Refrigerator 
Kitchen Ventilating Fan 


Bathroom Heaters PRACTICAL BUILDER e 5 SOUTH WABASH AVE. ° CHICAGO 3 


Also pulishers of BUILDING SUPPLY NEWS, the leading lumber and building material dealer trade poper 


Total distribution—70,000 copies. Leads Editorially 








MORE BUILDERS PAY TO READ PRACTICAL BUILDER THAN ANY OTHER PUBLICATION 











Ganzer of Coolerator 
Dies of Heart Attack 


At the age of 54, John H. Ganzer, 
president of the Coolerator Co. of 
Duluth, Minn., succumbed recently to 
a heart attack which led to his death. 





JOHN H. GANZER 


The attack was the result of shoveling 
snow from his sidewalk. Mr. Ganzer 
had been with Coolerator since 1921, 
and was made president of the firm last 
year. He is survived by a wife and two 
sons, 


Rubber Radiant Heat 
Panels Introduced 


People who say they heat their 
homes with Uskon are not spouting 
double-talk, says the United States 
Rubber Co. 

C. W. Higbee, manager of the com- 
pany’s wire and cable department, re- 
cently demonstrated Uskon to trade 
journal writers in a house in Raritan, 
N. J., one of a dozen in the country 
already equipped with the new rubber 
radiant heating panels. The panels are 
installed in the ceiling and are made of 
electrically conductive rubber. They 
were developed in the U.S. Rubber 
plant at Passaic, N. J., under the di- 
rection of R. D. Gartrell and are called 
by Mr. Higbee the “most practical, 
efficient and esthetic ever developed.” 


Cost Estimates 


He said that the new type panels 
can be used wherever electricity is 
plentiful. Present estimates by engi- 
neers indicate that they can be oper- 
ated as economically as other heating 
systems in well-insulated houses where 
electricity can be obtained for one and 
one-half cents per kilowatt hour or 
less. Estimates have been prepared of 
the cost of heating a house with a large 
living room, kitchen, two bedrooms 
and hall, a total of 8,000 cu. ft. of 
space, in various cities. These esti- 
mates allow for continuous and uni- 
form operation 24 hours a day at 68 
degrees and are as follows for a full 
year of operation: Pittsburgh, $19; 
Buffalo, $247.50; New York, $252; 
Jacksonville, $39.30; Atlanta, $66.93; 
Memphis, $47; Denver, $291.60; Seat- 
tle, $220; San Francisco, $43; Bangor, 
Maine, $170.20; San Diego, $61; and 
Chicago, $310. 

Standard size of the heating panels 
is four by four feet, one-quarter of an 
inch thick, and they may be installed 
over an existing ceiling or nailed to 
the joists, operate on 220 volts and 
put out either 17 or 22 watts per sq. tt 
The original cost of Uskon compares 
favorably with other systems, the 
company says. 
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HECK the features em- 
phasized here, and you'll 
see why Signal Kitchen Vent 
Fans are popular with the 
trade and customers alike... 
features that all point to more 


sales... 


.a quality product 


popularly priced to actually 


meet 


the demand for 


a 


kitchen necessity . . . an item 


needed the year round. 


Uae es 


. three speed . 


BIL 


STGNAL AIR 
CIRCULATOR 


Streamlined design . . 


motor, black baked enamel; 


Signal 24” Air Circulator. 


10" 
Be QUIET TYPE 
FAN 


wv 


Fes TWO TYPES 
“+, ADJUSTABLE 
“11” - 13" to 24” 

aw 
MOTOR RUBBER 
MOUNTED-TOTALLY 
ENCLOSED 


a 
CAN BE INSTALLED 


IN NEW OR OLD 
HOMES! 
re 
DOUBLE PROTECTION 
OUTSIDE SHUTTER; 
INSIDE DOOR 
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. safelocking wing nuts 
that hold fan in selected angle of operation 
. self-aligning bearings, 
rubber mounting, 3500 C.F.M. at 24 inches. 
Height 4’4” to 7’6”, floor to center of fan. Finish 
adjustable column and blade, nickel plated; 


base and sta- 


tionary column, black wrinkle finish. 
Write for complete information now on this 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE 
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MICHIGAN 














AT THE LAST MINUTE before James C. Petrillo’s ban against recording went 
into effect on January | these artists of Vitacoustics Records, Inc., were beating out 





the last bars. Director Rex Maupin (right) checks on the vocal performance of 
Yvette as Ann Perry checks the clock and musicians Art Hansen and Bob Morton 


fill in the musical background. 


Canadian Group 
Discusses Excise Tax 


The recent government regulation 
banning the importation of most elec- 
trical and gas appliances and placing 
a 25 percent excise tax on many 
Canadian built appliances, was dis- 
cussed on two separate occasions by 
the British Columbia Executive of the 
Canadian Association of Radio and 
Appliance Dealers. The local body 
recommended a course of action to the 
National Executive of C.A.R.A.D. to 
guide them in their discussions with 
the Dominion government. The points 
that the group submitted for discus- 
sion were: 

1.) Appliance dealers are prepared 


to lend their support to any action 
which the government deems advisable 
for the benefit of the country. How- 
ever, they do object most strenuously 


to the 25 percent tax, particularly on 
items such as electric and gas ranges, 
refrigerators, water heaters and cer- 
tain traffic appliances which are not, 
in their opinion, luxury items. (The 
government since then has announced 
the removal of tax on electric and gas 
ranges and water heaters.) 

2.) If there must be a tax, then 
it is recommended it be on a sliding 
scale with no tax on essential items 
selling in the lower and medium 
price brackets. 

3.) Real concern is felt for the 
dealers’ position when the excise tax 
is removed. It is recommended, if 
it be found necessary to impose a 
tax, that when such tax is removed, 
it be done at unannounced periods and 
on a graduated scale so that the loss to 
the retailer would be spread over a 
reasonable period of time. 


Rogers Majestic Starts 
Newspaper Ad Campaign 


A national newspaper advertising 
campaign has been started in Canada 
by Rogers Majestic, Ltd., to support 
sales of radios and radio-phonograph 
combinations. Both English and French 
papers, totalling 31, will carry the mes- 
sages. Supporting advertising is being 
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carried in two rural publications. The 
campaign has been designed to reach 
one out of every four people in the 
dominion. 


Tremaine, Nela Park 
Founder, Dies in Cleveland 


Burton Gad Tremaine, 84, co-founder 
of Nela Park, General Electric Co's 
famed lighting institute and labora- 
tories, died February 16 at his home 
in Cleveland Heights, Ohio. After 


X\ 


BURTON G. TREMAINE 





organizing the Fostoria Lamp Co. in 
1899 and later combining it with the 
Sunbeam Incandescent Co., Mr. Tre 
maine, together with the late F. S 
Terry, consolidated a group of com- 
panies into one body, the National 
Electric Lamp Assn., later sold to G-E 
In 1911 Mr. Tremaine was made man 
ager of the works with Mr. Terry. In 
1913 Nela Park, named from the in- 
itials of the National Electric Lamp 
Assn., was dedicated in Cleveland. In 
the early 30’s the lamp works was 
merged with G-E’s Edison Lami 
Works in Harrison, N. J., to form the 
present lamp department and it wa 
under Mr. Tremaine’s direction that 
the Lighting Institute became world 
famous. 
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<= ==> =~ @Model NCEI9P Combination 


Monarch Dealer Profit Planks: 
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Monarch 100% exclusive sales fea- 
tures 

Monarch Electric “twins” for sell- 
ing both upper and lower income 
groups 


. Monarch “Duo-Oven” Combination 


Range which dominates the farm 
market 


. Monarch electric water heaters (full 


line) 


. Monarch policy of dealer-direct dis- 


tribution 


. Monarch national advertising in 


magazines and radio 


- Monarch 50-year prestige 


MALLEABLE IRON RANGE CO. 


3848 LAKE STREET e 


Model F57PY ELECTRIC ROASTER RANGE > 


100% exclusive! Has roaster-size oven built into the 
cooking top — supplying 2-oven convenience and flex- 
ibility. Also equipped with an exclusive, built-in 
“deep-heet” Sauce Pan. Full deluxe equipment and 
automatic controls. Nationally advertised. 








4 Model F56PC ELECTRIC RANGE 
with built-in “Side-Heet” COOKER 


Only range having cooker with side appli- 
cation of heat. Actually bakes, browns, ten- 
derizes like an oven. Automatic controls. 
Makes a perfect team-mate with the “57” 
to cover the entire electric range market. 


ELECTRIC “DUO-OVEN” RANGE 


Another 100% exclusive Monarch! The only combination 
coal-wood range with an automatic oven temperature con- 
trol. Electric heat is supplemented to maintain dialed tem- 
peratures. Four electric surface units. 





we-——-  @ELECTRIC WATER HEATER 
A water heater line to meet individual 
. customer preference, special electric 


service requirements and rate offers. 





RANGES and. HEATERS 





BEAVER DAM, WISCONSIN 
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MODEL R-500 


1 be 


FULLY GUARANTEED 


1000 watts « 120 volts 
220 volts for export 


4 Ibs. 4 oz. + AC only Deliveries starting April 15th FLICK opens top for filling 


ONLY STEAM-O-MATIC HAS ALL 


New Fast, Easy Filling Concentrated Steam Vents 





A flick opens top, exposing built-in funnel. No filler cap— Located in toe. Proven correct steam distri- 
hand never touches hot metal. bution over 10 years. Directs steam where 
needed—none wasted around edges. 


New Automatic Closure 


Molded Silastic—inorganic, no rubber. Highly heat resis- 
tant, mounted on pressure spring for perfect safety. Most Steam Of Any Steam Iron 


New cast-in tubular element (1) runs through steam cham- 
ber, super-heating steam and boosting pressure. Guarantees 
Fabric dial accurately balances heat and steam for all ma- penetration of heaviest fabrics, absolutely professional re- 
terials. No separate dialing, no guess-work. Fully automatic. sults. (2) Insures evenly heated soleplate. 


One Control Does It 
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TERM 


Most revolutionary steam iron ever made. Built-in funnel... 
automatic closure... no cap to unscrew ... only 10 seconds to 
fill! New speed... lightness... compactness...comfort... safety 
... new steam and dry ironing efficiency! Coolest handle... largest 
soleplate ... most stable heel rest, most steam of any steam iron 


... plus many other exclusive advantages! 


Truly a wonder iron—from handle to soleplate! You’d 
expect Steam-O-Matic* to bring you this sensational 
development. It’s the outgrowth of a unique experi- 
ence in manufacturing steam irons. Stretching back 
... through ten long years . . . we’ve made nothing 
but irons! It’s the culmination of countless experi- 
ments, gruelling tests. We’ve tried out, and discarded, 
every other steam-delivery principle known! It’s the 





result of skill that gave you the first fully perfected, 
fully automatic, absolutely safe steam iron. Steam- 
O-Matic has already won the hearts of over a million 
women! It’s the product of know-how that has created 
greatest demand, highest production, most sales— 
more than all other steam irons put together! .. . 
The new Steam-O-Matic is both.a steam and a dry 
iron. It’s the all-purpose iron to offer your customers! 


buttons « handle shaped for complete comfort « right and left handed thumb 


streamlined beauty from every angle « compact, smaller, lighter design « mirror- 

finished stainless steel ¢ corrosion-proof construction « easy-to-see fabric dial on 

back panel « side-attached, out-of-the-way cord « flared soleplate toe glides under 
ee | 


rests « wider heel rest for greater stability 


THESE ADVANCED FEATURES 


Large Fast-lroning Soleplate 
33 sq. in. — largest ironing surface of any steam iron. 


Cool, Insulated Handle 


Two insulating air spaces keep hand away from hotter por- 
tions. More cool finger-freedom than any other steam iron. 


Plenty Of Steam At ANY Angle 

Steam-delivery principle provides uninterrupted flow and 
greatest volume of steam—both for ironing and for steam- 
ing padded shoulders, bringing up nap on upholstery, fresh- 
ening slip covers without removing them, etc. 


ELECTRICAL MERCHANDISING—APRIL 1, 1948 


Steams Standing On Heel 


Leaves hands free for renewing felt hats, suede shoes, 
jackets, gloves, crushed velvet, plush—all pile fabrics. 
3-9/16 in. heel rest is widest, most stable of any steam iron. 





* + * 


A WAVERLY PRODUCT 
Waverly Products Inc., Sandusky, Ohio 


STEAM-O-MATIC—the ORIGINAL Fully Automatic STEAM IRON 


More in use than all other steam irons combined 
* ee . PAT. OFF. 
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EFFICIENT 
STREAMLINED 
WRINGER 




















































for Feature 
Feature !0! 


‘ $s 











4 EXCLUSIVE 
2-WAY WASHING 
’ 
A 
ii A 

| ( 
dh PATENTED 

i CLUTCH 

4 

NEWER, BETTER PUMP 

dA 
it 


BALL-BEARING 
TRANSMISSION 





See for yourself. Compare the Automatic Duo- 
Disc Washer with any washer costing $5 to $15 
more. Compare its features its sparkling 


beauty . . . its sturdy construction .. . its pre- 
cision engineered ball-bearing Transmission. 
Compare Automatic’s invertible Duo-Disc Agi- 
tator—the only agitator offering 2- Way Washing. 

Compare and you'll see why the Automatic 
Washer offers top dollar value. And that’s the 
very reason why it pays so well to be an Auto- 


matic Dealer. 


Write for name and address of 


your nearest Automatic Distributor 


Made in Newton, lowa Since 1908 by 


AUTOMATIC WASHER COMPANY 
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Emerson Shows Teleset 
to New York Distributors 


Radio and Phonograph 
which recently introduced a 
10-inch screen television set retailing 
for $269.50 at a meeting of New York 
distributors, will produce over 500 
telesets a day during 1948, according 
to Dorman Israel, executive vice- 
president of the company. 

Said Mr. Israel, “The model 571... 
now brings expensive set 55 square 
inch picture size into the $200 bracket. 
This is a notable Emerson first. It 
will be remembered that in July ... 
I predicted that television set perform- 
ance was already close to full utiliza- 
tion of the system. I pointed out that 
the improvement required in the sys- 
tem was in the form of better broad- 
cast station techniques and programs. 
Remarkable strides have been made 
by the stations. I furthermore pre- 
dicted that . . . the reliable and con- 
scientious manufacturers would main- 
tain this (high quality) performance 
and substantial 


Emerson 
Corp., 


show reduction 


cost 
through design and technique 
Emerson production facilities will be 
stepped up rapidly during 1948. It is 
expected that 500 television sets will 
be produced daily. TI one third of 
the total industry rate at present.” 
Benjamin Abrams, I 
dent, told the 


is is 


“merson presi- 
distributors that al- 
uugh over 17,000,000 radio sets were 
1 


made in 1947 they “fell considerably 
short of the immediate and potential 
demands of more than 35 millions of 


families in the United States, to say 
nothing of the radio markets 


abroad.” 


hungry 


Proctor Will Market Blanket; 
Keeps Toasters on Allocation 


Another electric blanket will be 
added to automatic bed covering mer- 
in the future with the 
introduction of Proctor Electric Co.’s 
new product, soon to be tested in the 
field, R. M. Oliver, 
charge of sales 


chandise neal 


vice-president in 
disclosed recently 


Mr. Oliver also said that the com- 


Plan Boston Electric Show 





pany would continue to keep both 
Proctor irons and toasters on alloca- 
tion during at least the first quarter of 
1948. “Steel is likely to be a very 
tight . . . and is apt to continue a 
limiting factor,” he said. “This may be 
particularly true of enameling steel, 
which would greatly curtail roaster 
production . . . The combination of 
short supply and peak demand means 
that toasters won't be sufficiently plen- 
tiful until 1949, in my opinion.” He 
said that Proctor plans no expansion 
of production facilities during 1948. 


Stewart-Warner Will Spend 
$1,000,000 for Ads in ‘48 


Advertising costs of the radio divi- 
sion of Stewart-Warner Corp. will 
total a little more than $1,000,000 dur- 
ing 1948, including the cooperative ex- 
penditures of distributors and dealers, 
Fred Cross, advertising director, an- 
nounced recently 

The national magazine advertising 
schedule includes 28 four-color inser- 
tions in the combined schedules ap- 
pearing in Collier’s, Time, Saturday 
Evening Post, Better Homes and Gar- 
dens, and Country Gentleman. Direct 
newspaper advertising will be placed in 
major markets during the year and 
the factory is cooperating in local co- 
billboard, radio 
ind other media advertising 


operative newspaper, 


New York Dealers Extend 
36 Month Terms on Bendix 


Over 400 appliance dealers and de- 
partment stores were listed in a se- 
ries of cooperative newspaper adver- 
tisements, appearing recently in New 
York which offered 
Bendix automatic washers “for only 
18 cents a day. . . 36 months to pay 
after down payment.” The 
advertisements, running as full pages, 
were inserted by Bruno-New York, 


Inc., metropolitan distributors for 
Bendix. 


newspapers, 


nominal 





WHEN BOSTON has its first annual electric show, April 3-10 at the Mechanics 
Building, these members of the sponsoring Electric Institute of Boston will have 
finished their work of planning for it. Left to right, standing: George H. Wahn, John 
G. Waddell, and Charles A Stone. Seated: B. F. Moody, vice-chairman; C. M. Wilson, 
chairman; and J. P. Maloney, vice-chairman. Mr. Waddell is managing director of 
the Institute. Over 100,000 consumers are expected to visit the show. 
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It features the Baxter...one of the day’s most 
popular authentic Seth Thomas* clocks ...and 
appears in the issue dated April ¥e 


.a self- 


starting electric cased in solid mahogany with 


Baxter is modern . . . smart-looking . . 
gleaming brass side pieces, sash and base. Ideal 
for home or office. A luxurious gift number. 
In addition, other fast-selling Seth Thomas 
.. the the 
Sequin, the attractive Brookfield wall clock, the 
popular Hitt for the kitchen, and the distin- 


models . colonial Sharon, modern 


guished Buckingham ...are featured in big dis- 


play space in March, April and May editions of 


American Home, Better Homes & Gardens, House 
Beautiful and House & Garden. 


Cash in on all this forceful advertising in 


1, 1948 


magazines read by more than 21,300,000 men 
and women. Display these attention-getting, 
authentic Seth Thomas clocks prominently. 
Feature them in your own advertising. We'll 
furnish (free) individual newspaper mats of all 
current models. Write for them today. Let your 
own best customers know that your store is head- 
quarters for “the finest name in clocks.’ Seth 


Thomas Clocks, Thomaston, Connecticut. 


Seth Thomas 


“G/F fenest Wt7e, tnt clocks 
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...and make more range sales! 








Here's a tip for range dealers who want to step 
up sales and profits. 

Talk in circles! 

That doesn’t mean rambling all over the lot. 
No, sir! It means directing your prospect's atten- 
tion to 4 specific circles—the surface heating units 
—of the ranges you handle. 

But before you do, it’s a good idea to make sure 
those units are Sheathed in INCONEL.* Then 
you can talk with confidence 

And this is why: 

Leading manufacturers standardize on Inconel 
Sheathing for surface units. They know nothing 
keeps a woman happier than good cooking per- 
formance on top — where she does most of her 
cooking. 

Built to last for the life of the range, Inconel 
Sheathed Heating Units always heat quickly and 
evenly. They never rust. Don’t warp, crack or 
scale. Aren’t damaged by spill-overs or kitchen 
accidents. And they're the next thing to self clean- 
ing, for spilled foods burn right off. 

That's not all, either! Units sheathed in Inconel 
are economical to operate. They keep bills low. 

Try working some of those points into your 
sales talk. You'll find “circles” turning into dotted 
lines...and signatures on dotted lines mean profits 
for you! 


THE INTERNATIONAL NICKEL COMPANY, INC. 


67 WALL STREET, NEW YORK 5, N.Y. *Reg. U 


S. Pat. Of. 


F SERVICE 


EMBLEM 0 


Teac wane 
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Furniture Mart Buyers 
Total 24,615 at Market 


Total registration of buyers at the 
American Furniture Mart during the 
1948 winter market was 24,615, mak- 
ing it the second largest market on 
record, according to an announcement 
by Lawrence H. Whiting, president. 
Final figures showed that these buyers 
represented 12,667 different stores. 
This compares with buyer attendance 
of 19,914 from 10,487 different stores 
during the 1947 summer market and 
25,108 from 13,922 stores during the 
1947 winter market. 

Registration of new buyers and 
traffic during the second week in- 
creased, to show the largest percentage 
of the total for any recent market. 
New buyers registering during the 
second week were 31 percent of the 
total and traffic was 34.8 percent com- 
pared with 26.1 percent and 31.6 per- 
cent respectively during the 1947 sum- 
mer market and 26.1 percent and 29.6 
percent respectively during the 1947 
winter market. 


Jeffe Warns N. Y. Dealers 
to Watch Credit Position 


E. F. Jeffe, vice-president in charge 
of sales for the Consolidated Edison 
Co., New York, recently warned the 
utility’s 1,034 Cooperating Appliance 
Dealers to “watch your financial posi- 
tion. Don’t get over-extended.” 

Said cautioner Jeffe, “Those with 
experience know the dangers of too 
much and too easy time credit sales. 
The suggestions made to you by us 
regarding time payment terms repre- 
sent our views based on past experi- 
ence and recommendation of the 
American Bankers Assn. and partici- 
pating banks and finance companies. 
I suggest you avoid being stampeded 
into forsaking the sound business 
principles which have aided you in the 
past. Don’t over-extend your credit 
and don’t over-extend credit to your 
customers. Don’t relax your good 
judgment for the sake of volume busi- 
ness or you may lose your balance.” 


Award Winner 





F. ERNEST KIRK (right), manager of 
Hotpoint’s heating unit division, is con- 
gratulated by vice-president J. C. Sharp 
on his receiving the Charles A. Coffin 


award for his design of the raisable 
Calrod unit which is now standard equip- 
ment on Hotpoint’s top range. The award 
was established in 1923 in tribute to 
G-E’s first president. 


1948—ELECTRICAL MERCHANDISING 











Dealers, coast to coast, agree it’s the... 


| | 
\i 


D 


New, 


COMPLETE ENTERTAINMENT CENTER 
4 great services in 1 great instrument 


@ Out-demonstrates, out-performs anything your cus- 
tomers have seen anywhere in town. Television’s bright- 
test picture. 2 times brighter! Sharper! Easier on the 
eyes! The finest FM radio. The best in standard radio, 
too. No phonograph performance to top it. One audition 
of the famous G-E Electronic Reproducer clinches this 
point. Fine cabinetry speaks for itself. Model 802. 


DOTA 
yLIGH 


7 TELEVISION 


Es the most skeptical retailers are convinced! Here is the greatest 
advance in television today. Now you can show television two times 
brighter than anything your prospects have ever seen before. Clearer! 
Sharper! It’s the only kind of television you can display to full advantage 
right out in broad daylight. A terrific “stopper” in your window. 

Not until now—not until General Electric developed this new way to 
brighten the picture—could you offer your customers the vivid, realistic 
reception they rightfully expect. For full details on G-E Daylight Television, 
call your G-E radio and television distributor or write General Electric 
Company, Receiver Division, Electronics Park, Syracuse, New York. 


G.E. launches Daylight Television with a walloping big promotion! 


Full-page newspaper ads... 


Month after month, right in your market. 
Big-sock traffic builders. A prepaid push 
that opens your front door for business. 


Big TV news program on NBE 
network ..: 


Every Friday night just before the boxing 
bouts G-E Daylight Television sponsors 
the popular NBC Newsreel. Preferred time 
— preferred program with commercials that 
show G-E television receivers in action. 


Full-pages in LIFE... 


Every month—26 million readers. Atten- 
tion-getting ads that bring the best pros- 
pects into your store for a demonstration. 


Complete dealer promotion 
material... 


Everything you need to tie in with the big 
national push. Complete ad mat service. 
Window displays. Counter displays. Over- 
wire pennants. Mailing pieces. Radio com- 
mercials. Sales training. 


Call your G-E Radio and Television Distributor and order your promotion material at once! 


GIANT SCREEN TELEVISION 


@ For the prospect who is big- 
audience minded. The screen is 
18" x 24"—3 square feet in area. 
Schmidt Optical System projec- 
tion. Plus G-E natural tone radio 
—standard, FM, and short-wave. 
Plus automatic phonograph with 
the amazing G-E Electronic Re- 
producer. Model 901. 
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G-E TABLE TELEVISION 


New — Popular Priced! 

@ Rated the smartest looking 
table television receiver on the 
market. Sharp, clear pictures on 
10" direct-view tube. All 13 U. S. 
television channels, each factory 
pre-tuned. Plus superb FM and 
standard radio. Moderate price. 
Model 803. 
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Shimmering 


STAINLESS 
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Now P 


graved, polished to a luster symbolizing true 


in beautiful stainless steel... richly en- 


LIFE-TIME / 
SERVICE \ 


member in the Vaculator family of Americ as \ 


heirloom quality. Here it is...a brilliant new 


finest coffee makers * * And being of stain- ’ J \ 


less steel, HEIRLOOM is as durable and Fd \ 


\* 


PROUDEST 


everlasting as the finest steel can be ** © 
originated by Vaculator. ee HEIRLOOM 
brews the finest, most delicious coffee... 


clear in color eee matchless in flavor. .-for » 





Vaculator “bubbles coffee, never boils it” 
* * Yes, the proudest name in coffee mak- 
ers has produced another hit. NOW it's 
HEIRLOOM... ANOTHER reason why 
Vaculator SELLS and SELLS and SELLS! 


NAME IN 
COFFEE 
MAKERS \™ 
BEAUTIFULLY GIFT BOXED ¥% & * 
Wy, / To * * VS 
CHICAGO 6, U.S.A. 
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A MODEL of Syivania’s new research center at Bayside, N. Y., is explained to com- 


pany and civic officials by vice-president E. Finley Carter after recent groundbreaking 
for the new physics laboratory. Left to right: Robert F. Wagner, Jr., chairman of New 
York City planning commission; Don G. Mitchell, Sylvania president; Robert Moses, 
New York construction coordinator; Walter E. Poor, Sylvania board chairman; 
Maurice A. Fitzgerald, commissioner of borough works, Queens; and Mr. Carter. 





Westinghouse Radios 
Boomed in 177 Papers 


A million dollar newspaper cam- 
paign using 177 newspapers in 159 
cities representing 80 percent of the 
retail purchasing power of the United 
States has been launched to spearhead 
the 1948 advertising and promotion 
program of the Westinghouse Radio 
Division, Sunbury, Pa. 

The primary campaign started Jan- 
uary 29 with a full schedule of 1200 
and 840 line advertisements featuring 
the Duo and Consolette radio phono- 
graph combinations. The 1200 line 
advertisement will be used in larger 
cities, the 840 line in smaller ones. 


Flexibility and Frequency 


The keynote of the newspaper pro- 
motion is flexibility, frequency, and 
impact in key markets. Although a 
series of five promotions have been 
arranged for the first half of this year 
distributors can place prepared copy 
on any Westinghouse radio best suited 
to the market at a given time. For 
example, nation-wide advertisements 
will be run every two and a half 
weeks, but on a given day portables 
may be featured in Florida, consoles 
in Chicago, and Duos in New York. 

In addition to the primary campaign, 
100 line dealer copy has been readied 
for dealer tie-in advertisements, and 
special window displays, folders, book- 
lets, and other point-of-sale aids have 
been prepared to tie in with the pro- 
motion, which will feature a magician 
as a continuity and identity symbol. 


Sayre Cites Growth 
in Southern Buying 


Buying power in the South has in- 
creased in greater proportion than in 
any other section of the country, Jud- 
son S. Sayre, president of Bendix 
Home Appliances, Inc., told more than 
40 southeastern distributors who met 
recently in Atlanta at the Charles S. 
Martin Distributing Co. 

People in the South, Mr. Sayre said, 
are able to buy and are buying more 
and better goods than ever before. 
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“I believe this market will continue 
its important growth,” he declared. 
He pointed out that before the war the 
South accounted for about three per- 
cent of Bendix’s annual sales and that 
it now accounts for eight to 10 per- 
cent. 

Speaking of future conditions, Mr. 
Sayre said that he expects a lot of 
“war-baby” producers will fall by the 
wayside as production of nationally 
advertised appliances increases. He 
expects normal conditions to return 
by summer with more and better mer- 
chandise for sale, but sees no reason 
for a business slump this year. 


Universal Allots $1,500,000 
to 1948 Promotional Budget 


Landers, Frary and Clark, manufac- 
turer of Universal appliances, has an- 
nounced that during 1948 it will spend 
over a million dollars in national, 
trade and newspaper advertising and 
an additional half million in point-of- 
sales promotion and participation in 
radio shows to promote its ranges, 
water heaters, vacuum cleaners, small 
appliances, and housewares. 

W. J. Cashman, director of pro- 
motion, publicity and advertising said 
that this program differs from former 
efforts in that “a greater portion of 
Universal’s advertising dollars will be 
directed at the point of sale.” 


Ad Schedules 


National advertising schedules in- 
clude space in 23 magazines which will 
deliver 320,000,000 consumer messages. 
These magazines include Life, Satur- 
day Evening Post, Look, Collier's, 
Good Housekeeping, McCall’s, Ladies 
Home Journal, Woman’s Home Com- 
panion, Household, Better Homes and 
Gardens, American Home, House 
Beautiful, and others. 

Five major campaigns which will 
highlight advertising and promotional 
activities during the first half of the 
year will be built around the Ban- 
tam Range, the Universal upright 
cleaner and the tank type cleaner, the 
automatic Coffeematic, the Beam-O- 
Lite iron, and the complete line of 
non-electric products. 
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61000000 
calls 








on your water heater prospeo® 


National advertising gets local 
results the way Duo-Therm does it! 
Duo-Therm’s water heater advertising will talk to 61,000,000 
prospects in 1948. 

These are the magazines we will reach them through: The 
Saturday Evening Post, American Home, Better Homes & Gardens, 
Holland’s, Pathfinder, Farm Journal, Country Gentleman, and 
Progressive Farmer. 

Where Do You Come In? 

By planning our national advertising to do a local job, we're 
reaching your best prospects as accurately as we could were we to 
buy space in your home town papers. Here’s just one example: 

St. Joseph County, Indiana 
is typical. And Duo-Therm dealers in this county will get the 
benefit of 89,424 calls on a pre-selected audience of above-average 
families. Thus of all the families in St. Joseph County, this adver- 
tising reaches the 49% which are the best water heater prospects. 
Your local coverage may be even better! 

How to get Maximum Results 

Make follow-up calls on your prospects by advertising in your 
local papers. 

Duo-Therm’s ad-mat service supplies you with ready-made 
retail ads. Order them from your distributor. Identify your store 
as local headquarters for Duo-Therm, too, by using Duo-Therm’s 
display material and mailing pieces. 

Duo-Therm Furnaces and Space Heaters ? 
We've planned our national advertising for these products to do 
an equally good local job for you. 

And—with the addition of the new Duo-Therm GAS Water 
Heaters you'll have more to offer your customers in ’48 than ever 
before. 

So feature Duo-Therm and feature the leader. You’ve a date 
with bigger and better profits when you do. 


..there’s always something doing at 


Dvo-Therm 


Always the Leader 


Division of Motor Wheel Corp., Lansing 3, Michigan 





AUTOMATIC GAS AND FUEL OIL WATER HEATERS 
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Facts to know before you buy 


an automatic 


1. The thrifty fuels are gas and fuel 
oil. Choose the one that offers you 
the most economy and convenience 
in your area: Then pick your Duo- 
Therm Automatic Water Heater 
the gas or fuel oil model! The new 
Gas Duo-Therm burns all types of 
gas including LP. 


2. The burner is the “heert™ of 
your heater. Make sure it's sturdily 
yet simply built burns a clean, 
full-bodied flame and is thrifty 
with fuel. Easiest way to make 
sure of all 3 is to make sure it’s a 
Duo-Therm exclusive-design Burn- 
er—the Dual-Chamber for fuel oil, 
the Equaflame for gas 


3. First costs erent fine! costs. 
Efficiency and maintenance deter- 
mine the real economy of a water 
heater. And that’s where Duo- 
Therm shines! Its vertical flue 
fuel oil or gas models) gets more 
heat out of your fuel —eliminates 
coils that can clog and rust out to 
run up repairs 


water heater 


4. Controls should be right 3 weys: 
1. Accessible. 2. Easy to operate. 
3. Dependable. You get all three in 
Duo-Therm! The finest controls 
money can buy. So utterly auto- 
matic they almost “think” for you! 
5. Water capacity isn't the only 
measure. Make sure the heater 
replaces hot water fast. Duo-Therm 
does. No waiting for hot water 
even on wash-day! 

6. There's plenty in « neme. 
Plenty of water heater “know-how” 
when the name is Duo-Therm— 
pioneers of the automatic fuel oil 
water heater originators of 
revolutionary improvements in 
modern heating equipment. It's 
your assurance of years of trouble- 
free service at a saving 

Free illustrated cotolog gives you 
the complete story on Duo-Therm! 


10-Therm's 
handsome modern design! Mail 


In Gas and Fuel Oil Water Heaters it’s 


DUOTHERM 


Alweoys The leoder 











FUEL OIL SPACE 


HEATERS 


Fatt—i2 race 
ovO.THEaMm 
CATALOG, SEND 
COUPON TODAY City 























FUEL OIL FURNACES 
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its Bright Star 


nationally advertised to millions in leading publications 
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_ Counter display pro : 

* chrome finished metal cases motes 24 Bright Star | 
* dramatically colorful plastics —cases eis <7 . 
withstand severest climatic tests specifications by 30% | 

» 3-way, lock and removable switches; qrenenenpieteneete, = 





bulb shock absorbers 


RIGHT STA 


unit no. 
2160 





Six No. 216 two - cell 
chrome finished spot- 
lights on 2 colorful 
easel display packages. 
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BRIGHT STAR BATTERY CO., Clifton, N.J. + branch offices: Chicago and San Francisco 
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Windows on the Silex World 





JUDGES 





in the recent two-month Silex window display contest picked this entry 


of the Philadelphia Electric Co., designed by W. Gilbert Brown, as the best depart- 
ment and general store classification and therefore winner of the $500 first prize. 





WINNER of the Hardware and appliance store classification was this design of 
Byron Rasmussen, Belle City Hardware Co., Racine, Wis., which also won $500 
Second and third prizes of $250 and $125 each were also awarded in each classification, 
plus 50 honorable mention prizes of $25 





RMA Protests License 
Proposal; Outlines Plan 


RM Sitic toa sed New 
York City ordinance to license all 
radio technicians was voiced by RMA 
Executive Vice President 3ond 
Geddes and General Counsel John W. 
Van Allen at a conference Tuesday, 


Feb. 10, in the assembly room of the 
Commerce and Industry Association 
of New York, New York City. 

At the same time RMA officials out- 
lined the industry plan for curtailing 
abuses in radio servicing as adopted 
by the RMA Board of Directors. 

[The New York conference was 
called by a committee appointed by 
City Councilman Stanley M. Isaacs, 
author of the proposed licensing bill. 

Details of the industry plan for 
directing radio set owners to author- 
ized servicemen for repairs were dis- 
closed in a letter to all RMA set 
manufacturers. The recommendation, 
proposed by the RMA service com- 
mittee, is that manufacturers, their 
distributors, and dealers, urge the pub- 
lic by advertising and other means to 
patronize manufacturers’ authorized 


sales and service agencies when their 
receivers need repairs 
Immediate action by your con 


with your representative in the 


York City area is asked because 
the New York municipal ordinance 
roposed to license all radio te 
nicians, including those of manuta 


turers in that area”, Mr. Geddes said 


in a letter to all RMA set manut 


“The recommendations of the RMA 
service committee, in the industry pr 
gram, also urge display by radi 
dealers of signs or plaques signifyi 
their appointment as ‘authorized’ 
franchise—service agencies, and tl 
instruction books supplied by manu- 
facturers instruct the consumer to co 
tact his authorized dealer for service 

RMA also, in cooperation with other 
manufacturer and distributor orga 
tions represented on the Radio Part 
Industry Coordinating Committee, is 
sponsoring a plan for five Town Meet 
ings of Radio Technicians to be held 
within a year in as many cities over the 
country. These clinics for radio serv 
icemen will follow the pattern de 
veloped at the first Town Meeting held 
in January in Philadelphia. 
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MODEL 1524 MAHOGANY 


of MODEL 1825 WALNUT 
“ A PRICELESS PLEDGE 


OF QUALITY! 


Bendix Radio, first choice of 
the airlines, protects you when 
you buy as when you fly with 

matchless Aviation Quality. 


coat Oe. % 


of With Feature Ff Here’s the console-combination that’s making sales news 
nce (A Wes: and records wherever it appears! True to the Bendix 
Sell CNS: Radio tradition of selling a sales leader at every price 


level, this top value takes top honors at the top level. And 





aid 


Only Bendix Radio-phonographs combine it’s no wonder, when you go through the list of out- 

ot thnae ediemaemnnte standing features all combined in one magnificent set. 

They’re features that are difficult to match —literally, fea- 

MA Hush-O-Matic . . . Swing-A-Door automatic record player tures that sell themselves! No wonder Bendix Radio 
. Phantom Dial . . . New Phantom Grille . . . Bendix 


dealers are congratulating themselves on having the finest 
franchise in the market! 


E A line of leaders af Frice Level / 


Advance Engineered Ratio Detector FM circuit... True 
furniture styling . . . Aviation Quality. 








ther BENDIX RADIO DIVISION of 

oa BALTIMORE 4, MARYLAND 
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NO SCUM...NO SCALE...WNO DIRTY LINT 


EVEN 


IN THE HARDEST WATER! 








vou CAN LICK ANY W 
iN ANY AUTOMAT 


UNDER ANY WASHIN 





1c WASHING MACHINE 
G CONDITIONS WITH 


superFUN Te) APTHETIC _— 


This entirely NEW combination of soap, synthetic deter- 


gent and water conditioner prevents all washability problems .. . keeps 


washer profits in your pocket by cutting service costs . . . builds extra 


profits in repeat business from satisfied customers! 


YOU CAN‘T BEAT CLEAN FUN! 
YOU CAN PROVE IT — MAIL COUPON 


{ ESSENTIAL CHEMICALS COMPANY, 744 N. 4th St., Milwaukee 3, Wisconsin 
Send at once FREE Sample of FUN Soapthetic 


Name 
Firm 
Address 
City 


[ype of Washer 


| 


i 


} Dealer 
Distributor 
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| ard, Ky. 


| Levy of 
| Omaha, Nebraska, as an outstanding 


| Joseph H. 


| distributors: L. 





“WHEN YOU TELL them the price is $595—they whistle,” Frank Mitchell, national 
sales manager for the Frostair Duplex Refrigerator Division, General Tire & Rubber 
Co. and Liquid Carbonic Co., told 150 dealers at the organization’s recent and first 
West Coast meeting in San Fancisco. He told the dealers that their job is to convince 


customers that “Frostair is the best dollar-for-dollar value on the market.” 


The 


meeting was arranged by the Dalco Appliance Co., Frostair distributor. 





Philco Presents Sales 
Awards at Convention 


At the conclusion of the most suc- 


| cessful year in the history of Philco 


Corp. and its nationwide distributor 
organization, John M. Otter, general 
sales manager, presented awards to 
company’s outstanding division 
managers, district representatives and 
distributors at the Philco national sales 
convention in Palm Beach, Florida. 
Winner of the President’s Cup, do- 
nated by John Ballantyne, president, 


| to the distributor with the best sales 


record on all products was Pruner 
Phelps, Sterling Hardware Co., Haz- 
Phelps also won the Radio 
Cup, presented by Fred Ogilby, sales 
manager of the corporation’s radio di- 
vision, for the distributor furthest 
above quota in selling radio sets and 
radio-phonographs 

A special went to Morris 
Appliance Co., 


award 
General 


wholesaler. The Vice-President’s Cup, 


| donated by James H. Carmine, vice- 
| president in charge of distribution, and 


John F. Gilligan, advertising manager, 
for excellence in advertising, went to 
Burke, J. H. Burke Co., 
3oston, Mass. 

Divisional honors for sales leader- 


| ship in wholesale distribution among 
| the company’s ten sales divisions were 


awarded by Mr. Otter to the following 
R. Schneider, Potts- 


ville, Pa.; Harry Lawson, Dixie Ap- 


| pliance Co., Bluefield, W. Va.; John 


Utterback, Utterback Gleason Co., 
Bangor, Me.; Pruner Phelps, Sterling 


| Hardware Co., Hazard, Ky.; Earle 


Rogers, Earle Rogers Co., Wheeling, 
W. Va.; E. J. Gustafson, E. J. Gustaf- 
son Co., Sioux Falls, S. D.; Carl 
Merkel, Merkel Brothers Hardware 
Co., Inc., Quincy, Ill.; Glenn Frazer, 
Southwestern Appliance Co.,, Ama- 
rillo, Tex.; Earl Crawford, Electric 
Sales & Appliances, Inc., Miami, Fla. ; 
Ralph Drew, Delvin-Drew Co, 
Fresno, Cal. 


California Housewares Show 
To Have National Scope 


Announcement that the first Cali- 
fornia Housewares and Toy Show 


APRIL 1, 


will be staged at Los Angeles in April, 
1949, has come from George Pascal, 
manager of the trade and commerce 
department of the Los Angeles Cham- 
ber of Commerce and its affiliate, the 
Los Angeles Trade Fair, Inc., sponsor 
of the event. 

The show has been set forward to 
1949 in order to provide adequate time 
to prepare a show meriting national 
attendance. “Creation of this show 
marks another step in our campaign 
to help broaden and diversify the 
industrial base of the Los Angeles 
metropolitan area,” said E. H. Sager, 
western divisional manager of Cory 
Corp., who has been appointed general 
show chairman. 

Woody Klingborg, manager of 
several Chamber of Commerce spon- 
sored shows, has been named manager 
of the Southern California event. 


Cold Fact 


A GRAPHIC DEMONSTRATION of 
the cooling power of Westinghouse’s new 
two hp. air conditioning compressor is 
staged at the company’s Sturtevant 
plant in Boston. The machine produces 
daily as much cold as the two tons of 
ice shown with it. Watching are, left to 
right: J. G. Stewart, Stewart Distributing 
Co.; E. C. Carlson, Carlson Electric Co.; 
D. E. Hallock, superintendent of Air 
Conditioning order service for Westing- 
house; and Bernard E. Tiltz, Tiltz Air 
Conditioning Corp. 
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Typical insulators produced by Alsimag 
ot very low cost 


IN SOME INSTANCES 


LSS 


TRADE MARK REGISTERED U S. PATENT OFFICE 


INSULATORS ARE 





lowest in cost 


Some types of insulators can be produced by Alsimag at 
very low cost. Our files show many instances where Alsimag 
insulators are used simply because they are the lowest cost 
insulators that will do the job. 

This comes as a surprise to many engineers and purchas- 
ing agents. They know that Alsimag materials are expensive, 
that Alsimag parts have dimensional accuracy and uniformity 
which facilitates assembly, that Alsimag has great mechanical 
strength, permanent rigidity, that it will not char or form 
electrical conduction paths and that it has a far greater 
dielectric efficiency than most insulating materials. There- 
fore it is natural that they would think that Alsimag compo- 
nents would be more expensive...However, in some instances, 
the greater cost of the Alsimag materials is more than offset 












by production savings. Certain sizes and designs, usually small 
and relatively simple shapes, are produced in quantity on 
automatic production equipment at such low production cost 
that the final price is highly competitive. Many materials com- 
monly regarded as ‘‘cheap"’ are actually more expensive in 
first cost because those cheap materials do not lend them- 
selves to economical manufacturing processes. 

This advertisement is not an announcement of ‘‘bargain' 
prices. The Alsimag price structure remains unchanged. It is 
simply a statement of fact and an invitation to submit your 
insulator problems to Alsimag for cost and design analysis. 
You may be surprised to find Alsimag production efficiency 
enables you to buy superior insulators at a price competitive 
with materials which you have always thought of as “cheap.” 


AMERICAN LAVA CORPORATION 


46TH , & & © 


ER Aeegrs 


CHATTANOOGA 5, TENNESSEE 


SALES OFFICES: ST. LOUIS, MO., R. H. Geiser, Tel: Garfield 4959 « CAMBRIDGE, MASS., J. F. Morse, Tel: Kirkland 4498 ¢ NEWARK, N.J., J. H. Mills, Tel. Mitchell 2-8159 © PHILADELPHIA, 
6. J. McDowell, Tel: Stevenson 4-2823 © CHICAGO, W. E Glasby, Tel Central 1721 © SAN FRANCISCO, F. $. Hurst, Tel. Douglas 2464 © LOS ANGELES, L. W. Thompson, Tel: Mutual 9076 
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Buy from a Herman Nel- 
son Distributor like Fox 
Electric Company of 
Elgin, Illinois. 


T™ partnership between Herman Nelson and its carefully selected 
Distributors like Fox Electric Company of Elgin, Illinois, assures 


you prompt delivery of quality products as well as profitable mer- 


chandising cooperation. 


Herman Nelson heating and ventilating products have produced 
superior results since 1906. Literature and sales promotion campaigns 
provided by The Herman Nelson Corporation have produced pro- 


fitable sales for dealers and contractors throughout the country. 


Herman Nelson Distributors meet your requirements promptly from 


stock for both equipment and installation materials. Members of 


service. 


Contact the nearest Herman Nelson Distributor when you need 





E. E. Hasselquist, President 
Fox Electric Company 


their sales and engineering departments are available for immediate 


prompt delivery of quality heating and ventilating equipment. 


Herman Nelson 
Belt Drive 
Propeller Fans 


Part of Herman Nelson's 


QUALITY LINE 


of Heating and 
Ventilating Equipment 





Herman Nelson 
Direct Drive 
Propeller Fans 
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Model CA 
Fans 


THE HERMAN NELSON CORPORATION 


Since 1906 Manufacturers of Quality Heating and Ventilating Equipment 


ILLINOIS 











Herman Nelson 


MOLINE, 





40 Percent of Women 
Make Own Clothes 


Since we are a nation based on sta- 
tistics, our government takes time out 
to report that only three out of every 
five American women buy ready made 
house dresses, and only four out of 
five buy ready made street dresses. 

A survey of 1,782 women, aged 16 
to 65, made by the Bureau of Agricul- 
tural Economics was then applied to 
the nation’s 45 million women of that 
age group. The survey made in 1946 
disclosed that these home dressmakers 
felt they get a better fit and save 
money by making these clothes them- 
selves. Now that both yard goods 
and manufactured clothing have ad- 
vanced in price, the sale of sewing 
machines has boomed. 


Consumer's Preference Survey 


“A consumer preference” survey 
brought out other interesting figures. 

On winter nightgowns and pajamas, 
half of the nation’s women buy ready- 
made nightgowns, one-fourth buy paja- 
mas. One-fourth make their own 
or use other articles of clothing to 
sleep in. 

On house dresses, 27,000,000 women 
buy them ready made; 12,000,000 
make their own or have them made: 
1,000,000 receive them as gifts; 3,000,- 
000 wear old street dresses; 1,000,000 
wear slacks; 1,000,000 wear house- 
coats, uniforms or other garments. 

Checking on summer street dresses, 
it was estimated 36,000,000 women 
buy them ready made; 7,000,000 make 
or have them made; 1,000,000 receive 
them as gifts, and another million get 
along without buying them ready made. 
For one-piece winter street dresses. 
35,000,000 women buy them, 5,000,000 
make them or have them made, 1 
million receive them ‘as gifts, and 
4,000,000 get along without “store 
clothes.” 

So, all in all, it looks like the sew- 


ing machine is here to stay 


Fan Makers Elect 
Wasson ‘48 President 


At the 3lst annual meeting of the 
National Assn. of Fan Manufacturers 
held at Buffalo, N. Y., recently, R. A. 


Signed Up for Sales 









Wasson, vice-president and general 
manager of the Clarage Fan Co., was 
elected president. T. J. Flanagan, 
president of Garden City Fan Co., 
Chicago, was named vice-president, and 
L. O. Monroe secretary-treasurer. 


“Good To Be Home,” 
Say Ex-Working Wives 


Yes, it’s good to get back in the 
harness at home, is the consensus of 
opinion of those housewives inter- 
viewed in a recent survey in Detroit. 
These married women who worked in 
factories during the war and now are 
back to their cooking and mending 
say, without exception, that they 
would rather have a 16-hour shift at 
home than eight hours on the assembly 
line. At first they were fascinated by 
the novelty of having their own money 
and meeting people. However, it 
wasn’t long before they yearned for 
home and began worrying about the 
children. 

Says Mrs. Mary Jane Moll, 23 
years a wife and six times a mother, 
who worked two years in a plant, 
“I met some fine people, and I liked 
the money which enabled me to buy 
a lot of things for our home. But I 
think my children grew away from 
me just a bit, and nothing could com- 
pensate for that loss. My midnight 
to 8 a.m. shift only allowed me to see 
my husband and children about an 
hour in the morning.” 

Mrs. Wilda Hoppe is another house- 
wife happy to be home and to leave 
her husband, a tool and die maker, 
to the factory work. “Not that house- 
work is easier,” said Mrs. Hoppe, 
“but you can see the results of your 
efforts more readily at home.” 

Mrs. Marian Leake, the mother of 
two teen-agers, worked seven months 
on an assembly line, but she says she 
gets a bigger thrill out of a freshly 
mopped floor than she did helping to 
make airplanes. 

Mrs. Josephine Hazel, mother of 
three children, said “Three years in 
a factory convinced me that outside 
work and housework don’t mix, and 
I'd rather have housework.” 

Mrs. Betty Farley, another house- 
wife, says that housewifery can be a 
lively and interesting occupation, and 
she should know, having spent 28 
years at it. 















RECORD FANS thronged the downtown Brooklyn unit of Times Square Stores Corp. 
to get George Jessel’s name on his new record album. All 19 stores of the chain 
benefited from Mr. Jessel’s appearance in only one outlet, the company said. 
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MT. VERNON. FM-AM-phono. For 
all who want 18th Century design, 
in rich mahogany with dimensional 
bronze grille. Automatic record 
changer. Dual matched-tone PM 
dynamic speakers. 


X 
XXX} 
4 
WY 
XX 





PALM SPRINGS. FM-AM-phono. 
The same finely balanced set as 
**Manhattan,”’ style-proportioned in 
beautiful blond mahogany for the 
‘*new-look”’ room. Dual matched- 
tone PM dynamic speakers. 


HOLLYWOOD. FM-AM-phono. 
Rich walnut in the smart contem- 
porary style, including pull-out 
automatic phonograph. A really 
great quality value! 





Stewart -Warner 


New “American Group” Combinations 





MANHATTAN. FM-AM- 
phono. Rich mahogany styled 
for modern appeal. Intermix 
record changer. Dual matched- 
tone PM dynamic speakers. All 
new Stewart-Warner features! 








American in name! ALL-American in 
complete performance! 


These new and finer Stewart-Warner con- 
soles, in tune with 1948, give you the biggest 
selling point of the year: complete AM-FM- 
phonograph performance. 


And wrapped up in as handsome a choice of 
cabinets as Stewart-Warner has ever had!— 
cabinets that are the right size for today, 
style-proportioned for today’s home. 


This spring, FM is booming as never before... 
with more stations, more popular programs, 
more people who want to hear it. 


Stewart-Warner gives you FM in every 
console, plus AM, plus automatic radio- 
phonograph. 


And more than that: Stewart-Warner backs 
you up with 28 stunning 4-color national 
advertisements that sell the whole all- 
American line! 


Stewart -Warner 


FM RADIOS AM * RADIO-PHONOGRAPHS ® TELEVISION 


cHIcCAGOo14 SS | a ILLINOIS 
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G-E PLASTICS 
LIGHTING DIFFUSERS 


@ Give these General Electric plastics 
lighting shades and reflectors a chance 
to shine for you. Get your free 

sales promotion kit—then set up a 
sparkling counter full and watch 

the customers stop and buy! 

General Electric—a name to depend on 
for good lighting—brings you sales 
features galore in these modern lightweight 
plastics diffusers. Easy to clean and install, 
they resist breakage, give extra safety 
in homes with children, cast an even light 
to eliminate glare and eyestrain. And 
their smart appearance adds good looks 
to any lamp or fixture, old or new. 

You'll stock more G-E plastics diffusers 
in Jess space—and save on breakage, too! 
Order all you need; get immediate 
delivery. Send for free sales promotion kit 
and free catalogue of available styles. 

Clip and mail the coupon today! 
Plastics Division, Chemical Department, 
General Electric Company, Pittsfield, Mass. 


GENERAL @ ELECTRIC 


CD-48-E1 


Plastics Division (Z-4), Chemical Department /}r> 
General Electric Company, . 
1 Plastics Avenue, Pittsfield, Mass. 





tics for Light Conditioning,” and 
latest price listings on G-E plastics 
lighting diffusers. ; 

Send me the free sales-help kit. 
Name 

Firm 

Address 

City State 
Please indicate type of firm, such as manufacturer, wholesaler, o retailer 
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New AM-FM Combinations 
Previewed In Chicago 


The Pilot Radio Corp., of Long 
Island City, gave the Windy City a 
look at its new line of seven models 
of AM-FM radio phonograph-combi- 
nations recently for the first showing 
in the Midwest. All models have auto- 
matic record changer which permits 
intermixing of 10 and 12-in. records, 
One model features 12-in. speaker, 13 
tubes, in bleached mahogany, and ma- 
hogany in moderne. This may also be 
had in the mahogany Georgian with 
the same features. Another, Chinese 
modern in mahogany and bleached 
mahogany, will have 15 tubes; a 
Credenza model, something new, has 
15 tubes, dual speaker with space for 
24 record albums; a Swedish moderne 
model with 18 tube chassis, also 
features short wave band. Spring de- 
livery is anticipated. 

These combinations are in the higher 
priced brackets, $495 to $650 average, 
and will be distributed by semi-ex- 
clusive franchise to dealers in re- 
stricted areas, averaging one dealer for 
each town of 100,000 or under. The 
Pilot Corp. also issues 34 albums of 
high fidelity records in the light 
classics only. 





Santa, Come Back! 
We're All Going Broke 


According to government econ- 
omists the amount of money in the 
hands of the public has dropped 
by more than a billion dollars since 
Christmas. This is the sharpest 
drop of the kind to occur in so 
short a period. A fall of $125,000,- 
000 during one week in late Janu- 
ary was reported of money in cir- 
culation. That left the total amount 
in the hands of the public $18,086,- 
000,000, which is $179,000,000 less 
than the amount outstanding at the 
same time last year. This is in 
spite of a big rise in current em- 
ployment, wage rates, production 
and prices—all factors which nor- 
mally increase circulating money. 

Government officials said it may 
indicate that rising costs of living 
are forcing people to take money 
from hiding places, bureau drawers, 
mattresses, socks, etc., for current 
spending needs. 











Disposall Subject of 
Hotpoint Field Meetings 


Distributors and dealers all over the 
country are being informed of the 
merchandising qualities of the Dis- 
posall, Hotpoint’s garbage grinder- 
upper, in a series of field meetings, it 
was announced recently by L. C. 
Truesdell, vice-president of marketing. 
Mr. Truesdell said that the appliance, 
heretofore often regarded as difficult 
to display, is now being manufactured 
in quantities which are sufficient to 
merit advanced selling techniques. The 
company is emphasizing the prominent 
display of the unit along with other ap- 
pliances which have already established 
a high degree of consumer acceptance. 
Three methods of selling the Disposal 
to casual shoppers in appliance stores 
are recommended by the company. 
They are: use, display, and demon- 
stration. 
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' | Makes all others 
‘| obsolete! 





a Dependable heat control . . . provides 
1as proper temperature for any fabric. 
a Bakelite handle...sculptured to fit hand, 
Iso undersection to protect fingers from heat. 
de- 

Reversible cord... rated 10,000 cycle; 
~~ especially convenient for left-handers. 
CX- 
re- 
for 
he 
| of 
ight 















> 
on- Ventilating deck ... deflects heat, keeps 
th : 
~* the handle and a woman's hand cool even 
nce after hours of ironing at high heat. 
est ° 
so Only TipToe has the patented, exclusive hinged soleplate 
0,- 
nu- that gives a woman a large iron and a small iron in the same iron! 
cif- 
unt ... Tip the handle forward gently, and four-fifths of the 
86,- ; , 
less soleplate angles off the fabric surface, removes the risk of 
the 
| in scorching ... while the Toe is used by itself, as a small iron for 
em- . . 
tion tucks, folds, ruffles—all the details that are tedious and 
nor- , : . , , 
ey. time-taking with other irons... Tip the handle back and the 
may - A ; ; 
ving whole of the extra large soleplate goes to work again! Cast-in heating elements ...one in Toe, 
oney one in main portion... moisture proof, 
aaa And TipToe has everything that every new iron has... can’t oxidize and get brittle, virtually 
, . indestructible... maintain a steady flow 
gets interest at first sight, and fan letters from users! ... And : y ; 
— of heat that dries and smoothes fabric 
returns a $6-plus profit that makes it worth stocking, showing, with no pressure and fewer strokes. 
and selling, for any appliance dealer. 
Distribution is now national ... Impressive newspaper 
ver the advertising helped introduce TipToe in major markets. Full 
of the ° — . 
e Dis- color pages in Ladies’ Home Journal send women to TipToe 
rrinder- . ‘ . ‘ 
Sage, 8 stores... Ask your distributor for a special introductory deal 
LC ‘ , . , 
rketing. —and stock the iron that carries the major appliance profit. 
pliance, 
difficult 
factured 
cient to 
es. The e 
ominent 
gen by 
ablished 
a Made by The Yale & Towne Mfg. Co., makers of famous Y ALE locks, builders’ ; 
og hardware, materials handling equipment and other products since 1868... ... Light! 
town Empire State Building, New York City. only 3 Ibs. 
| demon- 
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SAMSON Jassdoar 


AUTOMATIC POP-UP TOASTER 


eo 


rR — 
a) = | t| 


IT’S NO ACCIDENT that the new Samson Tandem is a better 
automatic pop-up toaster . . . it was designed to be! And 



















because it’s better by design, it's better in appearance and 

performance. No other toaster can match its slim, trim beauty 
. its wealth of really new and 

practical features .. . its toasting 

superiority. That's why smart 

dealers prefer to sell it than to sell 

against it! And don't forget— 

like all Samson electrical appliances, 

the Tandem is Showboxed to Sell. 





SAMSON UNITED CORPORATION 
ROCHESTER 10,N. Y. 


Samson United of Canada, Limited, Toronto 


(eSODEYX 
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FRIGIDAIRE 
Room Conditioner 


Frigidaire Div., General Motors Corp., 
Dayton, 11, Ohio 


Device: No. SRA-50 compact window- 
type room conditioner for homes and 
offices. 

Selling Features: Provides low-cost 
cooling for rooms up to approxi- 
mately 250 sq. ft. For larger rooms 2 
or more units are recommended; 
entirely self-contained; fits any 
double-hung window from 29 to 52 
in. wide; requires only a plug-in con- 
nection; Meter-Miser refrigeratine 
unit, hermetically sealed and self-oil- 
ing; circulates clean, filtered air at 
rate of 185 cfm; cools, dehumidifies, 
ventilates; angled grilles direct air 
upward preventing direct drafts; 
cooling mechanism can be turned off 
in spring and autumn; 3-position 
switch affords room temperature 
control ; streamlined design, finished 
in bronze; 134 in. high, 26 in. wide. 
294 in. deep, projects into room only 
154 in. when installed 
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KITCHEN-KRAFT Counter 
Top 
Midwest Mfg. Co., Galesburg, III. 


Device: Kustomized Top for Kitchen- 
Kraft line of steel sink and floor 
cabinets. 
elling Features: Streamlined for use 
as well as beauty; concave back- 
splash similar to roller edge fit of 
well laid linoleum ; floor cabinets are 
butted against each other and bolted 
together; tops are joined together 
with watertight seal giving a 1-piece 
custom-built effect; beveled stain 
less steel trim. 

Electrical Merchandising, April 1, 1948. 


SIR’ CUT Can Opener 


Strong Appliance Industries, Inc., 
94 Taylor St., Danbury, Conn. 


Device: Sir’ ‘Cut self-contained elec- 


tric can opener. 


Selling Features: Opens all cans re- 


gardless of size and shape; equipped 
with 1/40 h.p. motor, a.c.-d.c., 110- 
120 volts; cast polished aluminum 
case with baked enamel color ac- 
cents; easily installed on wall by 
housewife; available in a variety of 
colors to match all kitchen color 
schemes. 
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ELECTRIKBROOM 
The Regina Corp., Rahway, N. J. 


Device: Regina FElectrikbroom. 
Selliig Features: Weighs 64 Ibs; 


plastic dirt cup, which empties like 
an ash tray is 624% larger than 
formerly; a pleated filter gives 10% 
more suction power; easy to get 
under furniture and in corners; rub- 
ber nozzle prevents marring furni- 
ture; can be used on stairway with- 
out changing attachments; hangs 
conveniently on hook in closet when 
not in use; nozzle without brush does 
every day cleaning job—wheels are 
self-adjusting for firm floor grip; 
Staticomb snaps into nozzle for ex- 
ceptionally thorough rug cleaning, 
including threads, ravelings etc; 
combination of electrostatic attrac 
tion and agitation does the job; a 
brush for use on polished wood or 
other hard surfaces is another at- 
tachment; and a dry mop for pol- 
ished floors snaps into nozzle 
opening to pick up surface dirt and 
to polish 
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CORY Knife Sharpener 


Cory Corp., 221 N. La Salle St., 
Chicago, 1, Ill. 


Device: Cory domestic electric knife 


sharpener, No. DKS. 


Selling Features: Operates on princi- 


ple of an abrasive sharpening wheel 
directly driven by a 110 volt, 60 
cycle, a.c., fan-cooled motor; sharp- 
ens every type knife—hollow-ground, 
scalloped edge, vanadium, stainless 
or other kind of steel; easy to op- 
erate, knife held lightly in hand 
with blade inserted in stainless steel 
clips which hold blade against guide 
plates which direct edge of knife 
against abrasive wheel at correct 
angle for precision sharpening ; abra- 
sive wheel operates at high speed 
3500 rpm, travelling 1000 it. per min. 
at point of contact with blade; 
sharpens only cutting edge of blade; 
white enamel case; fingertip switch; 
compact—34 x 84 x 34 in.; weighs 
3} Ibs. 
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ORLEY Freezers 


Orley Freezers, Inc., Detroit, Mich. 


Device: Orley Sixteen for large-home 


and farm use. 


Selling Features: New unit offers 16 


cu. ft. capacity in a 28 x 66 in 
floor space; Santocel insulation; 
twin-temp construction; 4-sq. ft. 
Insto-Freeze shelves for  sharp- 
freezing in right-hand section and 
sub-zero storage capacity on left; 
combination of Cold-Captor panel, 
Super-Cooler and Moisture- Miser 
effects 20% saving on operating 
cost, the manufacturer claims; auto- 
matic operation; no dials to set or 
valves to adjust; butterfly locking 
device safeguards contents; 20- 
gauge steel with spot-welded seams; 
infra-red baked white enamel fin- 
ish; chrome trim; all aluminum in- 
terior; } h.p., 110-115 volts, single 
phase a.c. condensing unit hermet- 
ically sealed in oil bath; all-alu- 
minum plate-type evaporator with 
2 Insto-Freeze shelves. 
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SUNROC Water Cooler 


The Sunroc Refrigeration Co., 
Glen Riddle, Pa. 


Device: Sunroc Super Cooler cools 


drinking water and refrigerates a 
storage compartment of 2 cu. it. 
and freezes 3 trays of ice cubes. 


Selling Features: Uses either pressure 


or bottled water; employs static con- 
denser which eliminates fan or water 
valve normally used on conventional 
water coolers; available in a choice 
of colored jackets at slight additional 
cost. 
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LITTLE KING Pulverator 


Given Mfg. Co., 3885 S. Sante Fe Ave., 
Los Angeles, Calif. 


Device: “Little King” new low priced 


garbage disposer. 


Selling Features: Has all the features 


of the Pulverator line—white ena- 
mel finish; double wall construction 
with dead air space to reduce noise; 
glyptol coating of water exposed 
surfaces; can be installed in most 
double bow] sinks without lowering 
waste line, reducing installation 
cost; Safety Drain Closure covers 
shredder compartment when unit is 
not in use and serves as a normal 
drain when center plug is up or as 
a sink stopper when in seal posi 
tion; motor assembly has simple 
turn-table with impellers attached 
to shaft of + h.p. motor; impellers 
constructed so overloading and 
shredding are controlled; cutting 
and shredding parts of Dura-Steel; 
operates by ordinary toggle switch. 
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NEW 1948 YOUNG 
WASHER PACKS A 
SALES WALLOP! 


The Young fills in a dealer's line —and fills out 
his profits. It's one wringer washer that’s styled 
for modern homes — the fastest growing on the 
market today! 

























NEW Timer 


for automatic control 
of wash-cycle! 


N EW Chrome- 


bright controls and 
trim! 


NEW Large- 


sized porcelain or 
aluminum tub! 


NEW Mirror 


finish agitator! 


of 
oe * a) ov 
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‘Good Houscheeping 
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Tubs are Thermo-sealed to keep water hot longer! 
Saves soap—gets wash whiter, brighter! 

Dependable agitator-action! 

Pumps itself dry! Never needs oiling! 

De luxe Lovell or Chamberlain wringer! 

No installation—no service worries! 

Smart table-top cabinet slips snugly between other appli- 
ances, counter-high! 


ADVERTISING! Powerful campaign continues all through 1948 in LIFE, 
GOOD HOUSEKEEPING, LADIES’ HOME JOURNAL, AMERI- 
CAN HOME, McCALL'S, WOMAN'S HOME COMPANION, 
BETTER HOMES & GARDENS, and SUNSET! 


SALES HELPS! Everything a dealer needs for turnover! Cooperative ad- 
vertising program; mats; booklets and folders; display signs that 
don't take up floor space! 


OTHER MODELS! 2 other models—including a round wringer washer 


that’s value-priced for steady sales! 


GET THE FACTS! WRITE! WIRE! PHONE! 
DISTRIBUTORS ARE FRANCHISING 
COAST-TO-COAST! 

































































WASHING MACHINES 
FALL RIVER, MASSACHUSETTS 
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ELECTRICAL 


NEW PRODUCTS 





Device: 


Se ‘ling Features: 


El 


Device: 


Selling Features: 
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JUICE-MASTER Extractors 


California Juice-Master Co., 
690 Market St., San Francisco, Calif. 


Automatic electric juice ex- 
tractors, one for vegetables and one 
ior citrus fruits. 
Designed to extract 
maximum amount of juice; strains 
every valuable element out of fruits 
and vegetables; straining of juice 
and expulsion of pulp is automatic. 
\ction of both vegetable and citrus 
juicers is similar except that in the 
vegetable juicer the entire vegetable 


or deciduous fruit is crushed 

juice, pulp and seeds drop into per 
forated metal basket, revolving 
at high speed; juice runs out 


through perforations into stainless 
steel bow! and from there flows out 

uice spout; centrifugal force pushes 
als up over rim of basket and out 
expulsion spout. 

Both models of polished aluminum 
alloy; parts that come in contact 
with juices are stainless steel; bot! 
removable for quick, easy cleaning. 
1! Merchandising, April 1, 1948 
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HOWARD Heater-Fan 


Howard Industries, Inc., 
231 S. La Salle St., Chicago, 4, Ill. 


Howard heater-fan for year- 
‘round use 


Based on new con- 
ception of air-flow principles, it dif- 
fuses heat by means of cone in the 
top; hot or ‘cold air rushes upward 
against metal cone in top of heater 
and starts radiations to all corners 
of room—a gentle ripple of wave 
motion reaches dead spots in room; 
1380 watt element, 110-125 watts; 
60-cycle a.c. motor; 7? in. fan has 
6 blades; available in 3 colors— 
copper, blue and green hammerloid 
finish ; overall height and diam. is 
104x104 in.; can be converted from 
circulating heater to circulating fan 
by simply throwing a switch. 
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Device: No. 
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Selling Features: 


APPLIANCE 


KENT Floor Conditioner 
Kent Electric Corp., Rome, N. Y. 
A-91 Kent 7-way floo: 


conditioner. 
Selling Features: Wet scrubs, waxes, 
polishes, buffs, sands, steel wools: 


streamlined, balanced design; 2 cor 
centric brushes provide balanced op- 
eration, entire weight of machine 
is directly on brushes, providing 

Ibs. per sq. in. pressure; forced- 
draft cooled, a.c.  capacitor-start 
type motor; direct drive; automatic 
switch; standard equipment includes 
a set of polishing brushes; 
equipment includes a set of polish- 
ing brushes, one scrubbing brush 
and one lambs wool buffer: large. 


deluxe 


polisher 94 in. diam; small brush 
5 in. Tampico fibers in both; brow: 
baked enamel finish; net weight 
with brushes 26 Ibs 
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SILENT BREEZE Ventilators 


Holcomb & Hoke Mfg. Co., Inc., 
Indianapolis, Ind. 


Gold Seal line home ventila- 


evice: 
tors. 
New line includes 
vertical and horizontal models ; hori 
zontal models are known as “HM” 
Fan Package which feature pancak 
design; ideal where space is limited 
and includes horizontally mounted 
Silent Breeze Gold Seal ventilating 
fan; new-type built-in suction cham 
ber; automatic ceiling shutters and 
motor; easy to install; complet 
assembly of unit at factory except 
for automatic time switch and cei 
ing shutter; where adequate outlet 
louvers are present HM Fan Pack 
age is installed by cutting hole in 
attic floor to accommodate automatic 
outlet shutter, installing shutter and 
adjusting tension, placing suction 
chamber in which fan is alread 
assembled and completing wiring 

Horizontal units available in 5 
models ranging in @apacities from 
4200 to 10,000 cfm; vertical units i 
9 models with capacities from 4200 
to 19,900 cfm, and are available for 
sidewall or suction plenum installa- 
tion. 
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Why more Frigidaires 
serve in more American Homes 
than any other refrigerator 

















Success of Frigidaire Dealers Proves Value of Exclusiveness 








Reasons are not hard to find. Frigidaire’s 
full-market-coverage line makes it un- 
necessary to stock other brands. And 
dealers recognize all these advantages, 
that result from selling Frigidaire to the 
exclusion of all other brands. 


Less investment required. 

Faster inventory turnover. 

Fewer markdowns. 

Less showroom and warehouse space. 
Simpler showroom display. 

Better advertising and sales promotion. 


More positive, enthusiastic sales presenta- 
tions. 


Easier sales training. 


Easier service training. 


With Frigidaire Dealers enjoying so many 
advantages from being exclusive with 
Frigidaire, is it any wonder they've been 
able to do such an outstanding selling 
job that today—More Frigidaires Serve 
in More American Homes Than Any 


Other Refrigerator! 


You're twice as sure with two great names 


FRIGIDAIRE 


MADE ONLY BY 


General Motors 


Less management attention required. 
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New Canaan story about extra sales at Silliman’s 


Customers Gave Attention To $450 Items, As Well As $4.50 Ones During Promotion 
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Nearly 3 out of every 10 people who live in this area read LIFE! So it’s 
no wonder that when Silliman’s of New Canaan, Conn. put on a pro- 


motion of articles which are advertised in LIFE, they discovered that 
the tie-in “greatly accelerates the sales.” 


EVERYBODYS POINTING 
TO HOTPOINT 


First Family ‘ tT 


4 large newspaper ad announced the advertised-in-LIFE promotion. It 
listed a representative group of the 43 items which were featured during 
the push. The ad itself, as well as the displays, brought many favorable 


comments from customers. Above, a deep-freeze demonstration. 
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J. J. Harding, Merchandise Manager of 81-year-old Silliman’s, explains 
to employees (above) that the promotion is to remind people where they 
can buy the appliances which LIFE advertising has already made them 
want. Incidentally, every Silliman employee is a LIFE reader! 


James R. Barraclough (above), with Silliman’s 32 years, saw firsthan 
evidence of LIFE’s impact on buying habits in his sales book! The extr 
selling he did during the promotion made it fairly obvious that reader 
find LIFE picture-reports and LIFE advertisements exciting. 
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Customers gave attention to $450 items, as well as the $4.50 
ones during the LIFE-advertised appliance promotion at 
Silliman’s! Marjorie DeNike, Credit Manager, said, ““More 
people came into the store when we put the LIFB windows 
in,and asa result, more people have opened charge accounts.” 


“Our experience cortainly proved that LIFE-advertised mer- 
chandise pretty much sells itself, and super-salesmanship 
is not needed on these lines!” said Merchandise Manager 
Harding, after the sale. “We're going to run another one 
of these promotions, soon!’ Have you put LIFE to work 
in your appliance department, yet? 
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Use this list to put 
LIFE’s local selling power 
to work at your counters 


Here is a list of appliance-store items to be ADVERTISED IN LIFE during April 


MAJOR APPLIANCES 
5 American Gas Association—page 

A. O. Smith Water Heaters—!, page, c. 

. 12 Kelvinator Refrigerator—page, color 
G-E Vacuum Cleaner—page 
Rheem Water Heater—page 

. 19 Norge Refrigerator—page, color 
Sunbeam Shavemaster—page, color 
Thor Dishwasher—page, color 
Vornadofan Air Circulator—page 
Ruud Water Heater—]4 page, color 

. 26 Kelvinator Refrigerator—page, color 
Youngstown Kitchen—page, color 


SMALLER APPLIANCES 
AND HOUSEWARES 


5 Club Aluminum Cookware—page, color 
Silex—14 page, color 

- 12 Ekco Cutlery—l4 page 
Libbey Glassware—l4 page 
Forster Ideal Woodenware— 14 lines 

. 19 G-E Lamps—page, color 
Gopher Spring-Flo Faucet—)4 page, c. 
G-E Toaster—l4 page 

- 26 Cory Glass Coffee Brewer—]4 page, color 
Proctor Iron—!/, page 
Rex Cutlery—42 lines 
Forster Ideal Woodenware— 14 lines 


HOME FURNISHINGS 
5 Bigelow Carpets—spread, color 

Mohawk Carpets—page, color 
Alexander Smith Carpets—]4 page 

- 12 Cannon Sheets—page, color 
Englander Mattress—page, color 
Sealy Mattress—lA page 

. 19 Kandell Chintz—page, color 
Pacific Towels—page, color 
Pepperell Sheets—page 
Thayer Baby Carriages—l4 page 
Ostermoor Mattress—112 lines 

. 26 Cavalier Furniture—page, color 
International Furniture—page, color 
Mohawk Carpets—page, color 
Nashua Blankets—page, color 
Alexander Smith Carpets—l4 page 
Pacific Crib-Fast Sheets—l4 page 


RADIOS AND INSTRUMENTS 


Apr. 5 Lester Piano—!l4 page 


Zenith Radios—¥4 page 


Apr. 12 RCA Victor Instruments—page, color 
Philco Radios—page 
Apr. 19 Stromberg-Carlson Radios—page 
Apr. 26 G-E Radios—page, color 
RCA Victor Instruments—page, color 


RECORDS 
Apr. 19 Columbia Records—¥4 page 
Apr. 26 RCA Victor Records—page 


JEWELRY, CLOCKS AND WATCHES 
Apr. 5 Wadsworth Powder Cases—'4 page 
Apr. 12 Jacques Kreisler Circlette—page, color 
Art-carved Rings by Wood—!y page 
Westclox—l4 page 
Harvel Watches—]4 page 
Apr. 19 Keepsake Diamond Rings—page, color 
Elgin Watches—page 
Ingraham Sentinel Clocks—)4 page 
Wyler Watches—\4 page 
Apr. 26 De Beers Diamonds—page, color 
Speidel Watchbands—page, color 
Coro Jewelry—page 
Gotham Watches—]4 page 
JB Watchbands—4 page 
Wadsworth Powder Cases—'%4 page 
Omega Watches—l% page 


SILVERWARE 
Apr. 5 International Sterling—page, color 
Apr. 12 Watson Sterling—'4 page 
Apr. 19 1847 Rogers Bros.—spread, color 


CAMERA AND OPTICAL GOODS 
Apr. 5 Wollensak Lenses—'4 page 
Apr. 12 Ansco Film—page 
Bell & Howell Camera—¥4 page 
Graflex Camera—l4 page 
“*Nu-Look”’ Spectacle Frames—Y4 page 
Apr. 19 Eastman Kodak—page, color 


SPORTING GOODS 
Apr. 5 Bristol Golf Clubs—!4 page 
Rollfast Bicycles—Y4 page 
Chicago Roller Skates—¥4 page 
Apr. 12 Reliance Big Yank—l4 page 
Rollfast Roller Skates—28 lines 
Apr. 19 Rollfast Bicycles—!4 page, color 
Apr. 26 Pennsylvania Sporting Equipment— 
4 page, color 
Crown & Headlight Overalls—'4 page 
Rollfast Roller Skates—28 lines 


NOTE: Many of these LIFE advertisers have ordered LIFE merchan- 
dising helps similar to those Silliman’s finds so effective. Ask your sup- 
pliers about ADVERTISED-IN-LIFE merchandising aids! 


LIFE advertising says BUY! LIFE displays say HERE! 


ADVERTISED. 


LIFE 


LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 


NOW 26 MILLION AMERICANS READ LIFE 
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APPLIANCE 


PRODUCTS 


3800 rpm; dry-type air filter; uses 
any grade gasoline; 1 qt. capacity; 
roller-type chain drive on chain and 
sprocket assembly; double-riveted 


reel, 5 blades, 6 in. diam; & in 
shaft; 20 in. cutting width; light 
weight handle of tubular aluminum 
adjustable to height of user; direct 
connected, clutch control; automatic 
throttle; permanently lubricated 
bearings; 1 to 1} in. cutting height 
adjustment; semi-pneumatic tires; 
multi-section cast aluminum roller; 
variable, automatically yvoverned 
engine speed. 

Electrical Merchandising, April 1, 1948. 






LAU Portable Fan 
Lau Blower Co., Dayton, 7, Ohio 


a y 4 / He 
/ yy a” 4 / we Device: Lau P-18 portable fan. 


- 4 f 
a Selling Features: Can be used in any 
room of house; stands on table, 
- floor, window or transom; can also 


be placed on its back to deliver cool 


stream of air; equipped with strong 
handle; surf green enamel finish, 
chrome trim; 22-5/16 in. square 


and 7-11/16 in. deep; delivers 1800 












































reate a breeze of buying action this ol ag st ei ag > ese a 
summer by displaying Emerson-Electric Fans... special “drag” and increases air volume; 
. : . wire guard protects front of fa ee 
breezemakers for every air-moving job. Electrical Merchandising, April 1, 1948. fia ieee SS 
For '48, Emerson-Electric presents an outstanding array v LONERGAN Oil Heater 
of guaranteed fans that will command the attention of fan Lonergen Mfg. Co., Albion, Mich. 
buyers everywhere. The Emerson-Electric 1948 sales- Model: “Fireside” console oil heater. 


Selling | cutures: Large size fuel tank 
with visible tuel gauge: 2 aluminum- 
lined radiant side doors; fingertip 
dial heat control; easy-to-fill humid 
ifier; leg levelers; rectangular heat 
unit; oval burner; miniflow pilot 
uses | oil that ordinary space heat- 





promotion program will also help to make it another 
great year for Emerson-Electric Fan Retailers. 


SALES HELPS! 








ers use; Lonergan draft control; 

reverse tlow. baffles; packed unit 

blower snaps in with thumb screws 

‘ : and is located behind front grill; 

This summer, more than two models 4860 has 60.000 btu 

ten million reader-prospects capacity: model 4875, 75,000 btus. 

will be pre-sold by Emerson- NO-TRO Cord Set Electrical Merchandising, April 1, 1948. 
Electric’s ads in leading con- The Davis Mfg. Co., Plano, Ill. v 


sumer publications. Device: New No-Tro “Wrist-\ction” 





Attractive new “consumer Selling Features: Features a patented 

| nd plue which contains no wire, hence 

stoppers window a can spin, bend, turn and twist with 

counter displays, folders and iction of wrist, prolonging life of 

3 cord set: especially convenient in 

newspaper mats will focus posing tat can ae os Game Oa 

attention on the famous line of toasters, broilers, coffee makers, ete 

Emerson-Electric Fans. Spot- Electrica Ver handising, April l, 1948. 
light your store as ‘“‘Headquar- v 


ters for Summer Comfort.” 


Write for Your 1948 Fan 
Catalog No. D-21. 


The EMERSON ELECTRIC MFG. CO. 
St. Louis 21, Mo. 


EMERSON “25 ELECTRIC 


MOTORS FANS —IE— —— APPLIANCES 


JETRONIC Oil Burner 


Consolidated Industries Inc., 
Lafayette, Ind 


Device: Jetronic home oil burner No 
JB6-1 which converts oil into jets 
of gas in special firing heat before 
actual combustion takes place. 

Selling Features: Adaptable to all 
types of hot air furnaces, steam and 
water boilers; will burn any type 
oil; burns less than 1 gal. per hr.; 
calibrated control permits hourly 
consumption setting of from 4 to 
14 gal.; burning at a tip tempera- 





ture of 2300 degs F., it consumes 

RED CAP Lawn Mower all carbon, suphur and ferrous ox- 
Starbrand Corp., Indianapolis, 18, Ind. ides with clear, smokeless flame ; 
has only 2 assemblies—firing head 

Device: Red Cap gasoline engine and control assembly; requires only 
power mower. 2 electrical connections—thermostat 
Selling Features: Equipped with 1 and limit; flange or floor mounted. 







h.p., 2-cycle air-cooled motor, 2800 Electrical Merchandising, April 1, 1948. 
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. : PACKARD 
unit SUNLIGHT MOTORS 
rew ; for 

btu compressors 
al washing machines 


power-driven 
bench tools 


ironers In millions of homes, Packard Sunlight motors 
milk separators have performed their job dependably, for many 
milking machines years, on leading makes of appliances. There’s 
furnace blowers no substitute for a record like this. It tells the 
srameve whole story of Packard Sunlight research, engi- 


oil burners : : 
water pumps neering and manufacturing. 


ventilators 
and many other 
applications 


r No e 


, jets 


vefore 











Packard Electric Division, General Motors Corporation, Warren, Ohio 


O all 
n and 
type 
r hr.; 
ourl y 
4 to 
ipera- 
sumes 
iS OX- 
lame ; 
head 
s only 
nostat 
inted. 


, 1948 
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DOUBLE PROFITS! 


Gibson’s FREEZ’R LOCKER-FRESH’NER LOCKER refrigerator 
is hanging up new sales records every day! And why not?—here’s the 
original Freez’r Locker, pioneered and perfected by Gibson! It out- 
features and out-performs all others—and the buying public knows it! 
. . . Its running mate is the new Keokall Automatic Electric Range 
with UPS-A-DAISY—another Gibson innovation, years ahead in 
and double 





features and design! . ; . Double features, double values 
profits for you! Swing in with the Big Swing to Gibson— Refrigerators, 


Electric Ranges, Home Freezers. 


GIBSON REFRIGERATOR COMPANY 


GREENVILLE, MICHIGAN 


Copyright 1948, Gibson Refrigerator Ce. 





FRANTZ Agitator 


The Frantz Mfg. Co., 3650 E. 93rd St., 
Cleveland, 5, O. 


Device: Frantz adaptable agitator for 
use on almost any make washer. 
Selling Features: 3-vane agitator with 
perforations; fits almost any make 

r model washer by using special 
Frantz drive block; available in two 
heights—No. 947 (short) is 12% in. 
high; No. 947 is 14 in. longer; three 
types of drive blocks available 

Electrical Merchandising, April 1, 1948 











MIRRO Ice Cube Tray 


Aluminum Goods Mfg. Co., 
Manitowoc, Wis. 


Device: Mirro Ice Cube Tray and 
Grid. 

Selling Features: All-aluminum 
cube tray with automatic ejecto 
grid—tlick of handles releases cubes 

Electrical Merchandising, April 1, 1948 











GIBSON DEALERS! 


LEWYT Sprayer 
Lewyt Corp., 60 Broadway, Brooklyn, 11, 
N. Y. 





| Device: New improved streamlined 
power sprayer has been included 
set of attachments for Lewyt va 
uum cleaner. 
Selling Features: Micro-spray adjust- 
ment for extreme fine spraying ‘ 


WATCH FOR THESE GIBSON ADVERTISEMENTS =e one's ain ioe 


SAT. EVE. POST, March 13th and May 15th @ LIBERTY, April 
LADIES’ HOME JOURNAL, May * GOOD HOUSEKEEPING, April Electrical Merchandisin. 
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paint coverage; and a Vinylite paint 
pick-up tube which allows use ‘ 
practically all paint or liquid 





glass jar. 


7, April 1, 1946 
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New cancer discovery can save thousands 


.«- because women acted! 





WOMEN THRONGED DOCTORS’ OFFICES all over the country when recent COMPANION article 
“Good News About One Type of Cancer” alerted them to new method for early detection 


of one vicious type of cancer. 


[2 NATIONAL BABY WEEK — APRIL 24 TO MAY 1—DISPLAY YOUR BABY PRODUCTS “&} 














COMPANION HOLDS ‘EM — The high 
interest appeal of COMPANION edi- 
torial material is producing results. 
The number of features “read-all” 
by 50% or more readers has risen 
Steadily to the point that 1946 
scored a 65% gain over 1944! 





1947 Starch figures show the 
CoMPANION leads the service field 
in percentage of families with young 
children. The COMPANION has a 
very special appeal for youth and 
the young marrieds! 


BER 








EASIER TO MEET THE LADIES — The 
COMPANION has a greater percent- 
age of editorial material than any 
other women’s service book! That’s 
what the 1947 Lloyd Hall Editorial 
Reports show. Ads have higher visi- 
bility in the COMPANION! 


WOMAN’S HOME COMPANION 


ELECTRICAL MERCHANDISING—APRIL 1, 


Monthly Circulation More Than 3,750,000 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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NINE 


RESULTS IN ADVERTISING — 


Products advertised in the Com- 
PANION have a big advantage — the 
NUMBER ONE editorial boost! No 
wonder dealers find it more profit- 
able to dispiay these Electrical 
Products! 


Air-Way Sanitizor Vacuum Cleaner 
Amana Home Freezer 
Bendix Automatic Washer 
Bendix Radio 

Camfield Automatic Toaster 
Domestic Sewmachines 
Durabilt Irons 

Easy Washer & Ironer 
Electresteem Baby Chef 
““Filtex’’ Vacuum Cieaner 
Frigidaire Automatic Washer 
Frig daire Electric Range 
Frig daire Refrigerator 

G.E Washer & Ironers 

G-E Ircns 

G-E Clocks 

Handyhot Appliances 
Hotpoint Ranges 

Hotpoint Refrigerator 
Internationa! Harvester Freezer 
Launderall Home Laundry 
Maytag Washer & lIroners 
Norge Electric Water Heater 
Norge Refrigerator 

Philco Radios & Radio-Phonographs 
Philco Refrigerator 

Regina Electrikbroom 

Silex Coffee Maker 

Silex Steam Iron 

Simplex lIroner 

White Sewing Machines 
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Top consumer ratings go 
to appliances heated with 


Wilbur B. Driver Tophet Alloys 





















































In electrically heated appliances, a reputation for 
reliability — the kind that makes one person tell 
another — depends to a great extent on the heating 
elements. Many famous-make appliances have been 
demonstrating for years the practical meaning of 


“Tophet for Top Heat”. 


For the complete story of these rugged alloys, write 
on your letterhead for a copy of the 124 page Wil- 
bur B. Driver Resistance Hand Book. 








WILBUR B. DRIVER CO. 


150 RIVERSIDE AVE., NEWARK 4, NEW JERSEY 
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ELECT 


Lighting Products 





BANTAM-LITE Flashlight 


Bantam-Lite Inc., 126 11th Ave., New 
York, 11, N.Y. 


Device: Bantam-Lite key-chain pocket 
flashlight. 

Selling Features: Looks like a cigar- 
ette lighter; translucent top of 
ivorytone plastic glows when flash- 
light is on; streamlined metal case 
available in 3 colors—maroon, blue 
and green; chain designed so light 
can be focused on lock while key 
is inserted—all with one hand; only 
3 in. long, fits into purse or pocket; 
complete with 2 penlite batteries 
and a magnifying lens bulb. 


Electrical Merchandising, April 1, 1948. 





PROTECTOR Germicidal 
Lamp 


Germicidal Lamp Div., C-8 Tool Co., 
Lancaster, Pa 


Device: Special 4-watt germicidal and 
ultraviolet lamp unit. 

Selling Features: Designed for use in 
home refrigerator for food conse! 
vation, for clothes closets to elim- 
inate mold and mildew; is also 
suitable for use in barber and beauty 
shop cabinets and other small area 
cabinets where sterilized conditions 
are desired; small in size, but pow- 
erful in bacteria-killing action and 
ozone output 

Electrical Merchandisima, April 1, 1948. 

v 
SANGAMO Time Switch 


Sangamo Electric Co., Springfield, Ill. 


Device: Type S time switch for use 
with attic fans, poultry house light- 
ing; portable heaters, air condi- 
tioners and for heating controls. 

Selling Features: Equipped with syn- 
chronous, self-starting motor 120 
volts, 60 cycles, a.c.; low-speed, 45! 
rpm; single pole, single throw 15 
ampere silver contacts operated by 
patented lever action. 

Type S operates automaticall) 
by simply moving 2 levers-one for 
“on” the other tor “off” into any 
of the 15-minute steps of the 15-min 
dial; minimum period between auto 
matic settings is 30 min; flip oi 
manual outside lever enables finge: 
tip switching at any time without 
disturbing automatic operations 
available in white or brown case 3 
in. wide, 5-2 in. high, 3 in. deep 

Electrical Merchandising, April 1, 1948. 
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See Sega! SME 








More Sales at Lower Cost ...... 


First of a series 





8: 


OF ALL RETAIL SALES 
ARE MADE IN THE 


608 


PRINCIPAL TRADING 
CENTERS 


ak ihe 1% 
> a ase i 
5 1 of Cosmopolitan’s net paid circulation of over 2,100,000 is 


concentrated in America’s 608 Principal Trading Centers and the trading 
areas of the 10 Multiple Markets. Over 68°: of all sales retail are made in 
this “PROFIT MARKET.” 


e No other multi-million circulation magazine in the weekly, monthly or 


eow?r wR FFF HF HF 


women’s service field offers as high a percentage of circulation concentration 


in these key markets. * 


e Your cost per page per 1000 readers for this concentrated ‘Profit Market’”’ 
coverage in Cosmopolitan is only $2.42 for black and white, or $3.61 for 
4 colors —- close to the lowest rate available in any volume magazine regard- 


less of where its circulation is delivered. ‘Except Time 


Sell the “Profit Market” first 


tt 






ALS 
Fee 





with Gosmopolitan © 
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APPLIANCE 


RADIO PRODUCTS 


7 WIRETONE Wire Recorder 


VIZ Sales Corp., 335 E. Price St., 
Philadelphia, 44, Pa. 














RCA VICTOR Television Set 
RCA Victor Divy., Radio Corp. of America, 













































Camden, N. J Device Table model 3-way radio, ARVIN Radios : 
} wranl seis ae ~ ; 
aria ane wate secenter. Noblitt-Sparks Industries, Columbus, Ind. Hl 
Selling Features: Records electroni- , : : g 
cally from radio or phonograph, or Models: new Arvin radios—3 port- i 
will record voice or music through ables; 2 table models with 5 tubes & 
microphone; people talking in nor plus rectihers; < full-size models om P 
mal voice 25 ft. away from micro the 547 series and two 4-tube plus 
phone will reproduce easily—an ; ‘ae models, 
orchestra or business conference can Selling Features: Portable models 
be recorded with a single micro- 240P, 241P and 250P. No. 240 P—a 
phone; wire erases itself automati 4-tube battery model with red ther- 3 
(is ture tubs cally if used again and re-winds for : 
i ~ at ED ZENITH Console playback 10-times as fast as it re ; 
tion of Zenith Radio Corp., 6001 W. Dickens cords; full as ol of wire plays uP = 
g . trin j hue Chicago 39. Hl. an hour; — graph will play oth 
52-sq.u1 picture . —s 10 in. and 12-in rec mds; radio is a : 
' . | i, ss 5-tube model with variable tone 
Wirt Golde ¢ Zenit ( control; cabinet 1s a mbination ot 4 
tt , : . ges plastic and wood with walnut finish 
gany le; 15 Armstrong Electrical Merchandising, April 1, 1948 : 
gh, 2 19 in. deep adcast re , 
, ) \ 1, 1948 ing Features: Cobra tone arm pro- 1 
vides greater tone fidelity from re 
v ords because of feather-light pres i) 
sure ; silent-speed Intermix record 
changer rolls out of cabinet; auto- moplastic case, leads the line. The 
matically changes 14-10 in 12-12 241P is identical to 240P with a 3- 
in.; or 12-10 or 12-in. records inter way circuit for battery, AC and DC. 
mixed: FM includes 45 and 100-m 250P, the iarger model, is designed 
bands: Radiorgan tone control for a 240 hr. battery pack and has a 
walnut cabinet. with erillwork 3-way cir uit containing 5 miniature 
Rlectvival Bf ns ing, April 1, 1948 tubes plus selenium rectiher. 





RCA VICTOR Radio-Phono 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 
Vodel: Newest addition to RCA Vic- 
tor Crestwood Series of radio-phono 
console combinations No. 612V4. 





EMERSON Television Set 


Emerson Radio & Fnono Corp., 
111 Eighth Ave., New York, N. Y 





é ‘ Selling Features: Mahogany cabinet 
; ' has solid top and a 5-panel front; 
elit ire quipped with 10-1 ot > ane y ( Tb 1 . ros 8 
een: contains 271 tubes plus 7 tuhe top center panel swings down to 160T table model in walnut finish, 


1 form base for RCA all-in-one roll 


































rectifiers: covers all channels: com . hich } fio | and 161T in ivory have 5-tubes plus 
gear plese She A ie ——'s. out unit which houses radio instru rectifiers 
t cabinet, only 164 x 16 x 20 in WALCO Tele-Vue Lens : we Pacmag cine rectifiers, 
ment with standard, shortwave an The two full size table models in 
ectr Verchandising, April 1, 1948 





television receivers Deluxe 1059 electro-dynamic speaker; built-in 
Standard 1039, Economy 1029 and antennas for standard, shortwave v 
Modern 719 and FM reception; 11 tubes and 1 
ing Features: Magnifies a 52 sq rectifier; RCA Victor Golden WIREWAY Recorder 
in. screen to an area measuring more Throat tone system; silent sapphir¢ Wire Recording Corp. of America, 
than 150 sq. ir lens is fitted with permanent point jewel pi kup; avs: 1331 Halsey St. Brooklyn 27.N. Y. 
sackets v 1s ler televi push button tuning for AM and , aa 
ecei so that weight of set FM:; individually illuminated tuning Device: Wireway lightweight portable 
lds magnifier in position: len bands; jewel light off-on indicator ; magnetic wire recorder, 
iy be adjusted vertically as well 36 in. high, 37 wide, 214 in. Selling Features: Built-in oscillato 
Fe a mtally to luce size pic- deep permits broadcasting to any radi 
SIGHTMASTER Television desired by viewer Electrical Merchandising, April 1, 1948 within 150 ft range; contains co! 
Set Velu Mod 1059 fits all table ventional turntable for playii 
i! console models up to 12 in phono discs which may be recorded 
Sightmaster Corp., 220 Fifth Ave., \ ifies up to 4 times original on wire; may also be used as por 
New York, 1, N.Y wood-gra netal trame t table public address system; Moro 
Sightmaster 15-C-11. 15 at pace - er can-type leather covered carrying 
: ‘th PM » sanmare 5 lor re ers W case with brown plastic fist-form 
/, 10, a n. screens, magnifies handle and polished brass fittings 
ing Featur Iw " 24 to 3 tin ig al image compact unit 18x114x8 in.; weighs 
tubs l irect I I ny 1029, lightweight mag 23 lbs.; complete with crystal m! 
tube le f 7 and 10 scree crophone and 23 hr. spools of wire 
- ; M , : ently nalle than standard accessories offered for use wit! 
4 150 k eives al vubles of image Wireway include a telephone pickuy 
A a BA, _ Moderne 719 f use with new by which 2-way telephone conversa 
t 87—109 n availab low-cost receivers with 7 in. screens tions may be recorded, and an auto- 
ulnut and blond provides better than double original matic timing device which record 
tion size radio programs in owner’s absence 
Eli ler \ 1, 1948 i rical Merchandising, April 1, 1948 Electrical Merchandising, April 1, 1948 


Walco Sales Co., 76 Franklin St., East 
Orange, N. J., sole sales agency; E. L. 
Cournand & Co., 3835 Ninth Ave., New 


ly 


dels 


liquid-filled 


York City, manufacturer. 


4 models of 


Walco plasti 
i 
magnifying lens for 


RCA Victor FM reception and Vic 
trola phono which plays up to 12 
records; 2 flanking, full-length pan 
els open out to reveal 4 record 
storage compartments; 2 bottom- 
center panels conceal speaker grille; 
10-watts of power output; 12-in. 








APRIL 1, 


the 547 series have walnut or ivory 
finish. 

_152T and 153T 4-tube plus recti- 
fer sets in walnut and ivory respec- 
tively round out the 9 new models. 


Electrical Merchandising, April 1, 1948. 
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© The New Yorker Magazine, Inc, 


‘...but you ought to see the Rheem 


\ ‘ ° / 4 
Design For Better Business 

“ecti- 
spec- 
1948 , ° 

Are profits your dish? Complete sales aids; many free, others at cost. 

We can help you put on a show that will bring You order to suit your needs. Use the coupon now. 
. you the customers. Get our tested plan for i ee Ee ee a 
Y. 


RHEEM MANUFACTURING COMPANY 
Dept. EM-4 
570 LEXINGTON AVE., NEW YORK aa, Ws We 


chandising for profit. 


table 


Profits are my dish. Send full! details of the 
Rheem “Design For Better Business.” 





mee ene ae ae ee 1 


Name —e ———— a 
Please Frrint 
ying Water Heaters 
_ HOME COMFORT APPLIANCES coh Wore: Acpliances Address —_— 
— 9 plants in U.S.A.—Foreign affiliated plants in Statins Mani 
Ings Brisbane, Melbourne, Sydney, Rio de Janeiro, me Mppwaness 
eighs Singapore, and Hamilton, Canada Cooling Appliances City a 
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theyll dine 
“ ad these ads 





nN 
LADIES’ HOME JOURNAL..............MAY 
WOMAN'S HOME COMPANION. ......MAY 
BETTER HOMES & GARDENS......... JUNE 
HOUSEHOLD MAGAZINE..............JUNE 


ee 
TOTAL CIRCULATION...........14,137,820 


@ Everhot Rangette squarely meets a universal urgent 
need for complete, dependable cooking facilities that can 
be used in a clothes closet or bath room if necessary. 


@ Everhot Rangette consumer advertising will reach 
powerfully into every city, village and farm home in the 
United States during May and June. 


@ Display Rangette. Feature it in your local promotion. 
Make it easy for the people who will want to buy an 
Everhot Rangette to find it in your store. 


Order Stock Now! 


THE SWARTZBAUGH MFG. COMPANY 
TOLEDO 6, OHIO - ESTABLISHED IN 1884 


€VERHOT PRODUCTS 
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ERTL ELECTRIGAY APPLIANCE 


NEW RADIO PRODUCTS 





RCA Magnifier 
RCA Victor Div., Tube Dept. Radio Corp 
of America, Camden, N. J. 


Device: Television picture magmitier 
No. RCA 203PL to enlarge images 
received on 7 and 10-in. television 
picture tubes to approximate equiva 
lent in size and brilliance of those 
produced by a 15-in. picture tube 

Selling Features: Transparent Plexi- 
glas lens produces a picture nearly 
3 times the size of directly viewed 
picture on a 7 in. tube; 144 in. high 
174 in. wide with one flat and one 
spherical surface and an _ optical 
aperture 12 x 15 in. weighs about 
24 Ibs. when filled 
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RCA VICTOR Console 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Model: No. 710V2 radio-phono con- 
sole with FM. 

Selling Features: 18th Century low- 
boy cabinet has 4 panelfront fram- 
ing grille cloth centered at bottom; 
2 upper panels conceal radio unit 
on right and Victrola phonograph 
on left; radio, powered by 5-watt 
push-pull output features separate 
antennas for standard and RCA 
Victor FM reception, tilts out for 
convenient operation; phono = ii 
drawer-type mounting glides out 
on slide rollers to permit convenient 
loading; record changer features 
silent sapphire permanent-point 
pickup and handles up to 12 rec- 
ords; 2 panels along grille cloth 
give access to record storage com- 
partments; Golden Throat tone sys- 
tem; avc; 3-position tone control; 
12 in. permanent-magnet  electro- 
dynamic speaker; jewel-light “on- 
off” indicator; 9 tubes, 1 rectifier 
yperates on 60 cycle 115-volt power 

Electrical Merchandising, April 1, 1948. 
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RCA Wire Recorder with 
Plug-in Cartridge 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Device: Lightweight wire recorder 
which eliminates handline of wire 
by use of a simple “plug-in” car- 
tridge. 


Selling Features: “Plug-In’ cartridg: 
records up to half-hour speech or 
music on more than half-mile ot 
stainless-steel brass wire, and may 
he operated to permit immediate 
playback without rewinding; play- 
vack feature is made possible by 
design of cartridge which contains 
two lengths § permanent wire 
yound on 4 spools untouched by 
hands, the wires wind, unwind, and 
rewind themselves timing device 
ulibrated in minutes and tractor 
of minutes permits user to deter- 
mine exact locations of recordings 
on wire; automatic erasing; ré 
corder complete with cartridge and 
microphone weighs less than 25 lbs; 
has only 3 simple controls; oper- 
ates from any 110-volt a.c. outlet; 
black plastic cabinet with disappear- 
ing carrying handle; “complete 


package” includes cartridge. ri 
corder-reproducer unit, a 3-watt 
high gain amplifier; constant-speed 


motor to drive wire; 5-in. perma- 
nent magnet speaker and electro- 
magnetic unit 
Electrical Merchandisina, Anvil 1, 1948, 
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Television DC Converter 


Electronic Laboratories Inc., 24 W. 24th 
St., Indianapolis, Ind 


Device: DC converters for television 
receivers. 

Selling Features: No. U0RIS for 
table model television receivers and 
No. 110R30 for console models, 
makes television possible in d.c. 
areas; no special wiring required 
for converters which operate with 
new-type automatic remote start- 
ing system; unit for table models 
weighs 15 Ibs.; console converter 
weighs 55 lbs; either converter may 
also be used for wire recorders, 
juke boxes, radio-phonos 
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PICTURE-PHONOGRAPH 


M. R. Klein & Co., 27 E. Monroe, St., 
Chicago, 3, fil 


Device: Picture-phono ‘or use as 
audio-visual aid 

Selling Features: Patented disc con- 
taining as many as 17 frames of 16 
mm. film are synchronized with 
recordings of records, and a pat 
ented sawtooth mechanism makes it 
possible for succeeding pictures to 
be projected as record plays; pro- 
jection may be within phono case 
with image measuring 44x6 in.; a 
2-tube amplified unit with 4-in. 
speaker; plays regular 10-in. rec- 
ords at 78 rpm.; additional picture 
discs are to be released illustrating 
popular records regardless of who 
makes records. 


Electrical Merchandising, April 1, 1948. 
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Makes Home as Cool as 
a Summer Evening Ride! 


* 





Silent Breeze 


THE COMPLETE COOLING SYSTEM 





Here are two tips that will double and redouble cooling 
equipment sales and profits. Picture to your prospect a home that 
is cool as a summer evening drive; then show him how easily and 
economically this summer-long comfort can be his by installing 
a Silent Breeze Cooling System. Do that and prospect becomes 
customer—a satisfied and profitable customer, grateful for your 
guidance in giving him zestful, restful summer cooling plus 
healthful home ventilation in winter! Remember—Silent Breeze 
is not just a fan, but a completely packaged, scientifically designed 
air-moving system that provides “cooling plus ventilation with air 
in motion.’ Get set for the great sales season ahead. Write for 
details and attractive dealer terms on Silent Breeze . . . including 
the deluxe Gold Seal line with Five-year Guarantee and “Lifetime 
Lubrication.” 


HOLCOMB & HOKE MFG. CO., INC. - INDIANAPOLIS 7, IND. 


For All Dealers 


Available for every Silent Breeze dealer is 
ample ammunition to seal every sale—in- 
cluding dramatic, easel-type presentation 
for prospects and fact-packed manual on 
design, construction and installation of Silent 


Breeze in home or place of business. 


¥ 
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FAN AND MOTOR LUBRICATED FOR LIFE! 
FIVE YEAR GUARANTEE! 


COOLING SYSTEM 





ELECTR 


Models: 2 










APPLIANCE 


NEW RADIO PRODUCTS 








SONORA Portable Radio 


Sonora Radio & Television Corp., 
325 N. Hoyne Ave., Chicago, 12, Ill. 


Device: “Troubadour” seli-contained 
battery portable, and as a 3-way 
portable. 


Selling Features: Tunes 535-1620 ke 
for full standard broadcast band cov- 
erage; built-in “Sonorascope” loop; 
no aerial or ground needed; Alnico 
PM speaker; AVC; slide-rule dial 
with big numerals; plastic carrying 
case, streamlined speaker grill, inset 
tuning knob; 94 in. wide, 72 in. high, 
54 in. deep; weighs only 34 Ibs. with- 
out batteries; available in burgundy, 
nut brown and beige. 

3-way portable model operates 
from self-contained batteries, from 
110 volts a.c., or from 110 volts d.c. 
and weighs 33 lbs. without batteries. 
Available in burgundy; Neptune 
green and gray and in Gemloid... 
price varying according to finish. 

Electrical Merchandising, April 1, 1948. 
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SONORA Table Radio 


Sonora Radio & Television Corp., 
325 N. Hoyne Ave., Chicago, 12, Ill. 


Device: No. 100 a.c.-d.c. 
ivory plastic table radio. 
Selling Features: Tunes 535-1620 kc 
for standard band; built-in “Sonora- 
scope” loop—no aerial or ground 
required; Alnico PM _ = speaker; 

'C; large slide rule dial with 
curved pointer; plastic molded, 
streamlined cabinet with louvre-type 
grille; 10 in. wide, 63 in. deep, 7 in. 
high; 5 tubes; weighs 73 Ibs. Also 
available in mahogany finish. 
Electrical Merchandising, April 1, 1948. 


v 


superhet 





GAROD Table Radios 


Garod Electronics Corp., 70 Washington 
St., Brooklyn, 1, N. Y. 


full-size table radios 


APRIL 1, 


“Thriftee” 5A4 and “Elite” 5A3. 
Selling Features: Thriftee, 5 tube 
a.c.-d.c. superhet; illuminated slide- 
rule dial calibrated from 540-1650 
kc; Alnico V speaker; “Air-Tenna” 
loop; mahogany-grained plastic cab- 
inet; also available in ivory plastic 


at slightly higher price. Elite 5- 





tube a.c.-d.c. superhet equipped with 
Air Tenna Loop; cone speaker of 
Alnico V design; full-vision dial; 
2-piece plastic case in walnut with 
a clear plastic front; available in 
ivory and clear plastic at slight 
higher price. 

Electrical Merchandising, April 1, 1948. 





PHILCO Portable Radio 


Philco Corp., Tioga and C Sts., 
Philadelphia, Pa. 


Device: No. 602 plastic portable radio. 

Selling Features: Operates on ac., d.c. 
or battery; 4 tubes plus selenium 
rectifier; long-life battery; availa- 
ble in ivory, tan, maroon or teal 
blue. 


Electrical Merchandising, April 1, 1948. 
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G-E Table Radios 


General Electric Co., Receiver Division, 
Electronics Park, Syracuse, N. Y. 


Device: 8 new low-priced table radio 
sets, “Gold Seal” 102, 107, 114 and 
115. 

Selling Features: All models are 
a.c.-d.c. superhets equipped with 
Dynapower loudspeakers; Alnico 5 
permanent magnets; each set has 
4-tubes plus rectifier; available in 
ivory or rosewood plastic cabinets 
in four designs ; ivory plastic models 
in corresponding designs are $3 
higher than rosewood models. 

Electrical Merchandising, April 1, 1948. 
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Here’s What Every Outboard Fan’s Been 


Waiting For! You'll Want Scott-Atwater, Too! 
For Bigger 1948 Outboard Sales... 








Performance!” 





sh 2 0S 
——T Sour | Geet | trolling | Top — ae 
Boor cane | onl Gpund Speed | Speed 





V2 fh. | US Ibs. | One | 1.01 mph | 12.5 mph | 1.06 mph | 20.7 mph | 


\ One | 1.18 mph | 18.8 mph | 
13 fh. | 165 lbs. | One | .83 mph | 12.) mph | 1.18 mph | | 
190 Ibs. 5 mph | 10.9 mph | 1.03 mph | 16.2 mph 


upwind, dewn-wind averages. 






an 
© Tests conducted by on independent labo = 


cov Atwater LIELE0 


J . J 

A New Experience in Outboard Motoring nation Guo agh wreting 
What do you want in an outboard motor? Sensational perform- na pap ee 
ance? Faithful reliability? Simplicity of operation? You'll find 
extra measure of all of these in the new 1948 Scott-Atwater 
Motors! Plus luxurious styling and real Scotch value. 

Your dealer will gladly demonstrate Scott-Atwater’s superb 
performance and all-weather, botherfree reliability. See the new 

rous metal filter (exclusive) that keeps even water out of the 
uel system. Scott-Atwater’s new high-pressure water pump 
(exclusive) permits slowest trolling for hours on end without 
over-heating, and super-ignition keeps spark plugs clean all 
season long, just as the super-sealed lower gears require attention 
but twice a year. Truly, Scott-Atwater gives you the kind of 
reliability you’d expect only in a fine motor car. 

Scott-Atwater’s performance is amazing! And its “A BC” 
simplicity of operation and distinguished styling impress you 
immediately. Best of all, you get more O BC Certified horse- 
power per dollar. Write Dept. PM48 for literature. 


ra i 7 Scott-Atwater 1-12 : 

/ Deluxe Single with 
Auto. Recoil 
Starter, 3.6 h.p. 
(OBC Certified @ 
4,000 rpm). 
















































































Also available, 
Scott-Atwater 1-20 
Deluxe Alternate 
Full- Exhaust — Firing Twin, 

Give phenomenal idling plus the jet-silenced cut- 74% h.p. (OBC 
and top speeds by auto- out. Reduces back pressure Certified @ 4,200 
matically changingtiming to an absolute minimum rpm). 









to admit optimum charge ...a major contribution 
at all speeds (not cenit to Scott-Atwater’s remark- 
with othertypesof valves) able high speed . . . slow 
. . . flood-proof for ony trolling...and easy 
starting, and wear-proof, starting. 


f 


Scott: a 
Atwater 


} 
| 
| 
a ee | ee 

Bow! Carbureter— High Pressure Water Pump— 
With automobile type dual Oscillating rotor type lo- 
jets gives correct mixture cated on drive shaft oper- 
at 508. speed, even tilted ates 60% faster giving 
to 50°. Positive circulation at 
New Type Magnete— Shoots slowest trolling. New syn- © 1948 Scott-Atwater 
hot sparkforone-pullstart- thetic rubber out-wears Manutacturing Co., Ine. 
ing, clean-plug trolling. metal. Patent pending. Minneapolis 13, Mina. 





Cth. MOTORS 


Fae seetiemment fret cogeere in four colors in the 

’ . turday Evening Post in March. It also runs in color 

We re Telling Your Customers Plenty ! «in Popular Mechanics, True, Field and Stream, Sports 
‘Afield, Hunting and Fishing, Outdoorsman, Moter 
Boating, Yachting and Boating I ndustry. 
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a 
to speed your guade sales and profits 
the <> line 


is being advertised with hard-hitting advertisements 












like this... 


Reeliv WHILE YOU IRON 
= ¢ 2 


Few wee womng Gee het in 0 seconds! feether werght onder 3 et 
-_ 


You s* down ond yo" do the bev 

















worng you eve did — toster eos 
ter or you 





dreamed pos bie! 
Ne more bockoche! No more 
twed «rah ond armsi You don't 
epply pressure — tha wonderful 
Dvrabitt Mode! 10 does the work! 
It's America’s fastest, lightest 
easest-to vse ovlomate won 
Give yoursell o trill — buy 
you: Ovrobilt Mode! 10 today! 


















OUBASAT MOOK 199 
AUTOMATIC FOLDING Om 





IF Fe DURABILT 


cove: ironing r wact c 
= s Yelle you how to ashe WIMSTED HARDWARE MANUFACTURING CO 
you Wwering plecsent end relasing Dept 1A, Winsted, Connectiont 

tel pomcend ter row FREE copy sow 









in leading magazines like this... 


is sales promoted 


- 


and 

colorful 
. circulars 
like this... 


With Sales- cst 
producing We 
booklets Qo" 
like this... \ ofA RETS 





a a ah 2 






THE IRONS YOUR CUSTOMERS WANT 


DURABILT 


THE WINSTED HARDWARE MANUFACTURING 





COMPANY, WINSTED, CONWECTICUT 
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NEW POSITIONS 





Mullins Mfg. Corp. 


Richard F. White has retired as 
assistant to the president of Mullins 
Mig. Corp., George E. Whitlock, and 
has been succeeded by Howard C. 
Wolf. Mr. White has been with the 





HOWARD C. WOLF 


firm for 26 serving as works 
manager and a vice-president in Salem, 
Ohio, before becoming presidential as- 
istant in 1937. Mr. Wolf has been 
loing special product and market sur- 
during the 


years, 


vey work past two years. 
He has been associated with the firm 
for 20 years, as a clerk in 
Youngstown Pressed Steel's sales de- 
nt He became 


representative in 1939 


Starting 


artme special sales 


White Products Co. 

A new general sales manager in A. 
D. Vining has been acquired by the 
White Products Co., Middleville, 





A. D. VINING 


Mic iccording to G. E. White, presi- 
dent of the electric water heater man- 
vfacturing firm. Mr. White said that 
Mr. Vining has “a wide experience in 


appliance field.” 


Zenith Radio Corp. 


Harry C. Chrabot has been ap- 
pointed assistant sales manager in 
charge of advertising and sales promo- 
tion for the Zenith Radio Distributing 
Corp., William W. Boyne, general 
manager, announced recently. He was 
formerly western sales supervisor for 
the Jefferson Electric Co. for 10 years. 
Prior to the war he was a sales engi- 
neer for the Chicago Pump Co. 


APRIL 1, 


Raytheon Mfg. Co. 


The directors of Raytheon Mig. Co 
Waltham, Mass. recently elected 
Laurence K. Marshall chairman of 
the board and Charles Francis Adams 
Jr., president. Mr. Marshall has been 
president of the firm since its founding 
in 1922. Mr. Adams was a directo 
for several years prior to entering the 
Navy during the war. He has been 
executive vice-president since May of 


1947, 
New Tube Manager 


Norman B. Krim has been appointed 
manager of the receiving tube division 
of Raytheon Mfg. Co., it was an- 
nounced recently by Charles Francis 
Adams, Jr., president. Mr. Krim suc 
ceeds Carl J. Hollatz, vice-president of 
the company’s subsidiary, Belmont Ra- 
dio Corp. of Chicago, who has become 
general manager of Belmont. 


Casco Products Corp. 

U. Sykes Mozneck has been ap- 
pointed sales promotion manager for 
Casco Products Corp., according to 





U. S. MOZNECK 


Joseph H. Cone, president. Mr. Moz- 
neck was, prior to joining Casco as 
art director in 1944, art director for 
Samson-United Corp. and, earlier, 
for McCurdy’s, Rochester department 
store. 

Alexander G. Wels, associated with 
Casco Products Corp. since 1941, has 
been elected secretary of the company 





A. G. WELS 


to succeed Jack Schenberg. Mr. We 

at one time operated his own business 
and was later associated with the Bas 
sick Co., the Soundscriber Corp., an 

J. William Hope and Co. 
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Only Recordio brings you 


these ew gale ste 





TWO BRILLIANT NEW 
FM MODELS FOR 1948 








C ~~ 
THE JJowne 
Model 7D44 


A striking new RECORDIO Console built especially for 
full FM enjoyment. Provides realistic radio or microphone 
recording—natural, noise-free FM from huge accoustical 
tone chamber—automatic phonograph—selective AM 
radio and built-in home sound system. What an instrument! 
What a profit-producer for you! Shown in blonde finish 
Also available in rich mahogany 


c ° 
THE « Metropolitan 
Model 7E44 


Trim, tidy and terrific is the description of this newest member 
of the famed RECORDIO family of fine home recording 
instruments. Offers simplified push-button selection of 
radio or microphone recording—AM-FM radio—auto- 
matic phonograph or built-in public address system. This 
is one for the books your sales books! Shown in blonde 
finish. Also available in rich mahogany 










Here’s the line that’s big, beautiful and bountifully endowed with 
every desirable feature. RECORDIO offers your customers the fascinat- 
ing fun of original home recording in addition to advanced FM 
and everything they look for in a fine radio-phonograph combination. 


Record 


Y WILCOX-GAY 


Ze RECORDING adds Atoncoguaphe 


WILCOX-GAY 
CORPORATION 


CHARLOTTE, MICHIGAN 


In Canada ... Canadian MARCONI Company 


What's more, you can give them something no other ordinary radio 
dealer can—a complimentary recording disc made in your store. These 
are profitable “sales records” and they are yours with RECORDIO. 
Don’t cheat yourself... sell RECORDIO, the complete home enter- 
tainment instrument. 














TAN 
ANHAT 
THE eel 6B45 
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ONDERFUL NEWS for General Electric retailers! Wonderful news 
for customers buying G-E Automatic Electric Water Heaters! 


Our new written Ten-year Protection Plan gives you a selling point 
as powerful as a tidal wave! One you'll find your customers simply 
can’t resist! 


HERE, IN BRIEF, IS WHAT OUR NEW PLAN OFFERS: 


(Written details accompany each heater.) 


/, For galvanized tanks sold on or after January 1, 1948: 


If the tanks should leak during the first five years, the complete 
heater will be replaced — free of charge! 


If leaks should occur within the sixth through tenth years, a very 
attractive exchange rate on a new water heater is available to the 
original purchaser. 


2. For Monel tanks sold on or after January 1, 1948: 


If a leak or defect in material or workmanship should develop in a 
Monel tank within ten years of the date of purchase, General Electric 


WATER HEATERS .. |. 
—/S 
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Here’s your great new| 


(, E’s Ten-Year 
















v | Water Heater Sales Aid: 


‘| Protection Plan! 


will furnish and install a replacement tank—or a replacement 
heater —free of charge! 


It’s clear that this Ten-year Protection Plan—added to all the other 
advantages offered by General Electric Automatic Electric Water 
Heaters—will help your sales, and plenty! 


Ask your General Electric salesman for complete details of the 
Plan... today! 


Still more good sales news for retailers 
in corrosive-water areas! 


' @ In corrosive-water areas, G-E Water Heaters come equipped 
with Magnarod—G.E.’s latest and best in magnesium protec- 
tion—at no extra charge to you or your customers! 

Magnarod—designed to lengthen galvanized tank life in 
areas where water may be corrosive—gives you a whale of a 
big selling point for General Electric Water Heaters. 


So be sure to get the new G-E MAGNESIUM ROD DEMON- 
STRATOR. It’s a “‘must”’ for all retailers in corrosive-water areas! 





- In just a few seconds, it proves to your customers (especially 
the “show-me”’ skeptics) the protective action of Magnarod. 


Ask your General Electric salesman to show you this new demonstrator soon. It’s 
easy to operate...convincing as a tax examiner...comes in handy kit...and only $2.50. 


General Electric Company, Appliance and Merchandise Dept., Bridgeport 2, Conn. 


GENERAL @ ELECTRIC 
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Philco Corp. 


sales manager for 
Canada, Ltd., with 
Toronto. 













| 

Jack C. Cooper has been appointed 
Philco Corp. of 
headquarters 
He has a background of 
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JACK C. COOPER 


more than 18 years in appliance selling 
| and merchandising. He recently held 
| the position of sales promotion man- 
ager and sales manager of the re- 

frigerator-freezer division of Philco in 


eo1s® C. A. Robins Canada. 
Recently named .ales promotion 
. 2oons manager for television in the Atlantic 
a sales division of Philco was Edward 
M. Bland, for the past two years in an 
advertising and publicity position with 
John Wanamaker. Philadelphia de- 
: , rv seve OPO partment store 
-~a nar 
To Amet*™™ cata 0% vast pager as 
ano + . epeless — fore b : 
1a never ene and *9°" xpan General Service Manager 
ources © cuiture: " , wqustria : K k 
resoure sn aet « for in . produc enneth Kenyon has been named 
roaucet * atunirtso= ~ of atate general service manager of Philco 
Pp smi ted opp?® rocess?"© sa of as Corp., Robert F. Herr, vice-president 
anne” rougn tne P erered par” an 1 = in charge of service, has announced 
on . gidely ca estware - age Ot Mr. Kenyon joined Philco in 1942 as 
exist n ehnifts we ¢ thi so° an airborne radar school instructor; 
popu} ation _s eapility gate powe*» erord in 1945 he was named television service 
. ve «tne des* ano where pine *° -* manager and was later also placed in 
phar" ment + tae" tation co™ charge of the contract field service 
seve lOPh™” + ransp?* * = organization 
= na 41e5 
ocat ,on xe ¢ opportun® ,es 
3 eines oO} C yirtt . rogre® 
rne + eciamat* erget?© - a Air Ki Prod Co., | 
expandit “ n en ~ci of thes ir King Products Co., inc. 
s cline a ne Vv ° Leopold M. Kay, formerly chief en- 
parve+o™ ry ennen aaho: - gineer of Air King Products Co., Inc., 
swe cit? sain to i 
ortunt**”” \ bo~" 
peed re) ntai® 2 


* One of a series of ad- 
vertisements based on 
industrial opportunities 

Unite with Union Pacific in selecting sites and seeking 

new markets in California, Colorado, Idaho, Kansas, 

Montana, Nebraska, Nevada, Oregon, Utah, Wash- 

ington, Wyoming. 


in the stotes served by 
Union Pacific Railroad. 


*Address Industrial Department, Union Pacific Railroad 
Omaha 2, Nebraska 


UNION PACIFIC RAILROAD 
Kad of Whe Liacly Saeanlinerd 


160 APRIL 1, 





LEOPOLD M. KAY 


has been promoted to vice-president in 
charge of engineering. Mr. Kay has 
been with the company for two years 
| and earlier was a research engineer 
| for Raytheon Mfg. Co. 
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BLACK TONE DEALER FRANCHISE 


WHtusa Cntue 
No. 4 


One in a serie 
s of 
messages to Black- 
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At Blackstone: Research and Creative ceaseless €XP© 
i Engineering are a continuing activity Blackstone tO produce the first Agita- 
\ _.and have been for 74 years. Black- tor Automatic in 1940 and to develop uaa eadanas 
stone ’s ambition does not end with 4 the forthcoming Blackstone Combina- astwork of selected 
\ desire to build the best washing ma- tion Laundry - an achievement still dealers, ia which 
\ chine on the market today -- it also unmatch hed by competition. ie. daims— 
seeks a WY to build a better, more reese on 
useful product tomorrow. Ir was this chise offers man 
\ relentless search for 4 better W4Y that valves. . 
replaced the earliest hand- power 
Blackstone W ith a water- power model 
. that replaced the cylinder washer 
type and lead to de- 
xclusive 


with an Agitator 
t of Blackstone's e 
ame 





velopmen 
Hydractor Action; it was this $ 
































stone Hydractor 
With longet washert- -building © xperi- 
nce than any other manufacturer, and 
with competent design and engineef 
nization, 


ing talent within the orga 
there is every pro that Blackstone 


will continue t ‘id the best Home 
dern tools 





The Black 


ment that mo 
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ly Equip 
and adequate facilities can produce: 
Research Engineer’ Assemble An Experimental BLACKSTONE CORPORATION, jAmESTOWN, N- Y. 
Transmission 
America’s Oldest Washer Manufacturer 
— 
( .% 
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AUTHORIZED DEALER * | 











BLACKSTONE 


HOM 
E LAUNDRY EQUIPMENT 


Only BLACKSTONE builds the 
Combination \ovndry. 


No othe 
f manufacturer offers as complete a li 
ne. 
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NATIONALLY ADVERTISED 
plus all these SALES HELPS! 


aN el Ke 


“PACKAGED VENTILATION” 


ATTIC FANS 


Packaged in sound- proofed hous- 
ings instaliation. 24”, 
30”, 36”, 42”, 48” belt 


ready for 
sizes. “\ 


motor driven 


PANEL FANS (not 
Direct or “V" belt motor driven. 
io, 1", O, 0, We 


- . ~~? 
is” 


illustrated) 
sl 


NATIONAL ADVERTISING 


in key FAN-PAC 


magazines pre-sells 
for you. 


DEALERS’ LOCAL NEWSPAPER ADS 


12-PAGE ILLUSTRATED CATALOG 
Covers FAN-PAC 


Printed in 2 colors. 


fans and accessories. 


“NIGHT COOL YOUR HOME 
FAN-PAC 


consumer bulletin. 


with a Attic Fan’’—Attrac- 


tive new 


“HOW TO INSTALL FAN-PAC” 
Comprehensive guide to proper instal- 
FAN-PAC 


lation of attic fans. 


“COMFORT COOL YOUR HOME AT NIGHT” 
Handy 


showing inside temperature charts and 


envelope stuffers on attic fans 


various sizes available. 


“FRESH AIR IS GOOD BUSINESS” 


Colorful envelope stuffer on panel fans. 


PRICE SHEET 
For 


accessories 


FAN-PAC and 
at a glance”. 


quoting prices on 


PROFIT WITH FAN-PAC LINE 


Send in the coupon below today to take 
advantage of this quality line, effective 
national advertising and sales helps. 


DE BOTHEZAT FANS 


Division of American Machine and Metals, Inc. 
EAST MOLINE, ILLINOIS 


rooaY BERBER TD 


Depr. E. 
aND METALS, IN«¢ 


, SERRE MAIL 


De Borunezat FANs Division, 
AMERICAN MACHINE 
Witho 


atalog 


, East Moutne, ILLINOIS 


obligation, please rush latest FAN-PAC prices, discounts and 





\ Your Nar — r 4 


=——— ee a a a a a a ae eee ae oe 


| 








NEW POSITIONS 








Emerson Radio and 
Phonograph Corp. 


After three years in business for 
himself, Charles Robbins has returned 


to the fold of Emerson Radio and 





CHARLES ROBBINS 


Phonograph Corp. in his old capacity 

as sales manager. Mr. Robbins suc- 

ceeds Leslie M. Graham who becomes 

the company’s new Midwest represent- 
ative. 

Gerald Light 

| assistant to the 


has been appointed 


sales manager. He 


GERALD LIGHT 


formerly served as assistant director of 
sales and advertising and service man- 
ager. Prior to joining Emerson he was 
with the advertising division of Gen- 
eral Electric in Schenectady, N. Y. 


GEORGE COHEN 


George Cohen has been named gen- 
eral manager of the parts sales and 
service departments by Emerson. He 
was formerly general manager in the 
company’s War Assets Administration 
Division. 


Tuttle & Kift, Inc. 


W. R. Tuttle, president of Tuttle & 
Kift, Inc., has announced the appoint- 
ment of John McKee, formerly with 
the parent firm of Ferro Enamel Corp., 


JOHN McKEE 


as his assistant. Mr. McKee spent 
many years with the Norge Division 
of Borg-Warner in sales and as di- 
rector of purchases 


Schick, Inc. 


The promotion of two Schick sales 
people to executive posts has been an- 
nounced by George A. Graham, execu- 
tive vice-president of Schick, Inc. 

Sy D. Moorman, with the company 
since 1939 as a member of the field 


S. D. MOORMAN 


sales force, has been appointed sales 
manager. Only last June he was made 
service sales manager. 

Len Evans, a member of the eastern 
region sales staff, has been assigned 
the post of service sales manager. 


Berger Mfg. Division 
Republic Steel Corp. 


C. E. Howes has been named man- 
ager of sales, steel equipment products, 
Serger Mfg. Division, Republic Steel 
Corp. He been associated with 
3erger since 1922. In 1928 he was 
made New York branch manager and 
in 1934 became manager of special 
products sales. Then he became man 
ager of kitchen cabinet sales and, in 
1945, was made assistant manager o! 
general sales. 


has 
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look at these features... 


. Highest Heating Efficiency—CHROMA- 
LOX Heating Element, inimersion type, 
applies all the heat directly to the water 
for highest heating efficiency. 


. Lower Operating Costs— 

Cold Water Diffusion Baffle*, prevents 
mixing of incoming cold water with 
stored heated water, insures more hot ° 
water at lower cost. 


© 


. Accurate Temperature Control — Super- 
Sensitive Thermostat—with finger-tip 


pany settings. 


field 
. Extra Heavy Storage Tank — Precision 
welded of Extra Heavy Steel, Hot-Dip 
Galvanized, 353 Ibs. Hydrostatic Test 
Pressure. Guaranteed. 


= 


. Beautiful, Durable Outer Finish — High 
Gloss Enamel Electrostatically Applied, 
cured in Infra-Red ovens. Washable. 





+ 
SRS ih. 


. SAFE “FIBERGLAS” Insulation — Three 
inches in thickness completely surrounds 
tank—fire-proof, moisture-proof, ver- 
min-proof. 

H 
Now You Can Sell BOT . Easy Installation — Wiring and Piping 


GAS and ELECTRIC easily accessible. All wiring concealed 
WATER HEATERS in approved Greenfield conduit. 


with ONE franchise . Protection Against Rust and Corrosion— 
MAGNEDUR process guards tank against 
rust and corrosion— automatically and 
continuously! Standard equipment on 
Deluxe Models, optional on others. 


= 


kate 
SS 


. Strong Solid Foundation— Pressed 
steel legs, three point contact, electric 
arc-welded, for solid support on all 
types-of floors. 


. No Wasted Hot Water — Heat Trap iy . 
prevents back circulation of hot water ; 
into piping when tank supply is not 
being used. 

*Patent Pending 

These features mean 


SALES and PROFITS for you! 


Teansylvania RANGE BOILER COMPANY 


24th & ELLSWORTH STS., PHILADELPHIA 46, PA. 
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This National Advertising 
is Selling INLAND 
ICE CUBE TRAYS for You! 


It’s Appearing in 
THE SATURDAY EVENING POST, 
/ 4 : COLLIER’S and 
/ BETTER HOMES AND GARDENS 
So OF moe tcipones Sosa aeo ata 
: ice cubes 
ga 




















hundreds of thousands, who are your customers 
and prospects, in your territory. 


All these prospects, your prospects, are getting 
time-after-time sales appeals in the biggest-and- 
best magazines—like The Saturday Evening Post, 
Collier's and Better Homes and Gardens—with 
the full story of the marvelous new Inland 
“Magic Touch” Ice Cube Trays. That’s pre-sell- 
ing—-making sales and profits for you. 






















Total Circulation 
Spring and Summer 








AND 
ew int 
P mee , v nearly 3U,UUU, 
TRAY How much market? You know that most homes 
1c cust Cubes Instontly . 
«af Big Sporting 1° : have outmoded, battered, even useless ice trays 
Plenty gently. The eri . 
— fy the “Magic Touch” lever, Or ie and Ire one, two or more of them. Replacement—new 
pie! dust in cone”, . = . 
Be easily. There oF0 7 cage trays for present automatic refrigerators—that’s 
" sad oye © aac 7 e e e ° n 
nay tater. You's Sues ear your immediate opportunity for sales and profits. 
guiot 2 U 7 ayhe 


And the new Inland “Magic Touch” Ice Cube 
Trays are so much better that sales are amaz- 
ingly easy—and profits are quickly made. 


THE TIME FOR PROFIT IS—NOW! 


Get your share of these sales. Today, before you 
forget it, order Inland “Magic Touch” Trays 
from your manufacturer or jobber. Give them 
front display. Push them to service customers. 
Ride the wave of profits. And for continuing 
bigger sales and profits, insist that the refriger- 
ators you sell come factory-equipped with In- 
land Trays. 





INLAND MANUFACTURING DIVISION 


General Motors Corporation ¢ Dayton, Ohio 





~ 


 Magicluch’ 


© ICE TRAYS») PHEAND 


. # INLAND 
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NEW POSITIONS 











Hunter Fan & Ventilating Co. 


The board of directors, says R. H 
Peoples, president of the Hunter Fan 
& Ventilating Co., has elected Harold 
B. Donley vice-president and general 
manager of the company and a mem- 
ber of the board. Mr. Donley spent 25 
years with the Westinghouse Electric 
Corp. For 18 years he held various 
managerial positions, then became gen- 
eral appliance manager of the West- 
inghouse Electric Supply Co. in dis- 
tribution. When Westinghouse reen- 
tered the radio field in 1944, he be- 
came manager of the radio division, a 
position he resigned last June. 


Frigidaire Division, 
General Motors Corp. 
Byron C. Wagner, of New York 


City, has joined the commercial sales 
department of the Frigidaire Division 





BYRON C. WAGNER 


of General Motors Corp., according to 
a recent announcement by W. F. Swit- 
zer, commercial sales manager. Mr. 
Wagner will coordinate the develop- 
ment of commercial retailers’ markets 
and selling organizations and will work 
closely with the various divisions of 
the factory sales department. 


Bell Television, Inc. 


New vice-president of Bell Tele- 
vision, Inc., New York, is Lee Bunting, 
former sales manager for British In- 
dustries and Maguire Industries as well 
as project and sales engineer for Meiss- 
ner Mfg. Co. Martin Sugar, Bell 
president, made the announcement and 
said that Mr. Bunting will devote his 
efforts to building television sales staffs 
in all cities where television is being 
shown. 


Reynolds Metals Co. 


The appointment of Lee Stratton as 
merchandise director of the parts divi- 
sion of the Reynolds Metals Co. has 
been announced by W. G. Reynolds, 
vice-president and general manager of 
the division. Mr. Stratton will be in 
charge of merchandising all products 
of the division, including refrigeration 
equipment. He was recently domestic 
sales manager for the Crosley Division 
of Avco Mfg. Corp. Earlier he ws 
with Nash-Kelvinator Corp. 
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Monotube hinged surface units, 
faster and easiest to clean. 


This range “grows” on you! The longer you look at it 
the more you realize how beautiful it is.. how power- 
fully its stylish lines appeal to modern housewives. And 
every time you examine its fine construction, note its many 
advanced features, watch its superlative performance, you 
know you have a selling ‘natural’! Here is a range to 





Also Mosete lacturers of 
L&H rei W Vater Heaters 
and KEROGAS Oil Ranges 


yet 08 4 fffung 


> Guaranteed by ~ 
Good Housekeeping 





all the features only the 
finest range can have 
















Duo-Cook combination deep well 
cooker and surface unit. 








Super "5000" Oven, extra large, 
recessed broiler and bake units. 








Automatic temperature control 
regulates oven heat, — 








Time Control for oven, outlet, 
duo-cook and left unit. 











Vari-speed Switches, unlimited 
range’of cooking heats. 


delight the most discriminating buyer and produce the 
easiest profits for you. The L&H Automatic has every- 
thing the finest electric range can have . . . plus merchan- 
dising and advertising support that makes you electric range 
headquarters in your community. Forcomplete information 
write A. J. LINDEMANN & HOVERSON Co., Milwaukee, Wis. 


ELECTRIC 
RANGE 


S.U.s pat- of 
The range eas makes good cooks better! 





1, 1948 








SUCCESSOR 


TO THE FAN 


Plan Now To Feature 
The Finest Air Circulator 
Money Can Buy —— 


FRESH ND-AIRE 


@ Built to outsell, outperform, outlive any 
other air circulator on the market. 


@ Nationally advertised for both home 
and industrial use. 


@ Exclusive conversion features reduce 
your investment in stock. 


@ Complete merchandising program— 
newspaper ads, direct mail and point- 
of-sale material—makes easier selling 
for you. 


@ To assure delivery for the season, 
place your orders now. 


@ Contact your jobber or write direct 
for name of your local distributor. 








FRESH ND-AIRE 


A divin of Cory Corporation 


Bendix Home Appliances, Inc. 


Joseph F. Egan has been given a 
promotion by Bendix Home Appli- 
ances, Inc., says W. F. Linville, gen- 
eral sales manager. He changes from 
New York division manager to eastern 
regional manager, but will continue to 
act in his old capacity. Mr. Egan is 
a former sales manager of the Cam- 
field Mfg. Co.’s tray division. 


New Division Manager 


Mr. Linville also announces that 
Clifford E. Bick has been appointed 


Cc. E. BICK 


division manager of the South Bend 
territory. Before his assignment to 
the sales department eight months ago, 
Mr. Bick was product engineer on the 
Bendix automatic home ironer. 


Hotpoint, Inc. 


Donald W. Rennewanz has been ap- 
pointed manager of the Pacific district 
for Hotpoint, Inc., L. C. Truesdell, 
vice-president of marketing recently 


D. W. RENNEWANZ 


announced. Succeeding Howard J. 
Scaife, who was appointed to the newly 
created position of manager of market 
development, Mr. Rennewanz will 
make his headquarters in San Fran- 
cisco. He joined Hotpoint as water 
heater specialist for the Northwest 
district in 1938, and later became sales 
manager, range sales division, of the 
company’s plant at Chicago. 
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WIRE - PHONE - WRITE for full dealer franchise story TODAY! 


Amana Society 


AMANA, IOWA 
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MIX BUSINESS 
WITH PLEASURE 


Cadillac dealers have 
been combining them rat 
for years ...and 
they'll tell you selling 
Cadillac is not onlya @® 


pleasure, but profit- 












they do. 


tell you. 





able, too. Why? Because Cadillac cleaners 
have what it takes to make them easy to sell. 
Service complaints? Dealers say Cadillac’s 
are trouble-free. They’re built to last — and 


Want to know why a well known chain 

of 70 theatres recently chose Cadillac 
vacuum cleaners, after making exhaus- 
tive comparison tests? We'll be glad to 









f 


marionally 
Adurtiie 


Ni 


LADIES’ HOME JOURNAL ¢ AMERICAN 
HOME © FARM JOURNAL ¢ BETTER 
HOMES and GARDENS ¢ SATURDAY 
EVENING POST © TRUE STORY @ 
COUNTRY GENTLEMAN @ AMERICAN 
MAGAZINE. 
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Since 1911 
Sold only through 


reliable dealers 
and distributors. 





See Us at the 
N.H.M.A. 
EXHIBIT 

May 30—June 4 
Atiantic City 























NEW POSITIONS 





New Telechron Executives Named 


R. J. BUCKLEY 


Telechron, Inc. 


rhree new appointments to executive 
positions in Telechron, Inc., were an- 
nounced recently by David Blair, Jr., 
vice-president and marketing manager. 
Robert J. Buckley, formerly district 
manager in Philadelphia, has become 
manager of standard clock sales. He 
has been with Telechron for eight 
years 

Floyd W. Leonard, who was previ- 
ously merchandise manager and super- 
intendent of operations for the W. L. 
Gilbert Clock Co., has been named 
product sales manager. He has also 
held positions with Montgomery Ward 
and Goldblatt’s. 

Russell T. Woodward, Telechron’s 
new merchandise manager, has been 
with the company for 14 years and 
most recently was manager of standard 
clock sales. Prior to that he was man- 
ager of the Cleveland sales office. 


Barlow & Seelig Mfg. Co. 


James Hickey has joined the Sim- 
plex Division of Barlow & Seelig Mfg 
Co. as divisional manager, according 
to Joseph G-oshans, general sales man- 
ager, and will cover the New York, 
Newark, Philadelphia and Williams- 
port distributing areas. Mr. Hickey 
began his career with Atwater Kent in 
1925 as eastern sales manager. In 





JAMES HICKEY 


1936 he joined Zenith Radio Corp. as 
eastern divisional manage:. For the 
last three years he has been general 
manager of the Zenith Chicago office. 


APRIL 1, 


F. W. LEONARD 





R. T. WOODWARD 


Hill-Shaw Co. 


Floyd Boxrude has been appointed 
sales Vaculator’s 
wares division, according to Jon Zitz, 


manager of house 





FLOYD BOXRUDE 


general sales manager of the Hill- 
Shaw Co. Mr. Boxrude, formerly 
divisional merchandise manager for 
Butler Brothers department store, wil 
have complete responsibility for all 
sales programs for Vaculator home 
coffee makers. His position is a new] 
created one, 


Given Mfg. Co. 


Sam Given, president of the Giver 
Mfg. Co., has announced Peter | 
Kassler’s appointment as vice-presi- 
dent in charge of sales and Fred R. 
Kassler’s appointment as general sales 
manager. Both Kasslers were form- 
erly with Gough Industries in the 
Youngstown Steel Cabinet Division 
P. E. Kassler was divisien manager 
and F. R. Kassler was assistant sales 
manager. 


Radio Corp. of America 


J. A. Milling has been appointed to 
the new position of commercial vice- 
president of the RCA Service Co., ac- 
cording to Frank M. Folsom, executive 
vice-president in charge of the RCA 
Victor Division. Mr. Milling will su- 
pervise merchandising, sales, adver- 
tising and promotional activities of the 
service company. He joined RCA in 
1928. 
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ie: d EXCLUSIVE HOT-CENTER FEATURED IN 





AUTOMATIC ELECTRIC WATER HEATERS 


There’s plenty of sales action in the exclusive Sepco Hot- 


Center . . . a result of Sepco research since 1915! 


An ordinary lead pencil, placed 


dead center in a glass of water 





shows the vertical position of 
the Sepco Hot-Center . . . the 
big 3 inch vertical unit radiates 
heat into surrounding water 
... prevents waste of heat... 


keeps operating costs down. 





BECAUSE OF THE SEPCO HOT-CENTER LOCATION: 


¢ Cold water is heated continuously 
as it rises to the top of the tank. 
There is always hot water, ready for 


instant use. 


e There is a radiation of heat to a 


large area of water. Water is always 


iP 
; a4 
t i 
} 
i 
¢ 
x 
| 
| 
ae eee 


even-temperature. 


¢ Turbulence of water is reduced. 
Lower heat density minimizes scale 


formation, resulting in longer life. 





¢ Sepco Hot-Center can be removed 


easily without draining tank. 


OTHER SEPCO FEATURES FOR MORE SALES 


Exclusive Immersion Thermostat 

Copper and Brass Heat Trap 

Three-inch Fiberglas Insulation 

Exclusive Diffuser Cold Water Inlet 

300 Ib. Hydrotest Welded Steel Galvanized Tank 


Sizes—30-50-66-80 gallon (as illustrated) and ** Table Top” 


Models 











/) fa) 
Pinrecr in CPEMOWE Nitomatic. Electric L ator Lompany 
walter heaung sme YS 





POTTSTOWN, PENNSYLVANIA 
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COOL NUMBERS FOR BIGGER 
HOT WEATHER PROFITS! 


Finst-S040C 


An improved successor to 
old 0 8 fans, this Welch all- 
steel model won and is hold- 
ing wide public acceptance. 
141,” high, 2-tone grey 
baked enamel. 








THEN-/stée 


Long before the war, Welch 
introduced this amazingly 
superior Air-Flight Circulator 
with lustrous black plastic top 
and base and translucent /ouver- 
rings that control and direct the 
flow of cooling air! The de- 
mand was immediate—and is 
still phenomenal! 


AND NOW!-(o/ 


Twin to the plastic model above is this 
excitingly handsome Welch Air-Flight 
Circulator with mahogany plastic top 
and base and opaque buff louver-rings. 
Its sheer beauty makes it irresistible! = 


tion for your customers’ dollars keener than 


AR giG Yes—here are your “Big Three” for bigger 
gi sales this spring and summer. With competi- 





yE ever... with prospects shopping harder 

G\ for quality, styling and novelty—your store 

\W needs these 3 beauties—backed by aggressive 
, : national advertising. 


The construction of each Welch Air-Flight 
Circulator assures greater comfort, safety and 
satisfaction. 


You owe it to your store to investigate the 
Welch Merchandising Plan. Write today. 








Handsome modern 


SALES-SATIONAL | “" Frag eepirn 


2. Circulates air from rsa 


4 
5 
coolest rt of room. 
$ t L L ‘ ba 5 Pp 0 i Wy T 4 i 3. spicy prs “ Three speed control. 


. Silent operation. 


, Moves more air than 
several ordinary fans. 





throughout room. 


'W. W. WELCH CO. General Offices: CINCINNATI 2, OHIO | 















NEW POSITIONS 








Lewyt Corp. 


Walter J. Daily, manager of the 
vacuum cleaner division of the Lewyt 
Corp., has announced the appointment 





PAUL S. CROCKER 


of Paul S. Crocker as director of field 
training. Mr. Crocker, in the vacuum 
cleaner business for the past 10 years, 
joined Lewyt about a year ago. 





Sightmaster Corp. 


According to F. Wakefield Minor, 
sales manager of the Sightmaster 





HENRY L. HAINES 





Corp., Henry L. Haines has been 
appointed as Philadelphia representa- 
tive in charge of sales and distribution 
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JOHN C. FRENCH 


of the firm’s television receivers in that 
area, to be assisted by John Cooper 
French. 









tLe 












House & Garden—trend setter 


ield 
tum 
ars, 


inor, 
aster 





House & Garden sets trends by reaching people who materially influence 


the buying of others. This power of multiplying influence in ever 


—————E———e 


widening circles is the golden touch of House & Garden. The Drexel 


: Furniture Company promotion in House & Garden clearly demonstrated 


be 


the effectivemess of the golden touch in action. The House & Garden 


advertisements touched off a series of store promotions across 


been the country that told Precedent’s story to 22 million people.* 
senta- 
bution * These results at the lowest initial cost in the home service field. 


House & Garden 


House & Garden’s golden touch gets action at the point of sale. 


; in that 
Cooper 
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NEW POSITIONS 








Maytag Co. 


Pantryette 


REGISTRATION APPLIED FOR 


The Maytag Co. has announced three 
new regional manager appointments 
John R. McDermott has been as- 





Sells like a piece of furniture 










J. R. McDERMOTT 





sigied the supervision of sales in four 
counties surrounding Milwaukee, Wis. 

Cecil H. Robinson, before the wa: 
on the sales force of the Air Reduction 





660" PANTRYETTE shown 


with 2 Base Cabinets. 





tx Designed for millions of homemakers : 

a , ° ° , using extension top to 
who will modernize their Kitchens for oe é 
ra orma practical working 
¥ gradually, a piece at a time, easy-sell- desk. A—shows width 
; ° * . - . a4" 
ing Pantryette works the year ‘round of a single unit —24". 
‘ : 


# ig to increase volume. It’s so easy to in- 





stall, and fills so many kitchen needs, 
















e% Renn. aay t C. H. ROBINSON 

a it sells on sight, like any good-looking SiS = 

ee . ° . ° ' 

as piece of reasonably priced furniture. =} 

Pest f =: Co... will work in 33 counties in south- 
. Morton Storage Center 4 =f 5 : estern Arkansas. Like McDermott 

+ fe sas 2 © saw war service in the armed forces 
od Any Kitchen space wider than 2 feet Gilbert H. Wilson, responsible for 

; seven. counties in northeastern Olio, 





provides room for a convenient Morton 






Storage Center—Base Cabinet, with 






Pantryette above. This unit not only 






has 4 square feet of counter top for 






extra working surface, but provides 






over 11 cubic feet of storage space for 






kitchen equipment. It can be extended 






to fit wider wall areas by adding Base 







Cabinets and Pantryettes to match. 





All Morton units are of all-steel construction. 







MANUFACTURING COMPANY 
General Offices: 5125 West Lake Street 
Chicago 44, Illinois 

















G. H. WILSON 





formerly held a managerial position 
with Montgomery Ward and was a fly- 
ing instructor during the war. 
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AUTOMATIC POWER “MOWER cag 
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t is far superior...” 


Be: 


Sheva 


Tecarrores a-14e¢ 
«14085 


Tou Division 


NELSON & SMALL, Inc. 


___ wHOLeSsALe oisTRiBUTORS — 
PORTLAND 3.™ 


68-78 UNION eTrREeerT AINE 
February 2, 1948 


Our Customers 
Small 


TO: 
FROM: Irving E. 

We are happy to announce our. appointment 
as exclusive distributors in Northern New England 
wer Lawn Mowers. 


for the Red Cap Po 
s and it can 


This means 4 great deal to u 
mean a great deal to you, too. We aré convinced 
that this power mowet cs far superior to any "eTocs 
et seen OF sold. In fact, in the face of shortages 
on power mowers today. we have turned down other 
leading makeS because we fee that the Red Cap 
is So far advanced and is tops in the power mower 
industry: 


Our ser 
in the complete 
you efficient serv 


rts of the mower wi 


= 
we 
¥- 
we. 


vice department will be completely 
mechanism of the Red Cap, 
ice when necessary - 
11 be stocked in our 


All working pa 
warehouse. Whi you now, service 
and parts are important after years of use, and 

t we intend to be Red Cap 


we want you to know tha 


distributors for keeps. 


. 
J 
* te 
p » 
fae? 
he 
mm * 
es 


schooled 
so as to offer 


One more thing--the price is right. 
Franchises are available, deliveries 
guaranteed. Write us for further details. In the 
meantime, watch your leading magazines for Red Cap 
products are backed by 


advertisements. Red Cap 


a ————“"7 sa 
national advertising. 
as yours, 


STARBRAN 
D CORPO 
R 
ATION + INDIANAPOLIS 18 
, INDIANA 
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NEW POSITIONS 



















An eager, presold market awaits 


fldchen aft “tailored kitchens 


rs 


Complete ensembles - sink, floor, wall cabinets 











Delivered now - no waiting, no delay 












No trade-in or service problems 










Easy to sell and install 












Write for full particulars 









Good H kee 
oat louse a 





MIDWEST MFG. COMPANY ~- Galesburg, Illinois 






Crosley Div., 
Avco Mfg. Corp. 


A recent announcement by C. W. 
Kirby, domestic sales manager, Cros- 
ley Div., Avco. Mfg. Corp., says that 
J. D. Crawford has been appointed 
regional sales manager of the Pacific 





J. D. CRAWFORD 


Northwest region. Mr. Crawford 
comes from a post with a radio and 
appliance distributor in Memphis. 


Automatic Washer Co. 


Tom F. Robinson, service manager 
for the Automatic Washer Co., New- 
ton, Iowa, has retired to live in Phoe- 
nix, Ariz. 


American Central Div., 
Avco Mfg. Corp. 


American Kitchens, American Cen- 
tral Div. of the Avco. Mfg. Corp., has 
three new regional sales managers in 
Mack Johns, Vincent Stanley and 
Homer C. Ingram. Mr. Johns, pro- 
moted from assistant distribution man- 
ager, will handle a Midwest region 
from Kansas City, Mo. Mr. Stanley, 
a former sales representative of Paraf- 
fine Companies, Inc., is a new north 
central region man with headquarters 
in Rochester, N. Y. Mr. Ingram goes 
from a post on the Division’s execu- 
tive staff to managership of a central 
region with headquarters in Conners- 
ville, Ind. 


MACK JOHNS 


APRIL 1, 


New American Central Regional Managers 


VINCENT STANLEY 
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Fedders-Quigan Corp. 


Fedders-Quigan Corp. has announced 
the appointment of John W. Fenyvest 


as export manager. Mr. Fenyvest was 


\ 





J. F. FENYVEST 


formerly vice-president of the Pioneer 
Metal Export Co. of New York City. 


Service Manager 


Gordon M. DeJarlais has been named 
service manager of the unit air condi- 
tioner division of the Fedders-Quigan 





G. M. DE JARLAIS 


Corp., Buffalo, N. Y., says E. A. Bon- 
neville, sales manager of the division. 
Mr. DeJarlais is developing the com- 
pany’s complete service and installation 
program. 













HOMER C. INGRAM 
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TOASTMASTER 





IN DISING 


4 a, 


HESE three “Toastmaster” Water Heater features pack 

plenty of selling punch for you. First, because they’re 
big, important, dollars-and-cents advantages to your custo- 
mers. Second, only you as a “Toastmaster” dealer can 
offer them. 

Check them over. See if you don’t agree that they make 
a simple, solid sales story. Add the tremendous public 
acceptance of the “Toastmaster” name and you have the 
right combination for sound, easier selling. 

It’s to your profit to get in touch with your nearest “Toast- 
master’’* distributor. If you don’t know his name, ask us to 
send it to you. McGraw Electric Co., Clark Division, 5201 W. 
65th St., Chicago 38, Ill., or 1055 W. Sth St., Azusa, Calif. 


The heater for every household... with America’s household name! 


** *TOASTMASTER,”’ “‘Life-Belt’’ and ‘‘lonodic’’ are trademarks of McGraw Electric Company. 
Copr. 1948, McGraw Electric Co., Clark Division, Chicago, Ill 


ELECTRICAL MERCHANDISING—APRIL 1, 1948 


's 3 BIG ExcLUS 


are a Sales talk in themselves! 





Exclusive! 


Exclusive! 
““LIFE-BELT’’* ELEMENT .. . 


The wide band of gentle 
heat that prevents destruc- 
tive lime formation. Oper- 
ating at “black heat,”’ it’s 
practically burn-out proof. 


“IONODIC’’* SYSTEM... 


More than just a magne- 
sium rod. Controlled inter- 
nal tank protection that 
prevents rust, stops corro- 


sion, doubles tank life. 








Exclusive! 
TEN-YEAR GUARANTEE... 


A new element, new tank, 
or a whole new heater if fail- 
ure occurs within 5 years. 
After 5 years, and up to 10 
years, a new element, new 
tank, or new heater on an 
elapsed-service basis. No 
other guarantee is nearly 
so liberal! 
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every refrigerator and freezer | 


should be equipped with 


the 
ORIGINAL 
Pe ERLEL 
ice cube 
tray 


“Just a twist and out they pop” 


One —two or any number of cubes removed at a time, 
and quickly, by a simple twist of the wrist! 
Roto-Trays — made of duPont Polythene plastic 
are the most serviceable, indestructible, handiest 
ice cube trays ever made. 
They eliminate messy running water — 
half melted cubes — wet hands. 
No chopping — no tugging to free Roto-Trays — 
no part to freeze to refrigerator or accumulate frost and 
require defrosting, 
We are originators of the 
all-polyethylene plastic ice cube tray — 
that is now sold by more than 7000 dealers 
from Coast te Coast 
Insist on the ORIGINAL patented* ROTO-TRAY 


IN 2 STANDARD SIZES: 


16 cube ROTO-TRAY 11” x 4% x 14” 
12 cube JUNIOR 9” x 3%” x 12" 


$1.69 
$1.49 


(Copyright, 1948, RMC) *U.S. Patent No. 2,433,210 
*U.S. Patent No. 2,433,211 


*U.S. Patent No. D-137,122 





4643 W. Lexingto, 


WO RPORATION 
"-, Chicago 44, \lino's 


FFF AP PM we 
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A FIRM BELIEF in sales training has led the E. H. Schaefer Corp., G-E distribu- 
tors in Milwaukee, to send all its sales counselors to the Consumers Institute Head- 
quarters of General Electric Appliance & Merchandise Dept. for that purpose. Here 
E. C. Zabors, vice-president and general manager of the distributor, sees off (left to 
right) Herman G. Bauer, L. E. Peterson, Wayne B. Colvin, James F. Effinger, C. C 





Coulter and Robert C. Daly. 





DISTRIBUTOR NEWS 





ARIZONA 


The Electrical Equipment Co. of 


Phoenix felt the need of having some- 


one to direct the merchandising of 
Jendix home laundry equipment in 
\rizona, so R. G. Forsyth, sales man- 





DON WAY 


ager, has appointed Don Way to do 


the job, with the title of Bendix home 
laundry specialist. 


CALIFORNIA 


The Bandoli-McIntyre Co., Los An- 


| geles, has been appointed distributor 





of Presteline appliances for southern 
California 

The Edward F. Hale Co., San Fran 
cisco, announces that it has been named 
distributor in northern California for 
Taylor washers, manufactured by the 
Taylor Corp., Alliance, Ohio. At the 
same time R. W. Tull was appointed 
as West Coast representative for 
Taylor washers. He was also named 
to represent the Precision Utilities 
Mfg. Co., producers of “Frost Queen” 
refrigerators. 

Howard Roberts, vice-president in 


APRIL 1, 


charge of the Whiting Refrigeration 
Division, has announced that the U. S 
Grant Supply Co., Los Angeles, has 
been appointed distributor in southern 
California for Whiting food freezers 
I. N. Ceazan Co., San Francisco, will 
be distributor for the freezers in the 
northern territory. 

Marshall Wells has been named 
zeneral sales manager of Sues, Young 
& Brown, Inc. He previously served 
the company in the capacity of assistant 
general sales manager and major ap- 
liance division manager. Edward J 
Dymek has been appointed new man 
ier in charge of major appliances 

Noblitt-Sparks Industries has an- 
nounced that its Arvin line will be 
handled in the Los Angeles area by the 
Corwin Co., 1525 S. Flower St., Los 





LEWIS W. CORWIN 


Angeles. The firm is headed by Lewis 
W. Corwin, and Mayer Greenberg 
sales manager. 

A group of West Coast representa 
tives attended the annual sales con- 
ference of the James R. Kearney Corp 
in St. Louis. They include Harry 
Hartzell, Dean Cady, Dave Hatton, 
Fred Mulvany and Ed Reichwein, all 
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advanced in design and so sud- 
denly popular, that customer de- 
mand has caught many a dealer 
“napping”. The Sessions “Cat- 
napper” has literally the five most 
desirable attributes you could 
wish for in an alarm: 


ULTRA-QUIET — The “Catnap- 
per” has only half the number of 
moving parts found in ordinary 
clocks, and that means not even 
a pur-r-r. Greater reliability, too! 


PLEASANT BELL ALARM — The 
alarm is not a buzzer, but a gentle, 
sonorous bell. It is operated di- 
rectly from the motor without 
extra gears to complicate it. 


PROVEN POPULARITY — Actual 
consumer polls show the populari- 


ance as well as in operation. Sales 
results back this up, beyond ques- 
tion. 


NATIONAL ADVERTISING — It is 
advertised in the leading national 
consumer publications, as local 
to your store as your nearest news- 
stand. Generous space, frequent 
insertion. 


ATTRACTIVE DISPLAY — The 
special Sessions display sets off 
the “Catnapper” alarm to great 
advantage in either your window 
or on your counter. It is yours 
free of charge. 

Considering everything, you’d 
better make sure you're not mis- 
sing a good bet. Better stock Ses- 


sions! 


NEW SESSIONS ALARM .. . We . » 








Modern Square Desk (453) $7.75* 


*Approximate retail price, subject to Federal Excise Tax. 


FREE! ATTRACTIVE DISPLAY 


For counter or window, to tie in with 
current advertising. Wooden base backed 
up by attractive photo cutout of sleeping 
kitty. A knockout attention-getter! Ask 
with order, or write The Sessions Clock 
Company, giving your jobber's name 
ond address. 










(Sessions Clocks 


SELF-STARTING - ELECTRIC 
THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


in Chicago: The Merchandise Mart 
In San Francisco: Western Merchandise Mart 
In Canada: Northern Electric Company, Montreal, P. Q, 
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NICH ROME 


marches with the 


the hearts of homemakers everywhere! 


Rasysh a LOIS 
2 ‘ 
‘wt Bp AM hy Se ok vex 


>» 


unfailing stability of Nichrome, the heat and corrosion- 

resistant alloy with which Proctor heating elements 

are wound . . . Nichrome, the very heart of good elec- 

trical appliances, the hallmark of quality and trouble- 
free operation. 

Yes, in these appliances Nichrome teams with Proctor 
engineering and design to provide exceptionally 
attractive features of performance and style—that 
make sensational impact at the point of sale! 


Make sure that you too profit by having your manvu- 
facturing sources use heating elements made of 
superlative Nichrome — the world-famous electrical 
resistance alloy made only by 





”)  Dywer-Harris : 
COMPANY e 


HARRISON ° NEW JERSEY 


BRANCHES: Chicago «+ Detroit * Cleveland «+ Los Angeles + San Francisco * Seattle 


Manufactured and Sold in Canada by 
THE B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 


th 
i 













*T.M. Reg. U.S. Pat. Off. 
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from Maydwell and Hartzell, West 
Coast distributor for the James R. 
Kearney Corp. 

Introduction to Frigidaire’s 1948 line 
was staged recently at the El Cortez 
Hotel in San Diego by the company’s 
southern California district representa- 
tives. 

Included in the group of models 
shown were the MJ9, MJ6 and MJl11, 
all designed to offer larger capacity in 
smaller space. 

Also shown at the meeting were 
Frigidaire’s 1948 electric range and 
water heater models and its new auto- 
matic washer. 


COLORADO 


A new $350,000 plant, described by 
L. F. Skutt, president of the Western 
Appliance Corp., Denver distributors, 
as a “distribution center,” will soon 
be the new headquarters of the firm. 
According to George Thompson, gen- 
eral manager, the new property ex- 
tends over 180,000 sq. ft., allowing 
room for the expansion which is 
planned. 


DISTRICT OF COLUMBIA 


C. J. Hunt, radio and television sales 
manager of the Stromberg-Carlson 
Co., has disclosed that Mid-Atlantic 
Appliances, with offices in Washing- 
ton, D. C., and Baltimore, Md., is 
covering the District of Columbia and 
parts of Maryland, Virginia and West 
Virginia. The same firm has also been 
named to handle Blackstone home 
laundry equipment, formerly distri- 
buted in the territory by the H. O. 
Berman Co. of Baltimore. 


FLORIDA 


After eight years at the same loca- 
tion, the Bent Distributing Co. of 
Jacksonville finds that it is “bursting 


Found: A System 





THE CARTOONIST’S BALLOON en- 
anoting from the mouth of Charles S. 
Martin, president of the Charles S. Mar- 
tin Distributing Co. Atlanta, doesn't 
quite tell the truth, because Mr. Martin 
will have to work to get the most out of 
his recent appointment as exclusive 
Georgia distributor for Eureka Williams. 
Samuel B. Peppers, Eureka’s southern 
regional manager, congratulates him on 
the appointment. 
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Fa exclusive features make the gas- 
fired COROAIRE Console heater ‘““The Marvel 
Of The. Age’”’...the greatest advance and de- 


velopment in heating in fifty years. 


Five exclusive profit-points . . . the patented 
Venturi tube heat exchanger, the five-to-one 
wiping surface, the restricted inside-flue travel, 
the patented revolving louvre grille and 
proven economy of operation... make distri- 


butor and dealer sales on sight! 


Five exclusive patented features found only in 
COROAIRE, bring undreamed-of efficiency 
and economy to your customers. COROAIRE 
is ideal for stores, offices and all kinds of 
business places. And, the COROAIRE Console 
heats and winter air-conditions an average 


five-room home for the cost of a LIGHT BILL! 


Today, there’s a COROAIRE sale, a COROAIRE 
profit for distributors and dealers all up and 


down every street in every town in America. 


Sandy says: “*Every profit-minded 

distributor and dealer, every 

thrifty home-maker wants the 
new COROAIRE”, 


A MESSAGE FROM MacTAVISH ) 


For automatic winter air conditioning, 
for clean, filtered, humidified heating at 
high efficiency and low cost, there’s 
never been anything like COROAIRE. 
Here’s what owners say— 


“The economy of its operation is aston- 
ishing.” 


“Our service problems have been prac- 
tically nil. Coroaire is far superior to any 
heater we know of.” 


“I’ve installed many types of heating 
equipment in homes I have built, but 
Coroaire is the most efficient and eco- 
nomical.”’ 


“After two heating seasons, we unquali- 
fiedly recommend Coroaire equipment. 
Hope others will profit by our expe- 
rience.” 


THE COROAIRE HEATER CORPORATION 
GENERAL OFFICES: CLEVELAND 15, OHIO 
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electric refrigerator 
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NEW! 1948 cradenaa, model, 














Penguin vetrigerated Gar 3 


for 
home 

office 
showroom... 





deluxe serving bar 
aa 


“4 


liquor cabinet 


all blended in a 
superbly engineered unit! 


the only REFRIGERATED BAR with ALL these 
IMPROVED Quality FEATURES! 


8 sq. ft. of serving bor with mirrors 
Concealed liquor compartment with automatic switch-off light 
Built-in cabinet lock for complete protection 


42 large ice cubes in one freezing 


Refrigerator section is fully equipped 
with evaporator, 3 self-releasing shucker 
trays, glass drip tray, dial temperature 


tll 
i ‘( Nr J control, adjustable shelf-rack, satin-finish 
L« a 
_~s “te Bi} oluminum lining and fibre gloss insulation 
41 — . " 
GY So Pull-button door release 
— ~ a 


Universal Cooler hermetically sealed “a H.P 
Condensing Unit is worranted for one year 





Over 3% cu. ft. of refrigerated storage 


Delure decorator designed catine 
adds a luxurious note to any style of interior... 


available in three hand-rubbed, liquor-proof finishes, 


mahogany, walnut, limed oak. 





size, closed: 42” wide, 42” high, 18” deep. 


weight, 225 Ibs. net . . . 250 Ibs. gross. 





Write or wire now 
for complete details 


MANN REFRIGERATION SUPPLY CO. 
11 Astor Place, New York 3, N. Y. GRamercy 3-8000 
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at the seams” and needs a new home 
The discovery is no cause for dismay, 
because fortunately the firm must have 
suspected something of the sort some 
time ago. A brand new building is all 
ready at 4012 W. Beaver St., Jackson- 
ville, and the company is moving in 
Bent recently held a week-long meet- 
ing of Philco dealers, at which approx 
imately 200 of them heard Van Etten 
Bent, president of the firm. 


GEORGIA 


The Finders Mfg. Co. has appointed 
Reid H. Cox & Co., 88 Alexander St. 
N.W., Atlanta, as its representative in 
Alabama, Florida, Georgia and North 
and South Carolina. 

Schiffer Distributing Co., Atlanta, 
has been named agent for the Manning, 
Bowman and Co.’s appliance line. 


ILLINOIS 


A. C. McClurg Co., 333 E. Ontario, 
Chicago, has been made a distributor 
for the Air King Products Co., Inc. 

Dealers are becoming increasingly 
familiar with the wide spread in in- 
stallation charges for automatic dish- 
washers, and have been tearing out as 
much hair as their customers have. 
Ben Marcus and Bill Connelly, of Gen- 
eral Utilities Distributors, Inc., 540 N. 
Lake Shore Brive, Chicago, Disha- 
matic wholesalers, are applying a loca! 
soothing lotion in the form of a fixed 
installation charge for complete elec- 
trical and plumbing work, arranged 
with a Chicago plumber. Delivery 
and servicing at a fixed price to the 
dealer are included in the offer. If 
the customer decides he’d rather worry 
about estimates himself, that’s up to 
him ; General Utilities is doing its part. 


INDIANA 


R. H. G. Mathews has been named 
general sales manager of Approved 
Appliances Co., 77 N. New Jersey St., 
Indianapolis, covering 50 countries in 
central Indiana. 


KANSAS 


The Emporia Plumbing and Heat- 
ing Co. is now the Emporia Plumbing 
and Heating Co., Inc., having been 
incorporated recently with a capitaliza- 
tion of $100,000. The firm will han- 
dle General Electric air conditioning, 
commercial refrigeration and heating 
units, wholesale. Ray D. Marsh, Em- 
poria’s president, has announced the 
addition to his staff of O. A. Harger, 
formerly with the General Electric Co 
in Kansas City. Mr. Harger will! be 
secretary. 


KENTUCKY 


A new distributor for Air King 
Products Co. is Electronic Distribu- 
tors, 245 Limestone, Lexington. 


MAINE 


Nelson and Small, Inc., Portland, 
will cover Maine, New Hampshire and 
most of Vermont for the Arvin line of 
Noblitt Sparks Industries. 
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Sabet 


are soaring 


More and more people are learning 
the Ray-O-Vac story—from con- 
stantly seeing these ads*, by word- 
of-mouth and by actual experience 
with these unusual batteries. 


Cash in Now! 


A little push is all it takes. Get 
Ray-O-Vacs on display and they sell 
on sight. 


Lots of replacements are still needed 
for batteries used up during the dark- 
est months... and the big demand for 
the outdoor season is just now getting 
under way. Be sure you order plenty 
. . . and besure to specify Ray-O-Vac 
Leak Proofs! Ray-O-Vac Company, 
Madison, Wisconsin. 


Half page ads—full color—in Saturday 
Evening Post, Collier’s, Popular Science, 
Country Gentleman, Farm Journal, Progres- 
sive Farmer and Southern Agriculturist. Half 
page ads—2-color—in Life, Pathfinder and 
Sports Afield. Also full-color pages in 18 Na- 
tional Comics Publications, with over 8 mil- 
lion circulation. 













NOW... LIGHT 
WHEN YOU NEED IT! 


Ray'0-Vac LEAK PROOF batteries 
stay fresh for years ! 


‘(because theyre sealed in steel !) 























©) 1948 BY RAY-O-VAC COMPANY, MADISON, WIS. RA 


(cisrvan) Canada, winnres, sare 


Foiled— these tricky power 
thieves, 

Causing all your flashlight 
peeves. 


Modern, steel-sealed 
Ray-O-Vacs 

Stop these gremlins in 
their tracks. 


Power’s locked in, and 
that is why 

Spares stay fresh. How’s 

st your supply? 


Ulela 


Guarantee: If your flashlight is dam- 
aged by corrosion, leakage, or swell- 
ing of this battery, send it to us With 
the batteries and we will give you 
FREE a new comparable hlight 
Ask for Ray-O-Vac Leak Proofs with batteries. 





Buy Spares... Hey stzy test 
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ATLANTIC CITY AUDITORIUM 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 
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ATLANTIC CITY, N. J. 


tincorpereted not for profit) 


Executive Offices: 1402 Merchondise Mart, 222 North Bonk Drive, Chicago 54, Iilinois 
Telephone, Delaware 8585 
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MASSACHUSETTS 


Samuel Dane, president of Allied 
Appliance Co., 111 Berkeley St., Bos- 
ton, was on a constant dog trot at the 
Chicago appliance shows, with con- 
siderable concrete results. The firm 
now announces its recent appointment 
to handle these lines: Manning Bow- 
man, Handyhot, Nesco, Cory, Broil- 
king, Sperti, Emerson Electric and 
Cadillac. Mr. Dane may or may not 
be resting comfortably at this point; 
he doesn’t say. 

The B. H. Spinney Co., 62 Hampden 
St., Springfield, has been appointed to 
handle the Arvin line in the territory 
formerly handled by the Arvin-Sal- 
monson Co. of Boston, which will now 
concentrate on the New York, Balti- 
more and Washington areas. Spinney 
gets part of Massachusetts, Connecti- 
cut and Vermont. Another part of 
Massachusetts goes to Hunt-Mar- 
quardt, Inc., 664 Cemmonwealth Ave., 
Boston. 

The A. W. Mayer Co., 895 Boylston 
St., Boston, has been named to dis- 
tribute the Air King radio line. 


MISSOURI 


Finders Mfg. Co. will be represented 
in Missouri, Kansas and southern IIli- 
nois by Alvin M. Goldstein & Associ- 
ates, 1524 Market St., St. Louis. 

Although its contemplated new 
building may not materialize until 
next year or the year after, Hollander 
& Co., Inc., recently bought a tract 
of land on Kingshighway, St. Louis, 
recently. Eventually the space will 
be occupied by a building of one or 
two stories with 70,000 sq. ft. of floor 
space. 


NEBRASKA 


The Korsmeyer Co., Lincoln, has 
been appointed by the Ironrite Ironer 
Co. to cover counties in Nebraska, 
Iowa and Kansas. L. W. Korsmeyer 
is president and Max Powers is sales 
manager of the distributing organiza- 
tion. 


NEW JERSEY 


Max H. Krich, president of Krich- 
Radisco, Newark wholesalers, an- 
nounces the appointment of Norman 
C. Kraeft as Bendix dryer specialist 
to direct the merchandising of clothes 
dryers in the company’s territory. Mr. 
Kraeft takes over a newly-created 
position after having served as Bendix 
district manager for the past two 
years. 

A regional meeting of Norge eastern 
distributors’ service departments was 
held recently at the Krich-Radisco, 
Inc., auditorium, 422 Elizabeth Ave., 
Newark, presided over by Thurlo 
Johnson, Norge national service di- 
rector. Firms represented besides 
Krich-Radisco were: L. J. McAllister, 
Boston; Trilling & Montague, Phila- 
delphia; Ludwig Hommel, Pittsburgh; 
Warren-Connolly, New York; B. H. 
Spinney, Syracuse, N. Y., and Spring- 
field, Mass.; B. T. Crump Co., Rich- 
mond; Southern Wholesalers, Wash- 
ington, D. C., and Lincoln Sales Corp., 
Baltimore. 

Along with Krich-Radisco, 47 other 
RCA Victor record distributors are 


1948—ELECTRICAL MERCHANDISING 








wr =» ' 7 & 


Dee | RE eee See eae, La ee oe sien, oi _ a a ESS i eter ee SOREL LEE IVES iis : ae 





ee 
moe 
te 


SSELL THE BEST FEATURES... 
To GET THE BEST PROFITS! 


Here’s water heating history— profit- 
making history—in the making! The 
new White Electric Water Heater out- 
features and out-performs all others. 
Look at the features—they all add up 
to the greatest water heating efficiency 
ever known ... more customers for 
you! Not only does the new White 
provide more hot water when it’s 
wanted, but its new Dow Magnesium 
Anode prevents corrosion, eliminates 
rusty water, greatly increases heater 
life!.. . . Get the facts now! Phone, 

‘wire or write for full information of 
the White franchise. 


WHITE PRODUCTS CORPORATION © Middleville, Michigan 


See the Complete White Line, including Table-Top Models, at 
Space 1157, 11th Floor, Merchandise Mart, Chicago, Illinois 


¢ SPECIALISTS IN ELECTRIC WATER HEATING SINCE 1930 . 
y : TABLE TOP—KITCHEN TYPE 
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made to sell 
with chromel 


Take your pick of the leading brands of electrical heating appliances... 
and chances are you'll find that most of them are equipped with 

durable CHROMEL heating element wire. There are good technical reasons 
for this preference among manufacturers ... and reasons, too, born 

of long standing confidence. For CHROMEL, you know, is the original 
nickel-chromium heating element wire ... the wire that first made 

their business (and yours) practical and profitable. 


HOSKINS 


4445 LAWTON 


MANUFACTURING 


AVE. © DETROIT 8, MICHIGAN 


YOu'LL FIND 


IN 


THESE 


PRODUCTS 
YOU 
SELL 


PAGE 


184 


APRIL 


COMPANY 




















DISTRIBUTOR NEWS | 


carrying on a unique series of long- 
distance sales meetings, according to 
Norris I. Saurman, manager of Krich- 
Radisco’s RCA Victor record division. 
Every Saturday morning, a _nation- 
wide direct-line telephone hookup links 
the distributors with RCA headquar- 
ters in Camden, N. J. for one hour. 
They hear the latest records and can 
place orders for them directly; besides, 
they can get the latest communiques 
from sales managers regarding mer- 
chandising operations. 

David L. and William F. Edelmuth 
have announced the formation of a new 
national sales organization known as 
Edelmuth Brothers, which will special- 
ize in marketing items in the appliance, 
radio and television field. Both have 
had considerable experience in market- 
ing in general, David's background 
being in the appliance field. 

Newly named distributor of Dexter 
washer products in northern New 
Jersey and Rockland and Orange 
Counties in New York State is H. 
Schultz & Sons, 620 Market St., New- 
ark 


NEW YORK 


Graybar Electric of Syracuse has 
been added to the list of Stromberg- 
Carlson distributors to cover central 
and western New York. 

The new position of RCA Victor 
radio and television sales manager of 
the Bickford Brothers Co., Buffalo 





STANLEY J. ORMSBY 


wholesalers, has been given to Stanley 
J. Ormsby, who has been with the com- 
pany in a sales capacity for the last 
six months, 

The new general offices, showroom 
and warehouse of the Westinghouse 
Electric Supply Co., formerly located 
at 150 Varick St., New York City, 
were opened recently at 539 W. 25th 
St. All divisions and districts through- 
out the country were represented by 
500 Westinghouse personnel, along 
with 1600 other people. The new site 
has three floors covering an area of 
75,000 sq. ft., and is the headquarters 
of the eastern district of the Westing- 
house Electric Supply Co. 

The D. W. May Corp., 250 Fulton 
St., New York City, invited alf its 
New York and New Jersey dealers to 
merchandise expositions eld in 
Newark and New York recently. In 
addition to seeing a display of the 
firm’s complete line of merchandise, 
the dealers were introduced to the 
new Fedders room air conditioners, 
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The Triple-Action Hoover, Model 28, 
stands up to her. She just guides it 
as it rolls easily along. And 
Hoover’s gentle-but-thorough Triple 
Action (It beats . . . as it sweeps 

. as it cleans*) gets deep-down 

dirt, keeps rug colors bright. 

Too, she likes the handy, 

light extension tools, easy 


to use for every purpose. 


Hy Custemers Cheice 


b (Sil a loco d-1ame(-Tol (1a Moles MoM i icelslel-1al olor ii eum (oleloh Mirela 
ever before because... 


One customer wants an upright cleaner; another pre- 
fers a cylinder. And now Hoover dealers offer both these 
basic types—with the name women prefer 2 to | over any 
other make of cleaner. 

There's the new Cylinder Hoover, the most convenient 
cleaner of its type, and the famous Hoover Triple-Action 
Cleaner which features Hoover's exclusive beating- 
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She likes the important things about 
the Hoover Cylinder Cleaner, 
Model 50. It is easy to carry, 
compact to store. She doesn’t 

have to stoop to attach 

or detach the hose. The skids 

are non-marking. And of 

course she likes Model 50’s 
powerful suction and the 


exclusive Dirt Ejector. 


Tm beled sy  : 


cd ollale bralt-telallare Ml ol diala] ole 
Whichever type a customer wants, Hoover dealers 


have it—in a Hoover. 


This spring national advertising on these two great Hoover 
Cleaners will reach almost 250 million readers. 


THE HOOVER COMPANY 


North Canton, Ohio Hamilton, Ontario, Canada 


Perivale, Greenford, Middlesex, England 
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You get a larger share of 
the volume and profits when 


you sell 
CHAMPION LAMPS 










































Bz Johnny-On-The-Spot with CHAMPION 
Fluorescent and Incandescent Lamps 
and you'll get a juicier slice of the big lamp 
business—and of the nice repeat business 
it automatically sets up—because: 
Champion Lamps are ideally adapted to 
electrical merchandising marketing needs. 
They have the quality that keeps the re- 
peat customers coming back to your store. 
They're easy to sell. No red tape or re- 
strictions. You buy them at maximum dis- 
count from your wholesaler. 
Champion's low overhead and clean-cut 
distribution policy assures lowest cost and 


highest profit for you. 








THIS IS A SAMPLE of the “Mascon Sales Clinics” held by Mascon Distributors Inc., 
Springfield, Mass., to promote Admiral products. An informal group of ten to 25 


salesmen and their employers start off with a steak dinner and progress to the clinic, 
which consists of 15 minutes allotted to Admiral Dual Temp, 15 minutes to Admiral 
radios, and one hour on how to sell the individual customer from the time she opens 


the door until she leaves the store. 
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CHAMPION LAMP WORK 
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Lynn, Massachusetts 
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Kaiser hydraulic dishwashers and 
disposals, Superflame oil space heaters 
and Andrea television receivers (for 
the New Jersey dealers). 


An open forum for present and pro- 
spective dealers and servicemen in 
the television field was held recently 
in Buffalo under the joint sponsor- 

ip ot Forem Distributors, Inc., and 
the Farnsworth Radio & Television 
Co. Speakers were William F. Mun- 
schauer, president, and Frank A. Mc- 
Carthy, vice-president, of Forem; and 


Douglas G. Box, district manager, and 
J. Forest Bigelow, technical adviser, 
f Farnsworth 

The D. W. May Corp. of New York 
City recently conducted a series of 
dinner meetings featuring the Filter 
Queen bagless vacuum cleaner in 
metropolitan New York and New 
Jersey. Jack Urove, eastern sales 
manager for the Health-Mor Co., was 
on hand to demonstrate the product 
and to outline plans to merchandise 
the cleaners 

From southern New York and 
northern Pennsylvania came approxi- 
mately 100 dealers to attend a Philco 
open house at LeValley McLeod, Inc., 
Elmira. Henry P. Brill, general man- 
ager of the distributor’s electrical di- 
vision, was in charge, assisted by John 
McLeod, Loren Ryder and Samuel 
Scheer. 


NORTH CAROLINA 


Kent Prewitt has been appointed 
3endix dryer specialist by Southern 
Appliances, Inc., Charlotte. 


OHIO 


The following are new distributors 
of Air King products in Ohio: White- 
head Radio Co., 120 E. Long St., Co- 
lumbus; D & R Radio Supply, 156 S. 
Third St., Steubenville; Toledo Radio 
Specialties, 1215 Jackson St., Toledo; 
Thompson Radio Supplies, Zanesville ; 
Fall Radio Supply Co., 2424 Tusca- 
rawas St., W., Canton. 

Stromberg-Carlson has completed 
arrangements with Graybar Electric 
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of Cincinnati to cover sections of Indi- 
ana and Kentucky. 

Sixteen counties in northern Ohio 
will be covered for the A. O. Smith 
Co. by a recently established firm, the 
Baird-Foerst Corp. of Cleveland. W. J. 
Baird was formerly general manager 





W. J. BAIRD 





H. FOERST 


of American Utilities, and H. Foerst 
was sales manager of the same firm in 
Cleveland. 

Chas. A. Morrow, vice-president in 
charge of merchandising for Mullins 
Mfg. Corp., announces that the Duge 
Distributing Co., Cleveland, has been 
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lag .-- that’s why this is 
. the hottest iron promotion in years! 


VIB LEND-IRON PLAN 


DEALERS! No longer is it necessary to talk yourself blue in the face 
to make an electric iron sale. Now you simply suggest the customer 
take the Lend-Iron home for a 48-hour free trial and convince herself 
through actual use. About 50‘; of the irons in use today are over 6 
years old and weigh 5 or 6 lbs. The easiest way to sell a new light iron 
is by actual demonstration of the latest Arvin lron features at the 
low price of $9.95. It’s easier to sell ’em this way! 











Get the Lend-Iron Kit from your Arvin distributor today. Bring in 
new customers. Build store traffic. Provide free home demonstration 
of the Arvin Iron without added cost to you. Prove Arvin Iron ad- 

. vantages to users of old type irons. 


© Complete Lend-lron Kit 
Consists of: 
* 5 Automatic Electric Irons at regular generous trade 
discount. 
* 1 Arvin Lend-Iron plainly marked “Courtesy of your 
Arvin Dealer” at a special low price. 


* Free promotional material consisting of counter card, 
window streamer, 6 color iron display, hand-out folders, 
and a newspaper ad-mat. 


* Special Lend-Iron carrying carton. 








® Order from your distributor 


Your Arvin distributor has Lend-Iron Kits now. Start this . 

great new selling plan working for you without delay! The Nationally 

sooner you start, the sooner you'll reap the benefits—not 
advertised 


only in more iron sales, but in other sales which increased 
store traffic always means! 


@ If you handle iron repairs . . . 


If you handle iron service, the Lend-Iron Plan is a “natural.” 
When customers bring in old irons for repair, loan them an 
Arvin Lend-Iron temporarily. You build good will and sales. 
Arvin helps with special promotional material. 


Copyright 1948, Noblitt-Sparks Industries, Inc, 


LINE UP WITH SALES AND PROFITS! LINE UP WITH LEND-IRON! 


Write, wire or phone your Arvin distributor! 





NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA 
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ENGINEERING 
THAT SELLS 


SATISFIES 














BEN-HUR farm and Home Freezers 


Beauty that wins instant attention and approval . . . a wealth 
of engineering features that guarantee superior efficiency in 
years of convenient food protection . . . this is the combination 


that makes the BEN-HUR dealer franchise highly enviable. 


Take ony one of the FOUR popular BEN-HUR Models — 6, 9, 
12.5 or 18 cubic foot sizes — give it a feature by feature 
comparison. The BEN-HUR comes out on top consistently — 


and proves its superiority in the home after you install it. 


Powerful National Advertising . . . 






Complete Selling and Display Ma- 








compare THEM wo 


and You'll coanag terials . . . Direct Mail Sales Helps 
Line 
The BEN anger . . . Seasonal Newspaper Ad Mats 
choice 
few een, Write . are all EXTRAS that make the 


shill ope 





BEN-HUR Line highly profitable. 


Dept. EM, 634 East Keefe Avenue, Milwaukee 12, Wisconsin 


REW- IIT; FARM an NOME FREEZERS 


HEALTHFUL LIVING THROUGH FROZEN FOODS 
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named distributor of Youngstown 
Kitchens for northeastern Ohio. 

New distributor of LeJohn electric 
fans in the Toledo territory is the 
Joseph B. Smith Co., Edison Bldg., 
Toledo. 

The Rodney Young Co. has been 
appointed Cincinnati distributor for 
United States Television, according to 
Hamilton Hoge, president, United 
States Television Mfg. Corp. The 
firm is located at 228 W. Seventh St., 
Cincinnati. The Cleveland area will 
be handled by the Domestic Heating 
& Equipment Corp., 3990 Memorial 
Shoreway, Cleveland. 

Exclusive distributor of Frie-Zer 
home refrigerators and food freezers 
for northwestern Ohio and southeast- 
ern Michigan is the Scott Sales Co., 
Toledo. 


OREGON 


Newly elected vice-president of the 
Central Supply Co. in Portland is Ed 
Siegert, general manager and directing 





ED SIEGERT 


head of the firm since its inception in 
1940. He has been in the industry for 
32 years as a contractor, chain store 
merchandising manager, and general 
manager of the Northern and West 
Shore Supply Co. of New Jersey. 

The F. L. Jacobs Co., manufacturers 
of the Launderall automatic home 
laundry, have announced that Elec- 
trical Distributing, Inc., 140 N.W. 
14th, Portland, is taking over the 
Portland territory formerly served by 
Huletz Electric Co., Inc., which will 
continue to serve the Seattle area. 

Units of the new Marvair reverse 
heating and air conditioning 
equipment were shown to the public 
recently by R. T. Zabelle, local dis- 
tributor. 

New distributor of Columbia records 
for Oregon and southwest Washington 
is Appliance Wholesalers, Portland, 
according to Paul Peppin, Columbia 
district manager of the West Coast. 

Stubbs Electric of Portland will do 
the distributing for Stromberg-Carl 
son in several counties of Oregon and 
the state of Washington. 


cycle 


PENNSYLVANIA 


A recently appointed distributor for 
the United States Television Mfg. 
Corp. is the Rumsey Electric Co., 1007 
Arch St., Philadelphia. Hamilton 
Hoge, UST president, makes the an- 
nouncement. 
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Barno Radio Co. of McKeesport 
has been added to the list of distrib- 
utors for the Air King Products Co., 
Inc. 

When Admiral brought out its new 
radio line last fall and announced a 
heavy ad schedule for the rest of the 
year, Peirce-Phelps, its Philadelphia 
distributor, wondered how it was go- 
ing to capitalize on the program in 
time for the Christmas trade. According 
to Warren J. Miller, Peirce-Phelps’ 
advertising manager, the answer took 
the form of big 17x22 in. broadsides 
printed as radiograms, with halftone 
pictures of Admiral radios. Dealers, 
evidently startled by the pungent mes- 
sages and pictorial effectiveness of the 
sheets, sent in heavy direct orders and 
even displayed the broadsides in their 
windows. In the words of Bob Calden, 
sales manager, “Three days before 
Christmas you could have staged a 
full-scale football game in the Peirce- 
Phelps radio warehouse, it was that 
near to being empty—in spite of a 
heavy inventory two months previ- 
ously, and continuous receipt of large 
shipments.” 

Philadelphia Distributors, 232 N. 
llth St., Philadelphia, have appointed 
J. J. McCormick as special representa- 
tive in central Philadelphia. Accord- 
ing to Albert E. Hughes, partner of 
the firm, Mr. McCormick was formerly 
connected with Frigidaire’s sales or- 
ganization and also served as sales 
manager of the local Kelvinator dis- 
tributor. 


RHODE ISLAND 


Assigned to cover several counties 
in Rhode Island and Massachusetts for 
the Arvin appliance line is the Frank- 
lin Supply Co., 184 Broad St., Provi- 
dence. 

New Providence distributor for Air 
King Products Co., Inc., has been 
announced as the Eagle Sales Co., 745 
N. Main St. 


TENNESSEE 


The Tri-State Supply Co. of Chat- 
tanooga has been appointed by the 
Blackstone Corp, to handle distribution 
of Blackstone home laundry products 
in the Chattanooga territory, which 
includes parts of Tennessee, Alabama 
and Georgia. 


WASHINGTON 


W. T. Hamilton of Waitsburg, who 
has been in the wholesale field for the 
past 18 years, has sold his business to 
Edward Bachtold of Walla Walla. 

Distribution of the F. L. Jacobs Co.’s 
Launderall will be handled in the 
Spokane area by the F. B. Connelly 
Co. of Spokane, 340 Trent Ave. 


WISCONSIN 


The J. J. Stangel Hardware Co., 
Manitowoc, has been appointed Crosley 
distributor in northern Wisconsin and 
upper Michigan, according to Corley 
W. Kirby, domestic sales manager, 
Crosley Div., Avco Mfg. Corp. The 
firm is headed by Arthur G. Stangel, 
president, and Harvey J. Stangel, 
vice-president. 
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America’s only fully automatic roaster 






with the exclusive buill-in time clock! 





INSULATED COVER—only NESCO has it! 


Two sheets of steel, with insulating air 
between them, reduce preheating time 
many minutes, save fuel, help keep the 
kitchen cool. An exclusive Nesco feature. 





Sales Offices: Merchandise Mart, Chicago - 
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AUTOMATIC THERMOSTAT with signal light! 


Accurately maintains any desired tem- 
perature. Signal light indicates when 
current is on. When light is out, food 
continues to cook on “‘stored heat”’ 





1948 








THE FAMOUS 


.NESCO 


MODEL 109 


EASY-OPEN COVER—just twist the knob! 


A gentle turn of the knob on the lower 
right of the Nesco opens the cover 
smoothly and quietly. There’s no need to 
lift cover with the hand. Positive latch. 


NATIONAL ENAMELING AND STAMPING COMPANY 


Executive Offices: 270 N. 12th St., Milwaukee 1, Wisconsin 
Candler Bidg., Atlanta - 


200 Fifth Avenue Bidg., New York 
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THs AutOmatic 
FueL-HANDLING “> OILIFTER 


BOOSTS SALES ON ALL YOUR 
VAPORIZING OIL BURNING APPLIANCES 


Here's a welcome accessory .. . the A-P OILIFTER .. . that 
adds greater popularity to Oil Burning Appliances. It ends 
oil handling in fhe home, making fuel tank refilling a con- 
venient, safe, clean, completely automatic operation. 


Easily connected to the oil control on ANY vaporizing 
burner appliance, the OILIFTER lifts oil from bulk storage 
tank to one or more appliances as high as the third story, 
or 100 feet away horizontally. Feeds oil in required amount 
day and night — with no attention beyond starting in the 
fall and stopping in the spring. Silent, self-starting motor 
operates without radio interference. Only a single Ys" 
copper tubing is needed. Listed by 
UNDERWRITERS’ LABORATORIES, INC. 
















Dealers! Take advantage of this op- 
portunity for extra accessory sales 
volume! Recommend the OILIFTER as 


optional equipment on 
new appliance sales— 
and tell all your past 
customers about its 
benefits, too. You'll 
build greater enthusi- 
asm for oil heating, 
increased satisfaction, 
good will—and great- 
er profits. 





A-P OIJLIFTER with in- 
tegral filter unit. Can 
be installed on ANY 
vaporizing burner ap- 
pliance requiring oil 
flow up to 1% gal- 
lons per hour. 














RETURN THE COUPON 
for Complete Selling 
Materials. 





AUTOMATIC PRODUCS COMPANY 


2444 North Thirty-Second Street, Milwaukee 10, Wisconsin 


Please send us sales materials and prices on A-P OILIFTER and | 
other A-P Automatic Control Accessories for Vaporizing Burner 
Appliances. 


Name. . 


Address 


City... —_ eee: ee 
Att. of.. 


(fp) DEPENDABLE Od Controls 


DESIGNED TO ELIMINATE SERVICING 
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Biondi Joins Buying 
Staff of Kirby, Block 


George D. Biondi, formerly on the 
housewares buying staff at Abraham & 
Straus, Brooklyn, N. Y., has joined 
Kirby, Block & Co., resident buyers 





at 130 West 31st St., New York City, 
as buyer of housewares, appliances, 
laundry equipment, shower curtains, 
etc. He succeeds Russell F. Crabtree, 
now with Hecht Bros., Baltimore. 


Brownstein Gets 
Post at Eastern 


B. C. Brownstein is the newly ap- 
pointed major appliance and house- 
wares buyer for Eastern Department 
Store, Portland, Ore. He replaces W. 
W. Davis. Mr. Brownstein was for- 
merly manager of the housewares and 
appliance division of Pacific Depart- 
ment store. 


Macy's Coast Has 
Top Radio Promotion 


Macy’s, San Francisco, found its 
best small radio promotion of the 
season in an offer of Artine table 
models, announced Clifford Barbanell, 
buyer for the store’s radio and record 
department. 

The six-tube sets with short wave 
band were advertised at $19.95. Models 
offered included a choice of ivory or 
dark cabinet finish in wood or plastic. 


—_ 


Namm’s Names Voronkov 
Appliance, Radio Buyer 


Theodore Voronkov has been ap- 
pointed buyer of major appliances and 


radios at Namm’s, Inc., Brooklyn, 
y. 3. 


Eastern-Columbia Names 
Blair Major Appliance Buyer 


G. A. Blair, former buyer of gas 
appliances, home laundry equipment, 
typewriters, automotive, and hardware 
supplies for Eastern-Columbia, Inc., 
has been appointed buyer of all major 
electrical appliances, radios and tele- 
vision. He has been with the firm for 
over 12 years. The company maintains 
headquarters at Broadway and Ninth 
Streets, Los Angeles, Calif. 
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Gentry Furniture Plans 
New Appliance Department 


W. S. Gentry Furniture Co., Rome, 
Ga., is celebrating its 18th anniversary 
and featuring electrical appliances. 
The company has plans to double 
the present size of its building and 
to install a complete electrical appli- 
ance department with installed dis- 
plays. In addition to others, it handles 
a complete Spartan line. 


Leventhal Appliance Buyer 
for Alden’s Retail Division 


David Goldman, general merchan- 
dising manager for the retail division 
of Alden’s has announced the appoint- 
ment of Emil Leventhal as buyer of 
major and small appliances, house- 
wares, radios, china, and glassware. 
Mr. Leventhal was at one time associ- 
ated with General Utility Stores and 
Goldblatt Bros. 


Trenor Takes Scruggs 
Appliance Buying Post 


New buyer of housewares and small 
appliances at Scruggs-Vandervoort- 
Barney, Inc., St. Louis, is James Tre- 
nor, who recently resigned as home 
furnishings market representative for 
the Macy Corporate Buying Division. 


Catalano Named Appliance 
Buyer at Cavendish Trading 


The Cavendish Trading Corp. has 
announced the appointment of Vincent 
Catalano as buyer of major appliances, 
radios, records, and musical instru- 
ments, succeeding Lyle Wilmott, pro- 
moted to merchandise manager of the 
housewares division. Mr. Catalano 
has been an assistant buyer in the 
appliance division for the past two 
years. 


Blackstone in Buffalo 





RETAIL SALESMEN for Adam, Mel- 
drum & Anderson, Buffalo department 
store, got their instructions on the Black- 
stone automatic washer from Joe Mc- 
Donough (left), district sales manager, 
when the machine was introduced re- 
cently to the Buffalo and western New 
York markets. 
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Lake Stote 


pIsPOSAL UNITS 
Dispos-O-Matic 
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HOME FREEZERS 
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Westclox Time Young 


Baldwin Piano 


Hammond Organ 
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The TOP-VALUE L 








Caloric ALONE gives 
all these features 


Fluorescent light seamless por- 
celain enamel Mono-Top + Flavor- 
Saver Dual Burners + one-piece 
porcelain Hold-Heat oven + auto- 
matic time and heat controls - 
Veri-Clean Broiler completely re- 
movable ad Porcelain Hi-Lo broiler 
pan and rack + patented balanced- 
action door mounting + seamless 
Burner Tray Compartment and one- 
piece front frame in porcelain - 
America’s easiest range to keep clean 


Caloric ALONE does 
this promotion 


First in volume of consumer adver- 
tising on gas ranges « Month-after- 
month advertising in leading 
magazines + Productive sales litera- 
ture for every purpose + Store and 
window displays + Dealer advertis- 
ing service « Sales training programs 
- Service training schools 


NEW WUitcamatic 


All Caloric LP-Gas 
models have spe 

ally engineered 
burners and valves 


is your PROT 








Feature for feature, dollar 
for dollar ... every way your 
customers look at it, there’s 
more value in any one of the 
new Ultramatic Caloric mod- 
els. From Compacto to Six- 
burner fully automatic, Ca- 
loric is America’s finest range 
to own, America’s easiest 
range to sell. 


Caloric Stove Corporation 
Widener Building, Phila. 7, Pa. 


Every Model 
in the Caloric 
Line is Built to 


) 


> 
e, ” 
* + 
aan 


Standards 


Tt) S. PAT. OFF 


THE -fAdtomalic, GAS RANGE 
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HONORS for the San Diego Bureau of Radio and Elec. Appliance retiring president 
Lou Weise, center, are made by secretary Clark Chamberlain, left, while new presi- 
dent, O. G. Thompson of G-E Supply looks on. 








LEAGUE ACTIVITIES 





Ashley Succeeds Palmer as 
Head of Jacksonville Dealers 


The Jacksonville (Fla.) Appliance: 
Dealers Assn. recently elected Haro! 
Ashley president, succeeding Edwi 
Palmer, now ex-officio director. Othe 
officers include Olin F. Wolfe, vic 
president; Pope Whittlesey, secretary 


treasure 


Bergey Is President of 
Portland Electric Club 


D. O. Bergey has been elected pres 
dent of the Portland Electric Club f 
1948, succeeding R. D. Hynema 
Other officers of the Oregon grou 
include: R. H. Sroufe, first vice-pres 
dent ; G. B. Bocarde, second vice-presi 
dent; Leonard A. Kallen, executiv: 
secretary; John Webster, treasurer ; 
and F. E. Webb, sergeant-at-arms. 


Gillespie Named to Head 
Kansas City Housewares Club 
At the regular monthly meeting o 


the Kansas City Housewares Clu! 
recently Kenneth G. Gillespie, general 





K. G. GILLESPIE 


manager of Jenkins Wholesale Divi 
sion, was elected president for 1948 
J. Norman Gosney, Katz Drug Co., 
outgoing president, presided. Other 


APRIL 1, 


officers elected are: J. Heard Wimber- 
ley, Jr., Superior Distributing Co., 
first vice-president; B. J. Enright, 
Duff and Repp, Inc., second vice- 
president; Robert P. Ingram, from 
the company of the same name, secre- 
tary; and Bert J. Clark, of the Bert 
J. Clark Co., treasurer, 


Midwest Stoker Assn. Elects 
F. Moran 1948 President 


The Midwest Stoker Assn., com 
posed ot Chicago stoker distributors 
wholesalers and factory branches, re 
cently elected I, J. Moran, sales man- 
ager of the C. E. Sundberg Co 
president, succeeding Joseph G. Beard 
Iinois Iron and Belt Co. Othe: 
elected were: E. W. Jones, 
Iron Fireman Mfg. Co., vice-president ; 
and Jolin W. Akins, Jr., Stratton and 
Terstegge Co., secretary treasurer 
The organization indefinitely post- 
poned its March scheduled Stoker Ex- 


position 


othieer s 


Empire Dealers Make Less 
Profit, Survey Reveals 


Electrical appliance dealers are pay- 
ing more for the merchandise they sell 
and are making less profit from it 
than they did before the war, a study 
recently completed by the Inland Em- 
pire Electrical Dealers indicates. Ac- 
cording to Robert L. Wilkinson, ex- 
ecutive secretary of the association, the 
survey shows that in 1947 the average 
dealer’s gross profit was only 77 per- 
cent of the 1939 gross profit on an 
equivalent volume of sales. Selling 
costs were found to be lower in 1946 
than in 1939, because of the pent-up 
demand, but the association predicts 
that selling costs will rise in 1948 over 
the 1947 level. The dollar value of 
electrical merchandise sold in 1946 by 
Empire dealers was $4,904,484 and 
rose 121 percent to $10,840,659 in 1947. 
Total units sold rose form a 1946 total 
of 71,831 to 167,598, a gain of 133 per- 
cent, in 1947. Broken down, the figures 
for 1947, are: 8,605 ranges, 7,133 wa- 
ter heaters, 9,187 refrigerators, 20,- 
896 radios, and 9,583 washers. 
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HOW TO RING UP A 2-MINUTE SALE OF 


Te Teall Ta 
“Sauk Fauitus aon Ate! 


No more “waiting and wondering” with 

this marvelous Manning-Bowman Toaster- 
With-The-Tester! Why wait till toast is done— 
you can peek before it pops! So give this feature 
a big play when you demonstrate... 








_ 
First, press starting lever, raise it, Next, show handy dial for making Then for extra sales suggest: “We 
and tell customer, “Inspect or re- “toast to your taste.” Note that carry a complete line of Manning- 
move toast anytime—even while toaster is toaster has a permanently attached, long- Bowman quality appliances—irons, broil- 
operating! This is an original feature life cord. Stress dazzling and durable ers, percolators, automatic grills, waffle 
with the Manning-Bowman toaster.” chromium finish and rich bakelite trim. bakers. and heating pads.” 


Manning Bowman Means Best | 


Manning, Bowman & Co., Meriden, Connecticut. * In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 
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Now, you can give your customers 
just what they've been wanting—a 
portable that’s light in weight, low 
in price, yet packed with the kind of 
superb performance Westinghouse is 


*°0secces 
08006 eee esesee” 
*O ecccoccs coccceseceeetee* 


famed for! 
Show prospects this light-weight, 


luggage-type beauty —let them mar- 





A BEAUTIFUL CASE STYLED ON 
ALL SIDES . . . choice of Raw- 
hide Tan, Chestnut Brown, or 
Aqua Blue simulated leather. 





PLENTI-POWER ... the extra 
power needed for true-to-life 
performance, 
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PLANTS IN 25 CITIES 


Westinghouse 
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... that will be a cinch for 
you to sell this summer! 


THESE FEATURES WILL MOVE SETS, WHEN YOUR CUSTOMERS LOOK AND LISTEN: 


HOME RADIO DIVISION * WESTINGHOUSE ELECTRIC CORPORATION «+ SUNBURY, PA. 











vel at its clear-as-a-bell tone —then 
flash the modest price tag as a clincher 
—and, brother, you’ve made a sale! 

Get on the sales bandwagon this 
summer with the sellable Model 195. 
Don’t miss this tailor-made chance 
to pile up portable profits. 








; 





SNAP-TIGHT BACK COVER ... 
gives easy access to chassis, 
tubes, and batteries. 








FEATHERLIGHT... easy-to- [ 
lift, easy-to-carry 6 Ibs. 4 ez. 
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Tune in Ted Malone, Monday through Friday 
11:45 A. M., E. S. T., A. B. C. Network 


OFFICES EVERYWHERE 
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For bigger sales checks—“Stop-and- 
buy” traffic—and that Added Profit! 


Display your electrical appliances on Aristo-mats, 
and see how much smarter and brighter they look! They 
sell faster that way, too! Then suggest an Aristo-mat to 
brighten and protect your customers’ table and presto 
—you've added a tidy sum to your sales check 
and a nice, easy profit to your day’s business. For finest 
quality and beauty of product, look for the name 
ARISTO-MAT. Specify Aristo-mats when you order. 


Immediate shipment—1 doz. to carton, 25 lb. wt. 






Kant-Kut Korner —an exclusive, protective feature! 


“Quad-Coat”’ Process 





guaranteed nol to chip or peel! 





% Be sure it’s ARISTO-MAT— 
»othe only NA TIONALLY ADVERTISED MAT 
that women know and trust! 


For further information, see 
your local jobber, distributor, or write 


PHOENIX TABLE MAT COMPANY 


1315 West Congress Street 
Chicago 7, Illinois 
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West Penn League Schedules 
Basic Sales Training Course 


The general appliance bureau of the 
Electric League of Western Pennsyl- 
vania has scheduled the EEI-NEWA 
basic sales training course in four 
Pennsylvania cities. The weekly meet- 
ings began March 15. 


Washington Institute Prints 
Annual “Stockholders Report” 


The Electric Institute of Washing- 
ton (D.C.) has recorded its 1947 ac- 
tivities and its plans for 1943 in an 
attractive, illustrated booklet entitled 
“1947 Annual Report.” The book tells 
the organization’s 226 members what 
has been done, what services are avail- 
able, and encourages them to take 
advantage of the organization’s facili- 
ties. The book reports that in 1947 
association members sold 4,588 ranges, 
16,764 refrigerators, 2,233 ironers, 19,- 
960 washers, 3,358 water heaters, 75,- 
757 radios, 10,885 vacuum cleaners, 
and 1,043 roasters. Roasters and radios 
were the only items which declined in 
sales from 1946 totals. 


“Coming of Age” Party for 
Chicago Electrical Women 


To celebrate its growth from a 
diminutive beginning 21 years ago, 
some 200 members of the Women’s 
Division of the Electric Association of 
Chicago, in February attended its 
“coming of age” dinner party followed 
by a talk on “The New Look in Amer- 
ican Kitchens and Home Laundries,” 
by Mrs. Selma Andrews, manager, 
Hotpoint Institute. 

Started by a very small group of 
women employed in the electric in- 
dustry in 1927 to augment the work 
of the parent, Electric Association of 
Chicago, the Women’s Division has 


License for Fellowship 


had an unprecedented growth with a 
present membership of over 500. This 
is perhaps the largest group of its 
kind in the country, being limited en- 
tirely to women engaged in the elec- 
trical field. 

In her address before this capacity 
audience, Mrs. Andrews told of the 
appliance changes that came before 
the war and those that evolved since, 
presenting manufacturing _ statistics 
ind trends in modern home work and 
time-saving home appliances which 
contribute to a better way of life. 


Van Cleef Again Heads 
Chicago Electric Assn. 


At the regular meeting of the board 
of directors of the Electric Association 
of Chicago, in January, Felix Van 
Cleef, Van Cleef Brothers, Inc., was 
chosen to head the association as 
president for another year. Other 
officers elected are G. L. Seaton, 
Illinois Bell Telephone Co., as treas- 
urer, and A. A, Gray, secretary. 

\t the same meeting the following 
group directors were named: 

Radio and Electrical Appliance 
Dealer Group—Jack Maypole, May- 
pole Boats & Motors; : J. Ready, 
North Town Refrigeration Corp. 

Electrical Contractor-Dealer Group 

M. E. Hill, Beverly Electric Shop, 
and Theodore Osberg, Riverside Elec- 
tric Co. 

Specialty Distributor Group—Harry 
Alter, The Harry Alter Co. 

Manufacturers Group—W. O. Bat- 
chelder, General Electric Co.; C. J. 
Maloney, Cutler-Hammer, Inc.; Felix 
Van Cleef, Van Cleef Brothers, Inc. ; 
and Fred T. Whiting, Westinghouse 
Electric Corp. 

Wholesaler Group—W. E. Guy, 
Graybar Electric Co., and A. J. Mc- 
Givern, Chicago Electrical Whole- 
saler’s Assn. 





FORMATION of the Denver Pot and Kettle Club as an affiliate of the National 
Associated Pot and Kettle Clubs of America was recently made offical when Kenneth 
J. Dahm, president of the new chapter, received the charter from Harry Davis, former 
national president. H. M. McMichael is first vice-president; C. D. Short, second 
vice-president; R. E. Anderson, treasurer; Phil Kerr and Cecil Boyd, corresponding and 
recording secretaries, respectively. 
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support this campaign with 


demonstration, display and selling 





ideas and aids. More than a mil- 


lion Monitor products now in use. 





Inquiries are invited from dealers 
interested in the Monitor franchise 
with a future. 


Write to: Monitor House, Riverdale-on-Hudson, New York 63, N. Y. 
Canada: Monitor Appliances, Ltd., 512 C.P.R. Building, Toronto 1, Ont. * Overseas: Monitor Overseas Corp., Law Building, Charlotte 2, N.C. 
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EIGHT FANS 


FOR EVERY COOLING NEED 


BAR-BROOK 
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Nationally advertised Bar-Brook cooling appliances are estab- 
lished profit-makers. And the new, complete Bar-Brook line 
will mean new and greater profits for Bar-Brook Dealers. 


The attractive Bar-Brook Window Fans are ideal for small 
homes, apartments, and offices. Beautifully finished in 
baked ivory enamel, they have two quiet speeds, 11’ cord 
and plug, and direct drive motors. Complete fan units— 
individually packaged. 


Bar-Brook Breezebuilder* Fans may be installed in any type 
home—new or old—in attic, basement, or closet. Efficient. 
economical, they have been consumer accepted—and pre- 
ferred—for 16 years. 


Write today for complete information and the name of your 


BAR-BROOK 
BREEZEBUILDER™ 


nearest Distributor. 
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“TRADE MARK 


BAR-BROOK FANS 


for 


ATTIC BASEMENT CLOSET 
CEILING WALL 


BAR-BROOK MFG. CO., INC. 


SHREVEPORT, LOUISIANA 
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NEW LITERATURE 
AND SALES HELPS 














Midwest Mfg. Co. 


A striking red and black broadside, 
24” x 36”, entitled “Dealers’ Choice” 
and displaying the entire Kitchen- 
Kraft line of sink, floor and wall 
cabinets, has just been issued by the 
Midwest Mfg. Co. of Galesburg, II1., 
for circulation to its dealers. The 
broadside stresses “quality merchan- 
dise, moderately priced and quickly 
delivered”, and shows how a kitchen 
is erected in three “work centers”—the 
sink center, the range center and re- 
frigerator center or, with proper plan- 
ning, a unit may be installed at a time. 
When the folder is open to its full 
size and pinned onto a dealer’s wall it 
may be used for ordering units and 
for presenting the full line at a glance 
to prospective customers, 


Product Technicians, Inc. 


“The Art of Getting Ahead—oi 
Your Competition” is the title of a new 
booklet just issued by Product Tech- 
nicians, Inc., 65 Broad St., Rochester 
4, N. Y. It briefly describes designing, 
styling, engineering and product serv- 
ices which they are rendering and 
shows many examples of the type of 
work undertaken. Design appeal and 
lower costs are emphasized. The book 
is available to anyone interested. 


RCA Victor Div., 
Radio Corp. of America 


Five colorful lithographed wall 
charts and seven supplementary win- 
dow and door streamers, all focusing 
attention on current RCA Victor 
radio, radio-phonograph and television 
instruments, have been made available 
to dealers through RCA Victor dis 
tributors, the company’s Home In- 
struments Dept., Camden, N. J., has 
announced. Seven of the eight instru- 
ments jeatured in the series are recent 
additions to the RCA Victor line. 


Reynolds Metals Co. 


First color motion picture to show 
the production of aluminum from raw 
bauxite to finished products, “Pigs and 
Progress’, has just been released by 
the Reynolds Metals Co., Louisville 1, 
Ky. The 16-mm. picture, produced by 
Reynold’s own motion picture depart- 
ment, is in sound and full color. It is 
available without charge for showings 
before interested groups. 


Red Jacket Mfg. Co. 


The Red Jacket Mfg. Co., of Daven- 
port, lowa, announces publication of a 
new catalog and sales manual of do- 
mestic water conditioning equipment. 
The catalog includes a complete de- 
scription of the water softeners, iron 
removers, dirt removal filters, neu- 
tralizers, and taste and odor removers 
manufactured by the company. Also 
included in this new catalog are com- 
plete selection and installation infor- 
mation and helpful sales suggestions. 
A copy will be sent free of charge to 
interested dealers. 
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Hanovia Chemical & Mfg. Co. 


Hanovia Chemical & Mfg. Co., New- 
ark 5, N. J., announces completion oi 
a comprehensive series of literature on 
ultraviolet germicidal equipment and 
its many applications. A new booklet 
entitled “Danger in the Air” is the 
keynote of this material and is avail- 
able to anyone interested in this very 
appropriate subject. The booklet treats 
the two major applications for germi 
cidal lamps viz., protection of people 
and protection of merchandise. It 
describes conditions in hospitals, 
schools, commercial offices, etc. and 
how germicidal units can cope with 
them. It also deals with spoilage 
problems in kitchens, restaurants, ho- 
tels, institutions, pharmaceutical plants 
breweries, bakeries and other food 


processors. 


Allied Radio Corp. 


Allied Radio Corp., Chicago, an 
nounces the publication of its new 
1948 172-page catalog, covering “Ev 
erything in Radio and Electronics.” 
More than 10,000 items are included, 
with special emphasis placed on equip 
ment for industrial maintenance, re- 
search and production requirements as 
well as for the needs of government 
agencies. There are detailed listings 
of electronic tubes, test instruments, 
transformers, resistors, condensers, 
rheostats, relays, switches, rectifiers, 
tools, wire and cable, batteries, sockets, 
generators, power supplies and other 
types of equipment in the industrial 


field. 


Just Spin the Wheel 
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Hear Our 2-Minute Demonstrotion 





RADIO “VALU-ATOR” — new Strom 


berg-Carlson “points of appeal” radio 


display card. When moved from one dis 


play to another, wheel is turned to bring 
appropriate selling points into view on 


the scroll. 
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SPRING...GREEN GRASS 

...MORE MILK...MORE CHURNING 

..MORE WORK FOR THE 
FARM WIFE 




















JUST FLIP | 
THE SWITCH 
TO CHURN 


Suppose YOU had to push a 
| dasher or turn a crank stead- 

ily for 40 minutes...50 
minutes ... or an hour at a time. How long would it take you 
to get a Gem Dandy Electric Butter Churn where all you do is 
flip the switch. 

Well, the farm wives on 3.500,000 electrified farms feel just 
the same way. Display Gem Dandy Electric Churn and they’l! 
buy in droves. 

SPRING IS THE BIG SEASON. Figure your profits from the 
prices listed below and order Gem Dandy Electric Churns and 
Gem Dandy Duraglas Churn Jars from your distributor today. 


Alabama Manufacturing Company 


Birmingham 3, Alabama 








Deluxe Model Retail Price........ $19.95 Gem Dandy Electric Churn may be 
Recommended Dealer’s Cost......$12.49 used with aa crock or with Gem 
Standerd Medel Resail Pei 16.98 Dandy Duraglas Churn Jars, which re- 
Mandard Model Retail Price......$16. tail for about: 


Recommended Dealer’s Cost......$11.02 3-gal. $2.75, 5-gal. $3.50. 
All prices slightly higher west of the Rockies. 











MAIL TODAY FOR FREE DISPLAYS 
Alabama Manufacturing Co., 
Dept. A-49 Birmingham 3, Ala. 
Gentlemen: Please ship today your free package of Gem Dandy display 
material, We will use it. 
trom 
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Customer goodwill in these in- 
creasingly competitive times is 
one of the prime assets of every 
business. Air Express will help 
you to build a reputation with 
customers for prompt, efficient 
service by reducing shipping time 
from days to a matter of hours. 
When speed is essential, let Air 
Express solve your problem. 


Heres how to harness that 
“shortage ‘nightmare 





T. get supplies and equipment 
Call on 


Air Express 


fast and lick your shortage prob- 
lems, specify shipment by Air Ex- 


press It’s the Jastest possibl. way 


to ship and receive. There's no 
time wasted at airports, because 
Air Express goes on every flight of 


the Scheduled Airlines. And you 
get door-to-door service at no ex- 
tra cost 

Rates are so low it pays you to 


use Air Express regularly. And Air 





Express is imexpensive for the 
heaviest weight shipments, too 
Standardize on this speedy, low 
cost DusiIness service 


Specify Air Express-Worlds fastest Shipping Service 


"oc 
e Low rates pecial pick-up and delivery in principal U.S 
owns and cities at no extra cost 


e Moves on all flights of all Scheduled Airlines 

e Air-rail between 22,000 off-airline offices. 

True case history: Trailer replacement parts are regularly Air 
Expressed from Kansas City factory. Keeps valuable equip- 
ment rolling. Typical shipment: 31-lb carton picked up 2 P.m 
the 11th, delivered Los Angeles, Cal., the 12th, 7 a.m. 1360 
miles, Air Express charge only $ 13.32. Any distance inex- 
pensive, too. Phone your local Air Express Division, Railway 
Express Agency, for fast shipping action. 


ZSS 


CS WE a ———_——" 







Rotes include pick-up ond delivery door 


—_-- te door in al! principe! towns ond cities 


in 
AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


scHEDULED AIRLINES oF THE U.S. 
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NEW LITERATURE 








Crosley Div. 
Avco Mfg. Corp. 


A new “Guide for Frozen Food 
Cabinet Demonstration” has been an- 
nounced by Crosley Division of Avco 
Mfg. Corp., Home Economics Dept., 
Cincinnati, Ohio, based on the booklet 
“Preserve, Store and Freeze”. In a 
letter to home economists, they say, 
“Do you have a frozen food demon- 
stration on the agenda and have you 
been wondering what story you can 
present in the short time you have 
allotted? Have those of you who are 
teachers learned that your students can 
accomplish wonders in a single labora- 
tory period when they plan, prepare 
and freeze complete meals to serve 
days or even weeks later? Then we 
hope this guide includes suggestions 
which will be helpful to you in work- 
ing with present and future home- 
makers. If you do not have a copy, 
just drop us a card and we will be glad 
to send you one.” 


Allen B DuMont 
Laboratories, Inc. 


Two new advertising leaflets on Du- 
Mont television receivers are now 
available to DuMont dealers and dis- 
tributors, it has been announced by 
Allen B. DuMont Laboratories, Inc., 
Passaic, N. J. Both brochures are 64” 
x 34” when folded and have space on 
the rear fold for the dealer’s imprint. 
One leaflet features illustrations of the 
DuMont Drawing Room and Salon 
Model. The other going along with a 
“compact teleset with the great big 
screen” theme, features the table top 
Chatham and the Savoy console 


models. 


National Bureau of Standards 


The National Bureau of Standards 
is just published the first compre- 
hensive treatment of the subject of 
printed circuit techniques, by Drs. 
Cledo Brunetti and R. W. Curtis. The 
booklet consists of 10 chapters totalling 
43 large, two-column pages and is 
adequately illustrated with 21 half- 
tones, 18 line cuts and five tables. NBS 
Circular 468, “Printed Circuit Tech- 
niques,” is now available from the 
Superintendent of Documents U. S. 
Govt. Printing Office, Washington 25, 
D. C., at 25¢ a copy. The methods of 
applying wiring and circuit components 
directly to an insulated surface, thus 
combining ruggedness with a high de- 
gree of miniaturization, are presented 
under the topics painting, spraying, 
chemical deposition, vacuum precesses, 
die-stamping and dusting. Perform- 
ance and application details as well as 
precautions and limitations are dis- 
cussed. Many applications and ex- 
amples are given, including printed 
amplifiers, transmitters, receivers, 
hearing aid subassemblies, plug-in 
units, and electronics accessories. A 
section on comparative performance of 
printed circuit elements is provided, 
while a bibliography covering proc- 
esses, patents, applications, and other 
revelant matters is included as a sup- 
plement. 
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TELEVISION DISPLAY offered to deal- 
ers by DuMont Television Receiver Div., 
of Allen B. DuMont Laboratories, Inc., 
for window or permanent floor display. 








Webster-Chicago Corp. 


Release of a new series of point-of- 
sale aids featuring their wire recorder 
was announced recently by Webster- 
Chicago Corp. These sales aids consist 
of two attractive, compeling counter 
and window display cards that demon- 
strate uses of the Webster-Chicago 
Wire Recorder. Also included is a 
large window streamer urging passers- 
by to see the wire recorder demon- 
strated. 


Rheem Mfg. Co. 


Available for use by distributors and 
dealers is a new water heater training 
film prepared by the Rheem Mfg. Co., 
570 Lexington Ave., New York 22, 
N. Y. The new slide sound film was 
designed primarily for use by the 
Rheem Company in the training of its 
own sales personnel, and since dealers 
and distributors face the same prob- 
lems in the training of their salesmen, 
it was decided to make the film avail- 
able to them. The film explores the 
sales possibilities in a field where nine 
homes out of ten in the US. still lack 
automatic water heating. It shows 
salesmen how to meet prospects and 
demonstrate their need for a constant 
supply of hot water. 


Westinghouse Electric Corp. 


A reference handbook, No. 3, new 
and revised, in the Westinghouse 
Educational Series, called “A Refer- 
ence Manual on Modern Electric 
Household Refrigeration and Home 
Freezing” is now available from the 
company’s Home Economics Inst. at 
Mansfield, Ohio. Julia Kiene, director 
of the Institute, says in the foreword, 
“To meet the new interest in frozen 
foods, designers have made important 
changes in household refrigeration 
equipment, and have developed home 
freezers as well. To sum up these new 
trends in electric refrigeration and to 
interpret their advantages and proper 
use, we've prepared this book. It is 
our hope you find it useful.” 
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: Every Philco Auto Radio Dealer has been asking 
nt . . for just such a road sign for years—and now 
: > Philco after waiting for something new and differ- 
p HH | LcCO a ent to offer has come up with this revolutionary 
A iA new design...AN ALL YEAR ’ROUND HIGHWAY 
ws few AUTO Por, Cee” SIGN THAT WILL BE ERECTED AND MAINTAINED 
er- “i RADIOS ~ A, "FOR YOU ALL TWELVE MONTHS OF THE YEAR. Now’s 
ri , the time to order this powerful campaign— get the 
me ° . . 
he best locations—have your signs installed. 
tor LA er tr : | =3 ark PP 4 And here’s another powerful Spring campaign 
on , 24 4- _—— oa ny a he ; : : 4 — 24 sheet posters. It’s cooperative! Order at once! 
“ - : saad ee tiny , Identify your store as the place in your area to 
me Ss Ti Ph he buy the sensationally popular new Philco Auto 
a ee our I co Radios. Order this highway advertising now, and 
pe watch your Philco Auto Radio business soar! 
| Distributor Today! 
SING 
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TO QUICK SALES WITH 


THE NEW 


HOWARD 
Pulsacre 


Here's something really dif- 
ferent in air circulators — 
the new HOWARD Pulsaire, 
operating on just-discovered 
air-flow principles. It lifts 
cool air from the floor and 
gently diffuses it through 
any room. The cool air is 
impelled against the 
HOWARD cover cone by a 
high-speed EMC-powered 
fan, then deflected in gentle 
waves that ripple behind 
objects and into all corners. 
Every usual ‘“‘dead spot” 
becomes alive with pulsat- 
ing air currents. 


RETAIL PRICE 


$39.95 


TAX INCLUDED 


This new conception of air circulation is one you can easily 
sell. And your sales efforts will be backed by a hard-hit- 
ting advertising campaign, with frequent messages in the 
Saturday Evening Post, Collier's, Life, House Beautiful, Trailer 
Travel, American Home and Better Homes and Gardens. Use 
the coupon now for your display sample. 


HOWARD INDUSTRIES, INC. 


Makers of Famous EMC Electric Motors 


231 S. LaSalle St. Chicago 4, Ill. 


= 
HOWARD APPLIANCE DIV. 
HOWARD INDUSTRIES, INC. 
231 S. LaSalle St., Chicago 4, Ill 
We are Jobbers 
Units Model B-1 less discount 


We are Dealers [] Send information 


FIRM NAME 
ADDRESS 
CITY, STATE 





BROUGHT TOGETHER at Lonergan Mfg. Co's. recent Chicago distributor conven- 
tion were, left to right: S. J. Lonergan, president; Earl Lines, vice-president of the 
W. W. Garrison ad agency; O. H. Helmer, major appliance buyer, Butler Bros.; 
Charles E. Gunther, home furnishings manager, Butler; and William A. Kilmer, major 
appliance division, Butler. 


THE NEW OIL SPACE HEATERS thot the distributors saw included this console 
being uncovered by John L. Stevens, sales manager. Two new models, 4860 and 4875, 
retail at $109.95 and $124.95, respectively. The models feature an oval burner and 
unit, a thumb-size pilot flame, and heat economizer plates. 


i 


ADVANTAGES of the heot unit in the new models were explained by S. J. Stowell 
(left), assistant sales manager, and S$. J. Lonergan, Jr., sales promotion manager. 
Young Mr. Lonergan told distributors that the company will use cooperative newspaper 
and radio ads, dealer helps, broadsides, etc., to attain consumer acceptance. 





APRIL 1, 1948—ELECTRICAL MERCHANDISING 








advertising MEAN MORE 


PROFIT FOR YOU WITH 
.—— = 





PLUS KITCHEN WORK SPACE 


Now the Mertland Table Top Electric Hot Water 

Heater brings you completely automatic hot 

water for every household need. And it's 

smart kitchen furniture too, the counter top 

| so convenient for work space. Better 

Rh deolers have the newest models in stock 

~~ now. You can begin to enjoy Mertland conven- 

ience, Mertland quality, Mertland economy, today! 

Table top models in 35 and 45 gallon capacities... 
round models from 10 to 80 gallons. 





AUTOMATIC ELECTRIC 
—=___ HOT WATER HEATERS 


SRB RASS aoe SL gaat tes, EN 


hs seen tn 
BETTER HOMES 
and GARDENS 


ee ie 


PROTECTED FROM 
CORROSION BY 


IN THE SIZE AND STYLE YOU WANT 


M. M. HEDGES MANUFACTURING COMPANY, Inc. + CHATTANOOGA, TENNESSEE 


= * WATER HEATER SPECIALISTS + 


UFACTURING COMPANY, INC. 


M. M. HEDGES MAN 


e WATER 
CHATTANOOGA, 


speci alta 
TENNESSEE 


HEATER 


PAGE 203 


aa 
ELECTRICAL MERCHANDISING—APRIL 1 


















& 


Y) 

















RIDE Typ CREST 


a 
of the Greatest Wave of Promotion in the 
history of the Cooking Appliance Business 


This is the market picture: 


(1) a recent survey shows 45 percent of all gas ranges now 
in use to be over 10 years old, 21 percent to be over. 15 years 
old; (2) more than 8 million homes beyond the gas mains 
still using coal and oil for cooking, many of them good 
prospects for a modern LP (“bottled”) gas range. 


This is the industry promotion program: 


$800,000 to be invested by the American Gas Association 
this year in one of the greatest industry-wide advertising 
campaigns of all time (Grand Gas Ranges to be featured in a 
number of the magazine advertisements); LP Gas industry 
in great expansion of selling effort (number of LP Gas users 
estimated to have increased from 314 milliog to 41% million 
in 1947). 


And this is the GRAND part of the picture: 


(1) a stepped-up campaign of big-space two-color ads in 
7 great magazines, reaching rural as well as urban readers; 
(2) effective February 1, liberal participation in cost of 
dealers’ local advertising; (3) wide assortment of new, 
powerful point-of-sale advertising materials. 


Grand Gas Ranges are sold exclusively through 
leading wholesale distributors of major appliances. 
Fer detailed information, get in touch with yeur 


nearest distributor—or the factory—new. 


emblem 
on a@ GRAND 
Gas Range means it has the 9 BIG 
FEATURES women want in a 
range, including COMPLETELY 
AUTOMATIC OPERATION! 


HOME APPLIANCE CO. 
CLEVELAND 4, OHIO 
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Wanamaker’s Silent Pager 


WHEN THESE NUMBERS flash on the furniture floors of John Wanamaker's big 
New York store it means that some salesman is wanted om the phone. The system, 


installed by the Stanley and Patterson Division of Faraday Electric Corp., is called the 
Auto-Sequence Visual Paging System and is said to be the first of its kind in the 
world. The numbers of several salesmen can be flashed in series. 





INTERRUPTED without irritating his customer, the salesman can quickly take the 
phone call or other message. Meanwhile, the telephone operator adjusts the control 
panel to eliminate his number from the series being flashed. In emergencies the 
system can be supplemented by a bell to attract the salesman’s immediate attention. 





Nationalized Australian 
Utilities Sell Appliances 


MELBOURNE (McGraw - Hill 
World News)—Public ownership of 
electricity undertakings, now nearly 
complete in Australia, is threatening to 
engulf the electrical appliance trade. 
State-controlled and  municipality- 
owned utility undertakings are cocking 
a ruminant eye at the flourishing appli- 
ance business that has developed since 
the war, partly as a result of the con- 
version of munitions plants and of the 
post-war expansion of British and 
American branch plants and licensees. 

The Sydney County Council, opera- 
tor of’ the city’s power system, has 
decided to enter the refrigerator field. 
The machines will be sold on a hire- 
purchase basis, and a whopping adver- 
tising campaign will be conducted. 

Spokesmen of the Queensland State 
Electricity Commission have ominously 
hinted that supply of appliances to 
the public at lowest possible prices 
calls for state control of the trade. 

The Electrical and Radio World, 
Brisbane, points out that the manu- 
facturer has as big a stake as the 


retailer or wholesaler in the preserva- 
tion of the trade. By dealing with the 
government, he is helping to destroy 
the established system of distribution, 
the paper warns. 

“If this should eventually be elim- 
inated, the manufacturer will have 
only one customer, the State. Finally, 
there would be only ore manufacturer, 
the State.” 


Dominion Ad Program 
Includes Consumer Magazines 


For the first time in its history the 
Dominion Electric Corp., Mansfield, 
Ohio, has included consumer maga- 
zines in its advertising schedule for 
1948, according to M. V. Rutherford, 
sales manager. 

Consumer advertising begins in 
the Ladies Home Journal, Woman's 
Home Companion, Good Housekeep- 
ing, Better Homes and Gardens, Col- 
liers, American Home, Life, and the 
Saturday Evening Post. Trade mag- 
azine messages will supplement the 
consumer campaign. 
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Watch for the unveiling, for in just a 
few weeks you'll see them . . . John 
P Wood Automatic Water Heaters, both 
FREE: 
Pn dbs anahn gas and electric models, in a modern, 
tapers are hondy all new design. 
for lighting pilots You can be sure the new heaters will 
ae \ Send for a pockage! 
oJ feature the popular low, well-pro- 
portioned contour, the complete de- 
pendability, the ease of installation 
. . and the economical operation that have made John Wood Water 
Heaters famous for forty-seven years! a 
To assist you in selling more water heaters, the most powerful national “Visit our Booth No. 321 at the coming Home Comfort Exhibition, 
advertising campaign in John Wood's history is under way. You'll find er ee ome Pa, SEM ond 2708." 
these hard-hitting advertisements in the Saturday Evening Post, Better 
Homes and Gardens and the American Home. Read them! Use them! 
John Wood Manufacturing Company, Inc., Conshohocken, Pa., Chicago 
9, lil., Toronto, Canada. 


4 


Write for complete information and specifications or see your plumbing and heating jobber 


Werion and Ceufield Clulomatic baler Heaters 
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For KitchenAid Coffee Mill Sales... 
Use That ‘Bean | 


Everyone goes for the 
aroma of freshly-ground 
coffee. Just pour a pound 
of coffee beans into the 
electric mill. Flip the 
switch at strategic mo- 
ments. 


Then—explain how 
quickly the caffeol (the 
delicate essence of coffee 
flavor) evaporates after 
the bean is ground. Dem- 
onstrate how delicious 
freshly-ground coffee 
smells. Show how coffee, 


| Every Man an Audience 





ELATED by the success of the resumption of the Metropolitan Opera Auditions of 
the Air, sponsored by Farnsworth Television & Radio Corp., are Fred Thrower, Jr., ABC 
vice-president; D. M. Allgood, Farnsworth vice-president; Tevis Huhn, director of the 
| program; John S. Garceau, Farnsworth’s manager of advertising; and J. R. Warwick, 
| vice-president of Warwick & Legler, Inc., N. Y. advertising firm. Farnsworth plans to 
back series with intensive advertising and promotion campaign. 


| More Power To ‘Em 


ground moments before 
use, means the finest cup 
of coffee in the world. 


KitchenAid does it 
electrically—instantly— 
in any desired grind to 
suit any method of cof- 
fee brewing. Results: 
Sales-SALES-SALES. 
Everyone’s a prospect! 


The KitchenAid Electric Coffee Mill is a 
quality Hobart product, a little brother 
of the famed Hobart commercial food 
machines, It rounds out the KitchenAid 
line of top-quality household mixers and 
attachments. KitchenAid is getting more 
powerful national advertising support 
than ever before. Ask your distributor 
about these products today. 





THE 1,000,000TH ELECTRIC motor to come off the Jack & Heintz Precision 
Industries assembly lines is the center of attention in this picture. The company, 
which first began making motors in May, 1946, upped its 1947 output almost 800 
percent. Reber C. Stupp (second from right), vice-president in charge of production, 
proudly hands the motor to Edward R. Legg, vice-president in charge of sales, as 
Frank R. Kohnstamm (left), general sales manager, Harold W. Melampy (center), 
superintendent of the electric motor division, and Robert J. Ginn (right), general pro- 
duction superintendent, watch the proceedings. 


Sell the FULL KitchenAid Line—THREE | Silex Calls a Conference 
mixers with complete 
range of attachments 
plus the Electric Coffee 
Mill—all products of 
Hobart—as versatile and 
performance-packed as 
big Hobart commercial 
food machines. They’re 
the “most wanted” food 
machines for thousands! 





HOBART 


rreoouct 





EASTERN DELEGATES to the Silex Co’s. 13th annual sales conference in French 
Lick, Ind., posed with banners flying at New York’s Penn Station prior to boarding 
a special pullman. Ninety-four members of the company attended. Among 35 


speakers at the conference were Frank E. Wolcott, president, and C. H. Newman, 
vice-president. 


REG. U.S. PAT. OFF, 


KitchenAid Division, The Hobart Manufacturing Company, Troy, Ohio 
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Better electric motors 
through 


Fret fills uarminsen ‘JACK & HEINTZ 


Mass Precision 
fractional horsepower motors help sell the 


appliances and machines they operate. 


Soundly engineered . . . solidly constructed . . . mass-precision 


produced . . . they are providing dependable, long-lived service. 


Aircraft Sterters 
More than a million already are in use. Write for full details on am bye 
Aircraft 
Generators 


Aircraft 


the J & H motor to fit your requirement. 
inverters 


JACK & HEINTZ PRECISION INDUSTRIES, INC., Cleveland 1, Ohio 
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| Mass Media Carry 
Cory 1948 Advertising 


| Advertising stressing Cory Corp's 


Oil Saving and More 
Comfort for Users of Oil Heat 2.2" 


weeklies, and shelter publications. 

The Metropolitan Group, American 

Weekly, Ladies Home Journal, Good 

| Housekeeping, Life, Post, Collier's, 

M a n T h 0 HT S a n d S of and Better Homes and Gardens will 
| be used. The series, begun with a full 

| page in Metro, is a departure from 

a the company’s “glamour” ads of the 

i j 4 e a t é r Uj Ss e r 4y past few years. The first ad was 
| headed, “Now, no chance of rubbery 


rancid taste in your coffee!” 


Need This Equipment | 


Vacuums Clean the 
| Streets in Milwaukee 














Comfort 
Is 
Profitable 





In Milwaukee they take a leaf 
from the housewife’s handbook and 
use oversized vacuum cleaners on 
the streets. In the fall when the 
breezes blow the gaily colored 
leaves about, and other seasons 
other things blow about, they bring 
out the sucker-upper. The machine 
is an oversized vacuum cleaner 
mounted on a truck which inhales 
leaves and rubbish and drops the 
load into the truck. In addition to 
leaves it picks up sticks, stones, 
bottles and other refuse, pulveriz- 
ing them and depositing in the 
| truck. 

Each machine was specially con- 
TAKE ADVANTAGE OF THIS HUGE MAR KET structed by its community, An ordi- 
nary dump truck was equipped 
Here are four items you can sell, singly or in combination, to those who now have | | with a blower powered by a gaso- 


: ng . — line motor. The device sucks leaves 
manually controlled oil heat. By providing thermostat regulation, comfort is increased through a big pipe into a large van 


and oil saved; and oil saving has become very important. The fuel transfer pump on the truck which serves as a 
“dust bag.” The suction is strong 
| enough to pick up a good sized 
brick or piece of pipe. Fed prop- 
erly, it will draw a two or three 
ton load of leaves into its 15 cu. ft. 
bow! in less than a half hour. 


makes fuel supply automatic. The three-way valve permits installation of a reserve tank. 














| Stoker Assn. Elects 
Roster for 1948 
At the annual meeting of the Mid- 


west Stoker Assn., Chicago, an or- 
ganization of Chicago stoker dis- 





ed tributors, wholesalers and _ factory 

“Detroit’’ No. 411 branches, held Feb. 11, F. J. Moran, 
Room Thermostat “Detroit” sales manager, C. E. Sundberg Co., 
Providesaccurately leveled “Detroit” CRC-520 was elected president, succeeding Jo- 
temperature control, elimi- CRC-433 Fuel Three-Way Valve seph G. Beard, who had served as 


Transfer Pump president since February, 1946. Other 


officers elected were: E. W. Jones, 


nates costly overheating. Permits installation of 
Saves oil. Easily installed Makes fuel supply second oil tank for 


“Detroit"’ CRC-239-P and 





CRC-239-PF Add-On Controls —easily adjustable. With automatic—no more __ reserve,or for less fre- Iron Fireman Mig. Co., vice-pres- 
Fasten to the top of manual type the Add-On Control, it pro- hand carrying of oil quent delivery. Valve | ident, and John W. Akins, Jr., Anchor 
CRC-239 Float Valves. Make vides automatic oil heat to the heater. No has three positions— | Div., Stratton & Terstegge Co., as sec- 
either single or dual valves auto- with a manual type _ spilling,nomess.Auto- right hand tonk—left retary-treasurer. These officers were 
matic under control of No. 411 CRC-239. The combina- matically supplies oil hand tank—and all also elected to the board of directors 
Thermostat. Easily applied, reli- tion has a strong appeal from main tank. No off. Cast brass body along with Mr. Beard, and Edward J 
able in operation—and profit- to owners of space heaters attention needed —¥%" or Ye" F.P.T. Taft, vice-president, Central Fuel 
able to sell. and floor furnaces. after installation. connections, Corp. 

2972 Write for details on these profitable items. 












UBRICATOR 


| Jacobs Renews Guarantee 
Against Price Reduction 


DETROIT L COMPANY 








F. L. Jacobs Co., maker of the 
Launderall washer, has notified dis- 
tributors and dealers that its guar- 
antee against price reduction on the 
washer will be extended to July 1, 
1948. The company made its first 
guarantee against a reduction in April, 
1947, and has since repeatedly ex- 
tended it. 


General Offices: 5900 TRUMBULL AVENUE, DETROIT 8, MICHIGAN 


pivision oF Amteicw Raoiator & Stardard Sanitary corporation 





“DETROIT” HEATING AND REFRIGERATION CONTROLS © ENGINE SAFETY CONTROLS 
FLOAT VALVES AND Ol BURNER ACCESSORIES © “DETROIT” EXPANSION VALVES 
AND REFRIGERATION ACCESSORIES ¢ STATIONARY AND LOCOMOTIVE LUBRICATORS 


Conodion Representatives — RAILWAY AND ENGINEERING SPECIALTIES LIMITED, MONTREAL, TORONTO, WINNIPEG 
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Cutoway view of sensational new full console heat unit 
which provides “a cabinet full of heater’’ 
Lonergon 


in the new 
Note Heat Economizer plates at top which 
lengthen heot column to 6'/; feet for greater heat 
efficiency and OIL ECONOMY. This is not just an old 
fashioned round heot unit, but a completely new wide 
design, built specially by Lonergan for the newest, most 
saleswise, handsomest console cabinet in the industry 
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ERE’S the first console 


space heater ever built that 


achieves fine furniture appear- 
ance (Low Boy design) without 
any sacrifice of efficiency. In- 
deed, the Fireside operates with 


increased efficiency — because its 
working parts were engineered 
specifically for this style of cab- 
inet! It is NOT an old-style, High 
Boy model cut down for the new 
look! Get the facts— the sooner 
you do, the sooner you’ll start to 
profit with Lonergan! 


1, 1948 


rue ALL-WEW 
FIRESIDE 


CONSOLE SPACE HEATER 


OIL ECONOMY 
FEATURES 
PERFORMANCE 
BEAUTY 
DEPENDABILITY 





OR 


OVAL BURNER — Wide, hot 
flame. More radiant heat. 
No bunched, oil-wasting fire. 














of oil in 42 hours. 


= 
Ki 


MINIFLOW PILOT—Thumb- 
size lame—CONSERVES Olt, 
AUTOMATIC DRAFT REGU- 
LATOR — Factory set. No 


Not just a turn-down thal 
d ded. Perfect 


gives wasteful, unwanted 
heat. Burns only one gallon 
operation at much lower 
draft then ordinary heaters. 














PROPELLER FAN — With ex- 
clusive, patented motor-cool- 
ing duct for positive flow of 
worm air. Provides floor- 
level heat. 


PAGE 209 








ROUSE 


POINTS THE WAY TO 
INCREASED APPLIANCE PROFITS 





You'll find Sprouse home ventilating and cooling equip- 
ment profitable to sell because the complete Sprouse line is 
designed, built and priced right... includes th ight unit for 
every need and every home—large or small. Write today for 
liberal distributor terms and complete information. 


SPROUSE 30” 
AIR MOVER 


A man-size air mover that cools 

and ventilates the home—effi- 

ciently and economically. Eas- 
fy ily installed on outside of win- 
: dow—also adaptable to attic 
installation. Capacity is ap- 
proximately 7,000 C.F.M. 
Powered by extremely quiet, 
'4 hp motor and furnished with 
attractive grille. Over-all 
dimensions: 36” square. 





SPROUSE 10” 
KITCHEN WINDOW 
VENTILATOR 


Beautifully streamlined. 
Fits windows 23” to 33” 
wide (42” withextension 
panels). Installation re- 
quires only the insertion 
of four wood screws in 
window frame; no altera- 
tions; no special wiring. 
Attractive ivory enamel 
finish, 8’ ivory cord and 
switch. Whisks away odors and excessive heat quickly and quietly. 





SPROUSE AIR MOVER FOR 
ATTIC INSTALLATION 


Here’s convenient, low-cost comfort 
cooling and health protection for home 
or place of business. Removes hot air, 
smoke and fumes in mere minutes; brings 
in cool, clean outside air. Three sizes: 
30”, 36” and 42”. Easy, low-cost in- 
stallation. 





PLUS THESE OTHER GREAT 
SPROUSE SALES SENSATIONS: 


Sprouse “In the Wall” or “Against the Wall” Kitchen Ventilators 
capture odors right at the stove and exhaust them before they 
can circulate. Easily installed with any type kitchen range. Only 
visible. part is trim, enameled collection hood, with convenient 
switch. Completely enclosed, safe, economical. Also the new 
Sprouse 24” Window Ventilator: Fits inside most any window; 
easily installed with eight wood screws—no wiring or alter- 
ations. Does not interfere with window operation. Eight-foot 
ivory cord with two-way switch; direct drive, low speed motor. 
Attractive chrome plated handles and feet are easily attached 
making it into a large volume floor circulator. 


Vv. E. SPROUSE COMPANY, INC., COLUMBUS, INDIANA 
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In the Women’s 


Magazines 


McCall's Magazine 


The electric range is featured in 
VcCall's jor March. Elizabeth 
Sweeney shows in four colors how an 
electric range makes breakfast, lunch 
and dinner a pleasure to prepare and 
a picture to serve. The article is en 
titled “How Easily, How Quickly 
Your Electric Range Cooks All Y6tr 
Meals.” 

In the same issue Mary Davis Gil- 
lies describes a remodelled kitchen— 
“The Cranes’ Kitchen” which is full 
of color; it’s the biggest room in the 
house and is work-wise with appli- 
ances 


Ladies Home Journal 


Gladys Taber's kitchen for March 
was built in a new house, and “it is 
practically perfect,” she says, “with its 
modern U-shape design, well placed 
doors aud windows, ample’ space, and 
with a breakfast room large enough 
for the family needs,” 


Woman's Home Companion 


The automatic washer and its new 
companion, the automatic dryer, is 
featured by Elizabeth Beveridge in 
March Companion in “Laundry Team- 
mates,” which shows how to use each 
device to greatest advantage. 


Good Housekeeping 


Pamela M. W. Anderson and Rot. 
H. Henderson of the Good Housekeep- 
ing Institute staff report the results of 
work they have been doing on toasters, 
waffle irons, and coffee makers in an 
article entitled “The Institute Reports 
on Toasters, Waffle Irons and Coffee 
Makers,”— March issue. 

“It’s Not Hard With Soft Water,” 
by George W. Alder, discusses the 
hard water problem and lists ways and 
means of combating this annoyance. 


Better Homes and Gardens 


Researchers at Servel’s Homemak- 
er’s Institute, Evansville, Ind. re- 
cently made a new study in kitchen 
planning which Louisa M. Comstock 
reports in the March issue of Better 
Homes, in “How to Arrange Your 
Kitchen.” L-shaped, U-shaped and 
Corridor-type kitchens are covered. 
The ideal arrangement for labor and 
time saving is given with second bests 
where the ideal cannot be followed. 

Adequate kitchen lighting is dis- 
cussed in the same issue by Sarah M. 
Gorden in “Spotlight your Kitchen.” 

And, “What would Improve Your 
Washday ?” is a fractional-page story 
in which Elaine Knowles Weaver out- 
lines her ideas for saving work in wash 
day for Better Homes readers. 


House Beautiful 


Charlotte Eaton Conway in March 
House Beautiful gives the hot water 
heater its rightful spot in a modern 
home. In “Pass to Future Leisure” 
she points out the fact that the best 
dishwasher, and. the best automatic 
laundry equipment, is of very little use 
to a homemaker without an adequate 
supply of hot water. 

The freezer experts—Donald K. 


Tressler and Lucy Long—again col- 
laborate in “How to Manage a 
Freezer” in the same issue. It takes 
plenty of paper work and planning, 
they say, but this is more or less 
painless. 

Small electrical appliances such as 
coffee makers, waffle irons, toasters, 
and table stoves are featured by Flor- 
ence Paine Rollins in her article on 
“Buffet Breakfasts.” 

And for the outdoors “A Power 
Mower is an Economy” in home mak- 
ing. 


American Home 


“Revision with Vision” is a report 
by Edith Ramsay on how one of the 
executives of American Central Mfg 
Co., kitchen cabinet manufacturers, in 
Connersville, Ind., knocked out a wall 
between two dark rooms in his home 
and remodelled them into one gay, 
workable, modern kitchen. 


Household 


“Light on Lamps” by Marjorie 
Shuler, March Household, shows how, 
with a little time and effort, lamps of 
the right size with proper shades can 
be decorative and give adequate light- 
ing at the same time 


Successful Farming 


“Mrs. Kardel Remodeled Her Old 
Kitchen” tells how this farm family in 
Walcott, Iowa, took an old kitchen- 
dining area and made it into a modern 
kitchen-dining room with plenty of 
storage space and with space left over 
for a bathroom and a hall. 

“Let Your Vacuum Cleaner Do The 
Work,” shows the versatility of a 
vacuum cleaner complete with attach- 
ments, when they are used correctly. 


What's New in Home Economics 


The equipment section of March 
What's New is devoted to refrigera- 
tors. The entire section is entitled 
“When You Teach Refrigeration,” 
and covers “The Equipment Class 
Studies Operation Features and De- 
sign,” “Aid to Better Eating” for the 
food class; and “Tool for Greater Effi- 
ciency” for the home management 
class. “Suiting the Model to the Need” 
shows various types of refrigerators 
on the market today. 


Telesets in Chicago 
Number 12,771 


Television receivers installed and in 
operation within the normal signal 
strength area of Chicago and suburbs 
as of January 23, totaled 12,771 sets, 
according to a recent report. 

The Tribune television station 
WGN-TV is scheduled for regular 
commercial broadcasting early in the 
spring. NBC expects its Chicago video 
outlet WNBY to be operating by Sep- 
tember 1. 

The American Telephone and Tele- 
graph Co. reports that its co-axial 
cable connection to join Chicago with 
Philadelphia will be completed early 
this spring and will be available for 
network usage shortly thereafter. 
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In YOUR STORE—push these brands 
advertised in the April Journal! 





Air-Way Sanitizor Vacuum Cleaner L & H Automatic Electric Range 














Apex Household Appliances & Electric Water Heaters 
Arvin Automatic Electric tron & Maytag Washers, lroners & 
Arvin Lectric-Cook Home Freezers 
Crosley Frostmaster Frozen Norge Products 
Food Cabinet Proctor Iron 
Dexter Twin Tub Regina Electrikbroom 
Dormeyer Electric Mixer Vacuum Cleaner 
Durabilt Irons Simmons Electronic Blanket 
Frigidaire Home Appliances Simplex lroner 
G-E Refrigerators Telechron Electric Clocks 
Hoover Cleaners Voss Washers 
Hoover tron Wagner Komb-Klieaned Sweeper 
Hotpoint Dishwashers Yale Tip Toe Iron 
Hotpoint Electric Range Young Washing Machine 


K-M Home Electrical Appliances White Sewing Machine 





4| e 2 1 of your women customers read the Journal—see the 


advertising of electrical appliances you sell to them in... Ladies’ Home 






BOUGHT BY NEARLY A MILLION MORE WOMEN THAN ANY OTHER MAGAZINE!” 


*Monthly OR weekly, with audited circulation. 
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S| 3415—NOMA 
4 15-light multiple 
. — set. 


Whee! Sell ‘em fast! 
For NOMA's the best known name 


in Coristongs lighting! 





3215— NOMA 15-light 
outdoor set. Add-on plug. 


You bet! NOMA’s tops in style \ 
..-quality...selling features! 


, Always in the lead 


p) \* new ideas! 


BUBBLECUTES, 


f eh ee 
al 


509—BUBBLE-LITE / 
series string... 
selling = 


of last Christmas. 


503G—BUBBLE-LITE tree. 


In green or white. 


And does the NOMA name 
help you make more money! 
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Surveys show that in 
decorative lighting.. it’s 


NOMA... 

















420— BUBBLE-LITE} lamp 
(series type). Includes special 
metal clip to hold lamp upright. 


PACEMAKER... profit maker: : : that’s the Noma 
line again this year! And there’s something “super” 
in store for you... be sure to see the Noma Exhibit 
at the Toy Fair. 
Take advantage of the extra sales power that’s //% 
in the NOMA name... the name more folks | SF dM ) 4 

know best in Christmas lighting! Cash in on 

the heavier Noma advertising planned for ELECTRIC CORPORATION 

48! Join the NOMA profit parade! 55 West 13th St., New York Tl, N.Y. 


tTrade Mark *Reg. U.S. Pat. Office 
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We are now 


making 


IMMEDIATE 
SHIPMENT 








on shallow well 
systems, jet 

pump systems, 
water softeners 
and cellar drainers 
(sump pumps). 
Place your orders 
now for present 
and future 
requirements. 


Dayton 
Mier, ehystoms 


JUST OFF THE PRESS! 
SEND FOR IT TODAY 





THE DAYTON PUMP & MFG. CO. 
DAYTON 1, OHIO 





NAME 


ADDRESS — 


ee 


r 
| 

| 

Please send me new Dayton Catalog No. 48 and Price List W-48 
| 

| 

| 

L 
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Service Can Be Profitable 
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going to get hell from the washer re- 
pairman.” 

The amount of space is only one fac- 
tor in the efficiency of the service 
department, Stockstad says. Equally 
important is the arrangement of that 
space. “On the surface it would seem 
silly to cart a washer through the radio 
service department, yet I have seen 
service departments where there was 
such an awkward and inefficient ar- 
rangement. The service department 
had grown that way and no one had 
taken time and effort to straighten it 
out.”” The space allocated for repair 
of refrigerators and washers should 
be as close as possible to the truck 
entrance. Separate rooms for paint 
spraying, baking or dehydrating 
should be located directly off the 
washer and refrigerator repair space. 
This means a minimum of handling. 
The time it takes to hustle a heavy 
appliance around the building has to 
be charged to the customer, which is 
unfair, or it has to be taken out of the 
service department’s profit, which is 
foolish. 


Sell Service 


No appliance dealer can expect his 
service department to return a profit 
if he expects it to grow like Topsy, 
or if he expects it to live on the word 
of mouth advertising that some local 
lassie with a classy chassis might re- 
ceive. 

When every appliance dealer real- 
izes that he is developing customers 
for his sales department every time he 
spends money on advertising the serv- 
ice department, he will be more 
willing to promote this department of 
his business. But he will be on sounder 
footing when he realizes that the in- 
telligent use of advertising can produce 
profits directly for the service depart- 
ment—it can show up in labor and 
parts profits. In every city—just as 
in Eugene, Ore.—there are effective 
ways to promote service business. 
Like most appliance dealers, Stockstad 
looks to the telephone classified direc- 
tory as the most effective advertising 
medium for appliance service. Next is 
the classified section of the local and 
county newspapers, the business bibles 
of the small city and rural district. Not 
overlooked, however are the direct 
promotional means, the use of postcard 
reminders to customers, the use of 
stuffers in regular sales letters. 

Because it is a regular habit of most 
appliance dealers to figure their service 
department income in two categories— 
labor and parts—-it is obvious that a 
profit from the sales of parts is essential 
if the appliance dealer’s service depart- 
ment is going to make money for him. 

It would be simple if parts came out 
of thin air and all there was to do was 
to charge and take a 25 to 50 percent 
markup. Unfortunately, from the 
profit point of view, there are thou- 
sands of parts for the appliances that 
come in for servicing, and at one time 
or another each of these parts has to 
be replaced. As a result, an adequate 
inventory of parts is necessary for any 
appliance dealer who wants to operate 
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a satisfactory and profitable service 
department. As Stockstad looks at it, 
having enough parts is a simple matter 
of placing orders—but making money 
from the sale of parts is a much more 
complicated business operation. He 
knows that a very close control of parts 
inventory is necessary in order to 
make a profit. Only this close control 
of inventory can keep a dealer from 
having too much money tied up in parts 
—or on the other side of the picture, 
can keep his service department from 
losing jobs or losing money in delays 
by having the wrong parts on hand. 

Stockstad believes that the appliance 
dealer should make a profit from every 
part he sells, and that he should adjust 
his markup on every part to see that 
there is a profit above the cost of stock- 
ing and handling the parts. 

One of the most important factors 
in making a profit out of service is a 
good cost control system, says Stock- 
stad. “And I don’t mean just a system 
of record keeping that shows a record 
of the work done and the hours put 
into that work. Even the most ineffi- 
cient service department would have 
that in order to make up the billing. 
I mean that the service department 
should have records on the value and 
profit from all work done, not only that 
done for outside customers. 

“For example, the time spent by the 
service department in maintaining the 
guarantees on new appliances sold by 
the store’s sales department should be 
charged to the sales department and 
credited to the service department. The 
costs of uncrating, assembling, testing 
and adjusting new appliances is a sales 
department cost, and that time spent 
by the servicemen in doing this work 
should be credited to the department. 
When the service department over- 
hauls trade-ins or reconditions them, 
the regular time charges should be 
made and billed to the sales depart- 
ment. 

“When that type of cost control is 
set up, the store management will get 
a clear idea of how profitable the serv- 
ice department is, and—maybe—it will 
be seen that the sales department is 
not making quite as big a profit as it 
appeared when it had the service de- 
partment working for nothing.” End 
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“LL JUST BET YOU THINK | WANT TO SELL 
YOU SOMETHING!” 
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NOW in PRODUCTION 
he urmee WHIRLPOOL WASHER 


| | NEWEST NUMBER IN WHIRLPOOL’S 
roe . COMPLETE LINE OF TOP QUALITY 
i HOME LAUNDRY EQUIPMENT 


_ DOES THE COMPLETE 
FAMILY WASHING 


IJdecd tor Homes, Apartments, 
Cabins, Trailers 


Here’s the one small-size washer that will do a complete 
family laundry quickly, with the same top washing effi- 
ciency that has kept the WHIRLPOOL line a best-seller 
wherever it’s known. With its 6-vane agitator action and 
6'2 gallon tub, the LITTLE WHIRLPOOL washes a full-size 
sheet and two pillow-cases at one load. Yet the entire 
machine can be picked up easily and stored on a closet 
shelf, under the sink, or in an out of the way corner. 
Wringer handle is easily removed and the entire wringer 
can be stored in the washer tub. 


High-speed power pump drains the washer completely 
in a few seconds, making the LITTLE WHIRLPOOL con- 
venient to use for agitated rinsing ... eliminates extra 
lifting too. Sturdy, standard type power unit. . . sealed, 
permanently lubricated gear case are thoroughly cush- 
ioned for silent, vibrationless operation. Rubber-tipped 
legs hold machine stationary even on wet, smooth sur- 

° Easy to Move— Easy to Store faces. The LITTLE WHIRLPOOL is built for — as — 

. ° as efficiency. Every line harmonizes with the overal 
* Washes 3 Pounds of Clothes CLEAN in 7-12 Minutes design. Outside finish is of baked-on gleaming white 
° Only 19” High, 1514” in Dia., Weighs Only 28 Pounds enamel. Inside is anodized and completely rust-proof. 


° : . : A demonstration will quickly prove the LITTLE WHIRL- 
* 6-Vane Reciprocating Agitator Action POOL’S superiority over any other washer in the small- 


¢ WHIRLPOOL Quality Construction Throughout size group. 


NRE WIECA HHUA IDIREID 


» 




















oA por 
ST. JOSEPH, MICHIGAN, U.S.A. In Canada: John Inglis, Ltd. 


MANUFACTURERS OF THE WORLD'S FINEST HOME LAUNDRY EQUIPMENT 
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Buy Parts for 


ALL MAKES OF WASHING MACHINES 
from Your 


CENTRALIZED PARTS JOBBER 


ONE-STOP SOURCE OF SUPPLY 


Make One Trip and Get Parts 


for all Makes of Machines from 
Your Centralized Parts Jobber 
Who Carries them in Stock 


MEMBERS 
Appliance Parts Jobbers Association, Inc. 





A-1 Master Electric Shop, Salt Lake City 5, 
Utah 

Akron Washer Parts Company, Akron 4, 
Ohio 


Allied Electric Appliance Parts, Inc., Phila- 
— 0, Pa. 
Allied Supply Company, Dayton 2, Ohio 
Ameres Electric Washer Co., Cleveland 
hio 


‘ 








Ap ii Parts t P Y, , Ai, Pp ti. 4, 
Indiana 

Applience Parts & Service Co., Seattle 1, 
Washington 

Conper Washer Parts, Inc., Sioux City 17, 
owa 


Detroit Appliance Parts Co., Detroit 8, 
Mich 


Electric Appliance Parts, Waterbury 14, 
Connecticut 


Finch’s Washer Parts Company, Grand 
Rapids 3, Mich. 

Good Housekeeping Shop, Boston 16, Mass. 

Cagney Appliance Company, Minneapolis 
» Minn. 

Home Electric, Inc., Youngstown 3, Ohio 

Jesse Company, Chicago 47, Ill. 

Wallace Johnston Appliances, inc., Mem- 
phis 3, Tenn. 

a | Jones Washing Machine Parts & 
ervice Co., Denver 9, Colo. 

Keystone Washer Parts Co., Philadelphia 


. Pa. 

Klinker Brothers, Cincinnati 2, Ohio 

Marcone Sweeper Company, St. Louwis 1, 
Mo. 


W. LL. May Company, inc., Portiand 9, 
Oregon 


APPLIANCE PARTS JOBBERS ASSOCIATION 


atpvest Appliance Parts Co., Chicago 22, 


Mi t Appli Parts Company, 
St. Poul 2, Minn. 
Pearso!l Appliance Corporation, Cleveland 
io. 





Pearso!l Appliance Co., Dallas 1, Texas 

D. J. Phelan Sons, New York 7, N. Y. 

Pritchard Electric Company, Okiahomea City 
4, Okla. 

R. & S. Parts Company, Milwaukee 5, 
Wisconsin 

Radio Electric Service Co. of Penn., Phila- 
deiphia 6, Pa. 

Refrigeration Equipment Co., Kansas City 


» Mo. 

Refrigeration Equipment Co., Wichita 2, 
an. 

Refrigeration Supply Company, Harris- 
burg, Pa. 

Refrigeration Supply Company, Rich 
20, Va. 

C. J. Roberts Engineering Co., Springfield 
, Mass. 

Servall Company, Detroit 7, Michigan 

Shand Radio Specialities, Flint 3, Michigan 

Starr Electric Supply Company, Houston 3, 
Texas 

Cc. E. Sundberg Company, Chicago 20, Ill. 

Trible’s, Washington 1, D. C. 

Wash Machine Parts & Sales Co., St. Louis 
16, Mo. 

Washer Sales & Service Co., Pittsburgh 12, 


a 





a. 
Wynar Parts & Service Co., Rochester 4, 


— INCORPORATED 
A NATIONAL ORGANIZATION «+ EXECUTIVE OFFICES: DETROIT 26, MICH 
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“NOTICE THE DOOR HAS THAT ‘NEW LOOK’—SIX INCHES FROM THE FLOOR.” 
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Dishwasher Day Is Here 





cient for a family of six—about 100 
pieces. The dishes themselves will be 
laboratory-clean, germ-free—washed 
in water hotter (140-160 degrees) than 
the hands can stand—and as spark- 
ingly dry as only really hot water 
can make them. The entire process 
will only consume about four gallons 
of water—less than is usually used to 
wash dishes by hand—and when it is 
over, the machine cleans itself. Less 
handling of the dishes when done elec 
trically, ¥f course, means less chance 
of breakage. 

What more could one ask of an ap- 
pliance? The housewife 
spends from one-and-a half to two 
The dish- 
washer does the whole job in half an 
hour. In small families it is custom- 
ary to stack the dishes in the dish- 
washer after each meal and wash them 
only once a day. That's time-saving. 


average 


hours a day washing dishes. 


In washing, rinsing and drying dishes, 
the housewife goes through hundreds 
of motions, while bent over a steaming 
sink. With the dishwasher she simply 
stacks the dishes, adds detergent, and 
closes the lid. The rest is done for her. 
That's labor-saving. In washing dishes 
by hand, she uses more hot water, runs 
a greater risk of breakage, and ends up 
by putting away a lot of dishes that are 
by laboratory test, still germ-laden. 
Thus she is creating a health hazard 
for the family and subsequent doctor’s 
bills. The dishwasher removes the 
hazard. That’s money-saving. Need- 
less to add that the handsome, por- 
celain-finish, table-top height of the 
dishwasher, styled to go with the other 
ippliances in the kitchen gives rise to 
the pride-of-ownership appeal. 

The dishwasher has everything. 

Getting the Job Started 

With the acknowledged fact before 
us that most of the dishwasher sales to 
date have resulted directly or indirectly 
from word-of-mouth advertising on the 
part of satisfied owners, it would seem 
that the dealer’s wisest move would be 
to first install a dishwasher in his own 
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home. No sales story, no demonstra- 
tion can equal that which comes from 
first-hand knowledge. Enthusiastic 
daily use of a product imparts a con- 
viction lacking in the sales presentation 
of a dealer who was dubious, perhaps, 
of the merits of the dishwasher, or who 
merely accepted those merits on hear- 
say and parroted his sales story. Can 
you imagine a refrigerator dealer still 
using an ice-box in his home? Well, 
his potential stake in the dishwasher 
business would certainly warrant 
prompt investment in that appliance 
for his personal use. 

The second important step in getting 
dishwasher merchandising under way 
is to install at least one live demon- 
strating unit in the store. It is true 
that many dealers have stocked dish- 
washers—usually as an integral part of 
an electric kitchen display. But these 
displays are rarely hooked up to oper- 
ate. Besides, the customer likes to get 
the feel of an appliance. She is making 
a major investment, comparable to a 
refrigerator or an automatic washing 
machine and she wants to see it in op 
eration and watch what kind of a job 
it does. Vacuum cleaners were sold by 
tossing assorted kinds of dirt on a 
carpet and letting the customer watch 
the machine do its stuff. Washers were 
equipped with glass tops for demonstra- 
tion purposes (or no top at all) so that 
the prospect could observe the actio: 
of the agitator in getting clothes clean 
Demonstration model refrigerators are 
bulging with all kinds of food, frozen 
desserts, etc. to show their food-preserv 
ing versatility. The dishwasher needs 
this kind of live demonstration to a! 
even greater degree than the appli- 
ances mentioned. On its own merits it 
must answer that ever-present questio! 
in the prospect’s mind: “Will it reall) 
wash dishes clean?” This active stot 
demonstration is doubly important 
when you remember that the plumbing 
installation problem makes it impos 
sible to make demonstrations in th« 
home. 


The third step in the dishwasher 
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selling process is obvious: Use the 
user. Sure, it’s old stuff, but it’s the eo Y 
kind of old stuff that has been largely vs 
yrgotten. When a dishwasher is sold 
ind installed, arrange a party of the 
ustomer’s neighbors to come in and 
see it work. This has been done suc- 
esfully by a number of alert dealers 
ind never fails to turn up the names 
of interested prospects. The testi- 


mony of the owner bears more weight 
nvariably than the salesman’s. When 
Mrs. Jones tells Mrs. Smith that she 
wouldn’t be without her dishwasher, 
that it has relieved her of all the tedi- a R 
, 


ous drudgery connected with the hated - 
chore, Mrs. Smith is going to bend the 

ear of her spouse that night when she 

is up to her elbows in the greasy suds. 

And if Mr. Smith is like countless 

husbands, he will be pretty busy at the 


time on the wiping detail and will be 
ripe for an idea. In this connection it 
| would be well to remember that the 
old man is usually consulted on a major 
purchase before any scribbling on con- 
tracts is done. In the old days, the 
smart salesman invariably followed up 
a hot prospect with a visit to the home 
in the evening for a joint confab with 
= husband and wife. The articles of 
many a sale required this procedure 
and the dishwasher is no exception. 
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APPLIANCE DEPARTMENT 








People are taking to electric water 
heaters in a big way. Home owners 
bought three times as many of them last 
year as in 1941. That's the biggest 
increase in sales volume of any 
appliance. 


Demonstration Techniques But the market has scarcely been 


ic Now, the business of making a touched. There are plenty of pros- 
n- demonstration would differ to some pects for you to sell. 

on degree with the make of dishwasher. People with electric ranges already 
)S, We are not concerned here with minor have the 220-volt line needed for 

ho differences. We are concerned, how- electric water heaters. The electric 
T- ever, only with those dishwashers ° 

an which are electrically-powered, as op- heater appeals to them because it's 


ill] posed to those which employ some 
form of hydraulic water action. The 
€1 following demonstration was supplied 
nt by Virginia Garvey of the General 
Tw Electric Consumer’s Institute. It was 

undertaken in combination dishwasher 
ng and garbage-disposal electric sink, but 


super-safe (no flame; fully protected 
electrically) ; clean (absolutely 
soot-free) ; quiet; automatic. A cinch 
for you to sell! And the most service- 
free appliance in the business!! 

The N.E.M.A. is running four times 





ay the demonstration is confined entirely as much advertising this year as in 
mn- to the dishwasher half of the electric 1947 to promote electric water 

"ue sink, The accompanying illustrations 

h heaters. 


show the main points of the demon- 


stration, but the text which follows Alert appliance retailers will 














pse will suffice to fill in those gaps not cash-in on this hot opportunity in 7 
er- covered by the pictures. G-E, inci- water heaters. 

pet dentally, makes three models of dish- 

ing washers: the electric sink, the stand- 

ya ard table-top type of washer that fits 

ing most electric kitchen combinations, 


(Continued on next page) 






















































by 

lL a 

tcl 

ere 

ra- To reputable electric appliance dealers, Graybar 
ha offers nationally advertised electric water heaters — 
on both upright and ‘‘table-top"’ types. For details, 
an : 

am call our nearest office or mail the coupon. 

ze! 
ed 

al 
oli Appliance Department 4827 
4 GRAYBAR ELECTRIC COMPANY, INC. 
tion Graybar Building 

all New York 17, N. Y. 
tol Rush me details about electric water heaters and how you can 
ta help me sell them. 

= NAME 
po 

tl ADDRESS. 

“| INSTALLED THE MIKE WHEN | HAD IT AIR- 

she CONDITIONED!” " city a ee STATE___ 





ING ELECTRICAL MERCHANDISING—APRIL 1, 1948 PAGE 217 













Priced for more profit 
and Sales Volume 
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the amazing new 18 inch 


LAU Portable 


' It's easy to sell because it delivers what your customers 
- | want... smart, compact, efficient. Dollar for dollar there 
is none better. 

Capitalize upon the demand for efficient cooling with 
the Lau Portable . . . the fan with a multitude of uses. It 
can be placed anywhere in the room or in the window. 
Customers are enthusiastic over it . . . no need to sell in- 
ferior quality when this fan does so much and builds 
steady, repeat business! Plug-in type with 8 ft. cord. 22- 
5/16” square, 7-11/16” deep. Delivers 1800 cubic feet of 
air per minute. Smart, streamlined, surf green baked 
| enamel with cushion-mounted rubber treads. Three- 

speed motor. Two lengths of chain furnished for mount- 

ing in window. Weighs just 25 pounds. Complete sales 

helps and advertising material available. Order your 
stock NOW ... be ready for the big 
demand! 




























WRITE DEPT. “M" FOR FULL DETAILS 
OR SEE YOUR JOBBER 



































BLOWER-COMPANY 
OO oe i alam 
DAY TON-—7—OHIO— 




















PAGE 








218 











and the cabinet-less model designed 
for installation in custom-built sink 
tops and work surfaces. 

Other manufacturers, Hotpoint, 
Westinghouse, Dish-A-Matic, etc., use 
somewhat different arrangements to 
achieve the same end. Some have top 
openings, some have slide-drawer open- 
ings, some employ different periods of 
time for the washing action, some use 
different detergents and methods of 
mixing the detergent with water, but 
the basic principle remains the same. 
And so this description of a General 
Electric dishwasher demonstration will 
not vary in many respects from that of 
some other make. 

And, remember, a live demonstration 
is the prelude to a sale. 


Let’s Wash Dishes 


1. Open the cover. The cover is self- 
locking so that it may not be opened 
at random unless the power is turned 
off. This takes care of kids who have 
to investigate everything. P.S. If the 
cover opened at will while the dish 
washer was in operation, a miniature 
Niagara Falls gallon) would 
flood the kitchen. 

2. Remove the glassware tray. There 
are actually three levels of trays for 
holding dishes, glassware, etc., in the 
dishwasher (G-E). Only one needs to 
be removed to load the machine. That 
is the top small tray. The lower of the 
two other levels may be filled with 
large plates easily without removing 
the second layer of trays. A lot of 
folks have got the notion that it takes 
longer to load an electric dishwasher 
than it would to do the dishes by hand 
in the first place. That’s a lot of non- 
\nd a demonstration will prove 


(one 


sense, 
it. 

3. Load the lower tray. This is the 
level for the behemoths of the dish- 
washing business: the big dinner 
plates, the pots and pans, the soup- 
Pots and pans 
tuck away in the four capacious cor- 
ners. Platters go along the side, facing 
the center. If there are not too many 
dishes, the dishwasher will accommo- 
date both dishes and cooking utensils 
in a single filling. If, however, the 
lower tray is pretty well loaded with 
dishes alone, it is usually best to do all 
the pots, pans and other cooking uten- 
separate loading. In the 
center of the lower tray is a receptacle 
for silverware in the form of a small 
basket. Handles of the silver should 
be down and the silver well scattered 
to prevent nesting. 

4. Load the upper tray. Just above 
the lower tray is a second tier de- 
signed to hold cups, saucers and other 
small dishes. Saucers and small plates 
should be stood on edge in the outer 
section of this tray. Cups and other 
deep dishes go in the trough-like por- 
tion of the tray, facing downward. 

5. Load the glassware tray. You 
will remember that when we started to 
load the dishwasher, we took out only 
one tray—the top small one, designed 
to hold glassware. With the two bot- 
tom sections all loaded, back goes the 
glassware tray on top of them. It may 


plates and the bowls. 


sils in a 
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be loaded either before putting it back 
or when in place. Glasses go in fa 
downward, as in the case of cups. 

6. Scrape all dishes before putting 
them in ihe dishwasher. If the dish- 
washer is an electric sink model with 
garbage disposer built in the left side, 
the process is simple. Garbage just 
goes down the drain to be chewed to a 
pulp. If the dishwasher is a single 
unit, food refuse goes in the usual 
place—the garbage pail. 

7. Fill the detergent cup. In the 
G-E dishwasher, the detergent cup is 
placed beside the lid opening. It is de- 
signed to hold exactly the right amount 
of detergent (Calgonite) and will not 
empty until the dishwasher water has 
been introduced. Soap should never be 
used. 

&. Close the cover and snap the 
switch to start. That's all there is to 
it. But here is what the dishwasher 
does automatically 
through: 


when you are 


What Happens 


The cover is locked and the motor 
starts. The water is turned on. The 
drain valve closes. The detergent cup 
empties and about one gallon of hot 
water is measured into the tub. Then 
the water is shut off. The detergent 
solution is dashed by the impeller 
against all surfaces of the dishes, pans 
and silverware for five minutes. Then 
the drain valve opens and the detergent 
solution runs out. The drain valve 
closes again. Then a rinse of another 
gallon of hot water, driven by the im- 
peller, removes the detergent solution 
from the dishes. The drain 
opens again and the first rinse water 
runs out. The drain valve closes again 
and a third gallon of hot water is 
measured in to rinse the dishes thor 
oughly for the second time. The drain 
valve opens once more and the second 
rinse water runs out. The dishwash- 
ing is now complete. The motor stops 
and the cover snaps open to allow the 
dishes to dry. The whole process has 
taken ten minutes. End 


valve 














“HOW DO YOU KNOW IT’S THE OUTSTANDING 
VALUE OF 1948? 1948 ISN’T HALF OVER!” 
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New Inter-Com ANYONE Com Install 
Opens Big Market For DISTRIBUTORS, DEALERS 





Profitable Franchises Available 






























ae GE © MASTER STATION 

conte cKae @ REMOTE STATION 
a Cabinets of Rich Walnut) 

in ©) @ 50 FEET OF WIRE 


EASIER TO HOOK UP THAN A RADIO... Tele-com operates on 110 
volt AC or DC. No wires to cut... no soldering to terminal strips... 
merely plug connecting wire into master unit — and talk! An important 
sales value that assures you extra profits from this new mass-market 
inter-com, 


A QUALITY INTER-COM AT A MODERATE PRICE, Tele-com is de- 
signed for the great mass market of homes, small stores, offices and 
factories, 


GREATER CLARITY AND VOLUME. No other inter-com at this price 
compares with Tele-com in distinct voice projection, Selenium Rectifier 
and wood cabinet combine to transmit sound with higher volume and 
fidelity, 


GREATER SALES APPEAL. Tele-com’s cabinets, well-constructed of 
rich walnut, specially designed and beautifully styled, with sparkling 
lucite call-switch, are definitely eye-catching. 

TELE-COM IS FLEXIBLE... distance between stations can be extended 
to 500 feet. Additional stations can be hooked up to master unit, provid- 
ing further profit-making opportunity. Tele-com is your key to profits 


in small retail outlets and the lucrative consumer market, Mail coupon 
TODAY for details on franchises and open territory! 


COMPLETE ADVERTISING AND PROMOTIONAL MATERIAL AVAILABLE 


Licensed under U.S. Patents of Western Electric Company 








SPECIFICATIONS 


Master Station 


THE RECORA COMPANY 


7419 South Western Ave. 
Chicago 36, Ill. Dept. EM-1 





sbinet Strong construction : 
of selected walnut wood Please send full details on 
urrent 110 volt AC or DC profit opportunity for distributors and 
Size 5¥2 x 8 x 4% dealers (Check which) 
Speaker 4 inch PM Alnico V 
Tubes One each 12SJ7, 50L6; ] Distributors ] Dealers 
Selenium Rectifier , 
il Switch Sparkling clear Name 
ucite Company 
Remote Station Street 
Cabinet © size « speaker exact : 
duplicate of Master Station City State 
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WITHIN THREE 


MONTHS ofter its opening the Brodkey Brothers feel that all 


Omaha paid a visit to this basement appliance department. 


Pony Contest Brings 
15,000 to New Store 


Brodkey Brothers Use Hollywood Meth- 
Opening. 


ods to Glamorize Omaha 


6¢P' INY Boy! Pony Boy! Won't 
You Be My Pony Boy?” was 
the catchy refrain of a popular song 
that swept the younger generation some 
40 years ago. Recently the Brodkey 
boys in Omaha just completed demon- 


| strating that this generation is still as 


| 


nuts about ponies as they ever were. 

Some 15,000 kids recently dragged 
their mothers into the Brodkey’s new 
store, obtained blanks, and wrote let- 
ters to get a crack at three Shetland 
ponies which were being given away. 

The name of the firm is the Edwards 
Jewelry Co., and it is located at the 
northeast corner, 16th and Market Sts., 
Omaha. 

Dave and Harry Brodkey are Holly- 
wood operators. In their other jewelry 
store they have plastered the state of 
Nebraska with the slogan, “Meet the 
Brodkey Boys and Wear Diamonds.” 
The Edwards Jewelry store, their new- 
est venture, mixes jewelry and appli- 
ances, 


To Get Acquainted Quick 


Not only did they desire to get the 
public acquainted with the new firm 
quickly, but they had the job of making 
the Omaha citizenry realize that there 
was an appliance department in the 
basement. 

It was decided to have the young- 
sters take their parents by the hand 
and lead them in. In fact, contest blanks 
were not given out to kids without their 
folks, The prizes that wowed them 
were three Shetland ponies. And in- 
cidentally, a Shetland pony today costs 
around $165. Fourth prize, guaranteed 
to drive some mother nuts, was a well 
behaved, cuddly, live monkey. The five 
last winners got puppies, which were 
safer. 

“To sweeten the picture for the 
mother being persuaded into the appli- 
ance department by her child,” Dave 
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CONTEST RULES 


| remo pee | 4 
| FOURTH PRIZE ie 
| 


| Fifth Sut Seventh Enghth Broth 


=a = AAAS 


WO PURCHASE MECEDT EST TO ENTER Hrs COmTEST ABSOLUTLY WO OM G* 


EDWARDS forty 


HERE’S the advertising that got the kids 
in—"“Win a Shetland Pony.” 


3rodkey, who heads appliances, relates, 

“we decided to give the mother of the 
first prize winner a Westinghouse 
Laundromat. Family of the second 
prize winner got a diamond ring, and 
the third took home to his folks a $10 
wrist watch.” 

As suspected, the contest brought an 
avalanche of visitors. Some 15,000 let- 
ters were submitted. The contest ran 
three months and it is felt that all 
Omaha now knows of the new location 
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the store. Whether or not the 15,000 
10 wrote on the subject, “My Mother 
1ould Have a Westinghouse Laun- 
ymat Automatic Washer in Our 
jouse Because . . .” will turn out 
to be good prospects is another ques- 
tion. At the present writing, they have 
not been followed up to see. 

On opening night the Brodkey boys 
hit the sky with searchlights, beat the 
drums, turned on all the lights in the 
grand Hollywood manner. So great 
was the crush that Omaha police had to 
be called ‘to help control the crowd. 

Always showmen, the Brodkeys 
missed no bets in dramatizing events. 
One of their features is a live show 
window, in which a pretty model in 
evening dréss talks to the crowd out- 
side through a microphone and public 
address system. It draws traffic. 


mn=s 


— 


THIS LIVE MODEL demonstrating to 
passersby through a public address sys- 
tem, stops the crowd. 











“AN OPTICAL ILLUSION,” the spectator says to himself when he looks into 
the Vidmar-Mathis store in Pueblo, Colo. 


Bringing the 


Outside Inside 


Customers of Vidmar-Mathis, Pueblo, Colo., 
Are Practically Inside While They’re Outside 


MODERN all-glass front installed 

by the Vidmar-Mathis Appliance 
and Music Co. of Pueblo, Colo. has 
brought the customer on the outside of 
the store into close contact with the 
inner display. The entire absence of a 
baseboard or ceiling valance gives the 
onlooker the illusion that he is standing 
within the store itself. To enhance the 
effect the marquee extends an equal 
distance within as well as without the 
glass front wall. Tile flooring of the 
porchlike area under the marquee is 
also extended for a short distance 
within the store. The slanted front 
does away with cross-street reflections. 
Fluorescent lighting inserted in the 
ceiling of this area is of a different type 
from that in the remainder of the store, 
also emphasizing the unity of this 
inside-outside display space. 


ELECTRICAL: MERCHANDISING—APRIL 


Proprietors are Lou Mathis and 
Jake T. Vidmar, Jr., who throughout 
the war operated a small store at the 
corner of Main St. and an alley. The 
present outstanding display emphasizes 
all major appliances, but Mathis’ first 
interest is in dishwashers, which, com- 
bined with water softeners, he believes 
have a great future in the Pueblo area. 
He expects to sell this appliance alone 
and in combination with a complete 
kitchen set-up. Both items offer a 
better return to the dealer in margins 
than most of the other items of compa- 
rable cost. 

Since the photograph was taken, 
solid glass doors have been installed 
and a new silhouette sign has been 
erected on the marquee. A Hotpoint 
model kitchen has been installed against 
the left wall of the store. End 
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Marsalis: 


WINDOW-TYPE EVAPORATIVE 


Air Conditioner 
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for discounts one 
. 2 Weert we 


P.O. Box 7037, 





Made-to-order for thousands of 
families who can’t afford expensive 
mechanical air-conditioning! 
Marsalis gives you all these sales 
features: *Filtered Air *Controlled 
Air Diffusion *Advanced Engineer- 
ing *Variable Votume Control 
*Smart Styling “Streamlined Ex- 
terior Filter Cabinet. Get set for 
solid hot-weather profits! Feature 
the leader—Marsalis! 





rotating air louvers—puts cool, fresh. 
filtered air where you want it! Another 
“extra” found only on units made b\ 
American Metal Products Company- 

backed by 32 years’ experience in design. 
manufacture and installation of air- 
treating and air-handling equipment. 














AMERICAN METAL PRODUCTS CO. 


Box 7037, Sylvania Sta., Fort Worth, Texas | 
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WEST BEND 


IMPORTANT 
FEATURE 





. WATERLESS COOKING 

. Sealed-tn FLAVOR 
-HI-LO HEAT PRINCIPLE 
. FLAT BOTTOMS 

. £4 triple-thich 


“@ 
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West Bend Flavo-Seal ware is the DeLuxe aluminum that is 
specially designed for fine range performance. It gives won- 
derful cooking results because it cooks the waterless way — 
preserves natural flavor and health-building vitamins and 
minerals. Saves fuel, too, through the economical high-low 
heat principle and because each utensil is triple-thick, with 
wide flat bottoms for perfect contact with range units. 
What's more—Flavo-Seal ware is a beautiful appliance to 
display. And it has the perfect design and gleaming finish 
that’s tailored to modern kitchens. 


There is an appliance distributor serving your territory with West Bend 


Flavo-Seal ware and other De Luxe accessories—write us for his name. 


WESTBEND Zncxum(h 
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Good Cooking starts in appliance stores, too 
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Joe’s Neighborhood Night é 
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rear of the store into many appliance 
displays—a four piece band starts the 
program. In charge, serving as Master 
of Ceremonies, is Russ Byrd, one of 
the West Coast's leading baritones, 
who appears at the “Troc”’. Byrd ad 
libs the show, sometimes bringing the 
audience into it for singing, sometimes 
picking out a likely-looking youngster 
to perform. Under his professional 
hand, the audience is brought into the 
the spirit of the evening, made to real- 
ize that this party is just a friendly 
get-together that Joe Ferarra thought 
up ‘cause he likes his neighbors and 
likes to bring in this entertainment 
for them and because it gives them a 
chance to look at all the appliances 
and radios which he has for sale and 
which they may need some day. Byrd 
sees to it that there is a spell between 
the entertainment and he invites the 
guests to look over the displays, ask 
questions if they wish. 

Essential drawing card is the food 
And to the observer, it seemed that 
nothing contributed more to the 
friendly neighborhood spirit of the 
gathering than the mutual munching 
of hamburgers and the atmosphere of 
“.,. do you want sugar? ... cream? 
... get one black for me.” On some 
occasions, Ferarra has had just the 
usual hot “snacks” which are prepared 
for the cocktail hour at the “Troc”. 
But, whenever possible, he has ar- 
ranged a tie-in, having the hot food 
prepared on the G-E range in the 
store’s model kitchen, with a talk and 
demonstration by a visiting home 
economist, or has these ladies prepare 
the food on a table electric grill or 
roaster. 

Biggest drawing card is the eve- 
ning’s guest star. After Byrd has 
“warmed up the audience” with one- 
half to one hour’s intermittent enter- 
tainment, Joe Ferrara and Bill Millard 
appear with one of the many person- 
alities from the entertainment world 
who have known Ferrara during his 
many years in the nightclub business 
and who come out to the Thursday 
night appliance-store party as a favor 
to him. Although the terms “star” and 
“personality” have been misused and 
overworked in many cases of pre-bill- 
ing, that is by no means the case at 








“DEAR, 


HOW ABOUT DEMONSTRATING A 
VACUUM FOR ME THIS MORNING!” 
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“GEORGE, ADMIT YOU'RE LICKED AND SELL THE 
LADY THE MIXER SHE WANTS SO BADLY.” 





Ferrara’s Home Appliance Co. Wit- 
ness the names that have passed 
through the portals of this appliance 
store and entertained from an impro- 
vised platform in a neighborhood sec- 
tion of San Francisco—Walter Pid- 
geon, screen star ; Jerry Colonna, radio, 
movies and records; Ella Mae Turner, 
Metropolitan opera; Eddie Garr, ex- 
“Hellza-Poppin” star; Tito Guizar, 
stage and screen tenor; plus many 
others, including Virginia Patton of 
the stage, and Margaret Whiting, re- 
cording artist. That the neighborhood 
parties were fun for all is indicated 
by the reactions of Walter Pidgeon 
and Tito Guizar, both of whom showed 
up for more than one Thursday night 
affair. Each of the guest stars con 
tributed of his talents, proclaimed his 
personal admiration for the host, Joe 
Ferrara, did not hesitate to call the 
neighborhood people’s attention to the 
fine display of appliances, and mingled 
freely in the gathering. There was 
often a question whether the guest star 
or the audience was having more fun, 
but there was no question but that the 
audience, Joe’s neighbors who make up 
his prospects, had a swell time. 

A constantly increasing floor traffic 
during the week has been only one of 
the indications: that Joe Ferrara’s 
Neighborhood Night is paying off in 
appliance sales. There are the figures 
on sales in the phonograph record de- 
partment. When the Thursday night 
party was instituted, record sales aver- 
aged $25 per day. By the time the 
neighborhood night program had been 
presented for three months, record 
sales averaged $125 per day during 
the week and jumped over $200 on 
Thursdays. This was the same period 
when record sales were declining in 
most West Coast cities. 

Time after time, salesmen at Fer- 
rara Home Appliance Co. see the value 
of the party when a prospect greets 
them with “I’d like to look again at 
the refrigerator (or washer, or radio, 
etc.) that I saw here Thursday night 
when we came to the party.” In many 
ways, and over a long period of tim 
Ferrara and Millard see the result 
and no small indication is their ledg« 
which shows recent monthly gross sales 
passing well over $100,000. End 
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You don’t have to be a student 
of the laws of mathematical 


— probability to get a true picture 
of the potential in Woman's Day. 
Here, for the advertising, is a 
= disposable income of $11,637,000,000 
> 
lanes destined to be spent this year 
ipro- by our more than 3,000,000 housewives 
Pid. and mothers, to satisfy the generous 
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we SS ¥ ai) yf magazine, enjoys the greatest single copy sale 
ren of any magazine in existence . . . testimonial 
the FOUND MONEY-—atwenty-cent book- to a virile editorial technique that, without 
sie let offered in the editorial pages of advertising inducement, has pulled more 
-affic Woman’s Day pulled 226,295 reader re- than 600,000 reader letters and 700,000 
e of quests within sixty days and 314,420 re- requests for instructions in a single year. 
in quests in less than six months. The 628,840 
nai dimes enclosed came from over one tenth Advertisers who count costs 
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4 CONSIDER THE 
PLAN-A-KIT THE 
MOST PRACTICAL 
SELLING TOOL 
IN THE ENTIRE 
APPLIANCE FIELDS 


DEALER AL LEVINE, PASSAIC, N. J., SAYS, 
"WE MAKE THIS INGENIOUS DEVICE AN INTE- 
GRAL PART OF OUR KITCHEN SALES PROGRAM”. 
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HETCHERS 


STYLED IN STEEL 


































. » » ModernAire Fans mean “Temperotures ModernAire Console Fan 


for Comfort’ wherever fans are sold; and that 
meons profits to dealers and distributors alike, 
for ModernAire products are becoming in- 
creasingly well-known for their sturdy con- 
struction and performance. You can rely on 
happy consumer acceptance with ModernAire 
Attic and Console Fans. 


ModernAire Attic Fans come in 36”, 42” and 


48” propeller sizes. BACK 


VIEW 
ModernAire Console Fans come in 16” and 22” ModernAire Attic Fan [ae 
propeller sizes. 


For descriptive folder, prices, discounts and 
delivery dates write to: 


NATIONAL GAS 
EQUIPMENT CO., INC. 


P.O. BOX 443 TERRELL, TEXAS 
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RUSS PRIESTLEY 
“MY MOTHER FINDS MORE DARN USES FOR THAT NEW DRYER!” 








Cleaner Demonstration Techniques 








; 1ze 


ject of cleanliness and sanitation given 
by Miss Dilts was a simple method for 
calculating the dirt storage capacity of 
a 9x12 rug, as follows: 

“There are 10 furrows to the inch 
in a rug. The rug is 144 inches long 
—hence there are 1440 dirt catching 
furrows in the length of the rug. Mul- 
tiplied by the width, 9 ft., you get a 
total of 12,960 ft. or 24 miles of dirt 
catching furrows in each 9x12 rug.” 


Manipulative Skills 


demonstrations are best 
when limited to small groups, in Miss 
Dilts’ opinion. Having the audience 
take part in the demonstration—that 
is, actually handling the cleaner and 
the attachments — maintains interest 
and helps educate in proper use. Cor- 
rect handling can also be made an op- 
portunity to emphasize such features as 
correct posture, working with a 
minimum of fatigue, and saving time 
and labor. 

“It is necessary not only to emphas- 
the important features of the 
cleaner,” Miss Dilts said, “but also 
to interpret them for the audience. Take 
the dust bag, for instance. It’s not 
enough to merely say that the dust bag 
is made large. The demonstrator must 


Cleaner 


| go a step further and tell that a large 
| hag provides filtering area for the dirt 
| and air drawn into the machine during 





the cleaning process, and is not a con- 
venient storage place for a month’s 
supply of dirt.” 

It’s surprising how iew women 
understand that with attach- 
ments a cleaner can also be used on 
walls, ceilings, draperies, bare floors, 
scatter rugs and linoleum. These 
women don’t seem to realize that with 
a cleaner it is possible to have a home 
practically free from dirt, dust and 
germs on a year-’round basis, without 
the back-breaking seasonal “spring and 
fall cleaning” sessions of our mothers’ 
days. Using the proper dusting tool to 
transfer surface dust direct to the bag 
without raising up a cloud of dust 
demonstrates this point. 

“A cleaner demonstrator is likely to 
find neatness in operation a problem 


proper 
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requiring constant effort. Very often 
she is actually handling dirt and items 
associated therewith, so she must have 
plenty of clean-up materials at hand for 
all emergencies. 


Dramatizing the Demonstration 


“Accumulated dirt can ruin the 
most carefully planned color scheme 
because dirt not only hides color, it 
changes it,” Miss Dilts explained. 
“One unusual way to dramatize this 
point is to imbed about three table- 
spoons of baking soda into a small 
piece of bright red carpet with a cir- 
cular motion similar to feet grinding 
in the dirt. At first the red and white 
make vivid contrast, within a few 
minutes the soda is completely hidden 
from sight. 

Then, with the cleaner placed upside 
down, the back of the carpet is placed 
against the agitator, the machine 
turned on, and the agitator will beat the 
soda out of the carpet in a very reveal- 
ing fashion. The next step is to turn 
the machine right side up again, use 
the nozzle to pick up the soda, restor- 
ing the carpet to its original brightness 

. an effective and simple visual dem- 
onstration of the beating and suction 
performance of the machine. End 








“NO, NO, WATSON—STAY OFF THE FLOOR AND 
KEEP YOUR WIFE AND KIDS OUT OF 


iT!" 
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Your customers will 


You make more money with 


EVANS 





HOME HEATER 


EBs! 
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id 


PLYMOUTH, MICHIGAN 


MODEL 1660 
65.000 6.1 U 
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MODEL 158605 
$$.000 BT Y 


SEE the heat, FEEL the heat 
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and buy EVANS $0.000 8-1 
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HEATING AND APPLIANCE DIVISION 


EVANS PRODUCTS COMPANY 


MODEL 158 
u 








FRANCHISE 


OOK at Evans and you know that here 
is America’s most salable line of oil- 
fired Home Heaters. Packed with sales ap- 
peal, Evans is the Dealer’s answer to the 
tremendous home heater market. An 
Evans Franchise means quick profits, vol- 
ume sales, and customer satisfaction — and 
it’s backed by one of the world’s largest 
manufacturers of heating equipment. 


IT’S A GREAT BUSINESS 


Market-wise dealers know that home heat- 
ers fill a basic need and rank high in na- 
tional appliance sales. The replacement 
potential is enormous and there are no 
trade-in problems. Evans is the finest line 
to win this high profit business. 


YES, IT’S A GREAT BUSINESS 


— when you are the Evans Dealer selling 
the tops in quality products—the line that 
offers all these features — 


FIREPLACE WINDOW 
FLOOR LEVEL HEAT 
SMARTER STYLING 


GREATER HEAT VOLUME 
DOWN-DRAFT FAN 


THREE-WAY HEAT 
HORIZONTAL BURNER 
SUMMER VENTILATION 


EVANS HOME HEATERS ARE SOLD EVERYWHERE 


Nationally distributed by 
Westinghouse Electric Supply Company 
and leading independent dealers 


WODEL 1580 
$$.000 BTU 


‘ 
MODEL 1486 
42,000 8TU 


MODEL 138 
31.000 8 Tu 
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Here’s a Sweet Deal! 


The Gill Electric does a 


job in a small space. Bakes, roasts, 


broils, toasts. Sells fast tor use in apart- 


ments, weekend cabins, trailers, 
barbecues, rumpus 

rooms. There's \ 
nothing like 
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big stove 


CHECK THESE FEATURES 


o” HammeredAluminum Sides © Stainless Steel Top 
@ Cast Aluminum Griddle 
@ Needs No Special Wiring 
@ 110¥ AC or OC Models 













JUNE PREISSER 
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“SMART POLITICS 





© Adjustable Heat 
@ Weighs Only 11 Ibs. 
© Broiler Oven 


4¢ ELECTRIC STOVE 
GILL ELECTRIC MFG. CORP. 


RUS AVE REDLANC ’ 


Gusts Electrical Preduets 
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“REALLY, MISS GREEB, WE EXPECT YOU TO KEEP YOUR RECORD DEPARTMENT IN 
SOMEWHAT BETTER ORDER!” 








Polisher Demonstration Techniques 








its related products, for she knows 
the average housewife to be a busy 
individual with many things to do,” she 
said. 


Related Subjects 


A thorough knowledge of related 
subjects is necessary to present an in- 
teresting demonstration. For instance, 
in a polisher demonstration, the pol- 
isher is such a simple device that the 
related story on wax must be given. 
“In any case, the polisher and wax are 
so interdependent—the polisher needs 
the wax, and the wax certainly needs 
the polisher for best results—that much 
of the time is devoted to a discussion 
of the proper wax for maintaining 
various types of floor surfaces,” said 
Miss O’Brien, as she outlined the 
advantages of using wax as follows: 1. 
Wax finishing gives greater beauty to 
floors. 2. Wax polished floors are 
easier to maintain. 3. Wax protects 
4. Wax finished 
Wax 


areas easier to 


surfaces from wear. 
floors are more sanitary. 5 
finishing makes traffic 
touch up. 6. Liquid wax cleans as it 


polishes, saving work. 


Manipulative Skills 


“Because a demonstration presents 
the product visually and orally the 
demonstrator must have a thorough 
working knowledge of her equipment,” 
said Miss O’Brien. “She must know 
such facts as that while the Johnson 
polisher weighs only 11 Ibs., it is 
capable of polishing 1500 sq. ft. of 
floor space in an hour to a firm and 
brilliant finish; that it is not weight 
or pressure, but the high speed action 
ot the brush that does the polishing; 
that friction burnishes the wax; and 
that the sturdy Tampico bristle brush 
of a Johnson polisher has a speed of 
2,100 rpm.” 

The demonstrator must have a sense 
of the dramatic; she must have a 
pleasant and positive personality which 
projects itself into a friendly associa- 
tion with her audience. At the same 
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time, she must be so familiar with her 
subject as to effect of an 
informal conversation. 

She must make an appeal to the 
customer’s visual-mindedness strong 
enough to create to try out 
the product. 

She must never attempt any tricks. 
Everything done must be something 
the average housewife can do in her 
own home. Complete honesty is essen 
tial. 

In training for demonstration work, 
Miss O’Brien advises the student to 
include every type of “presentation” 
course she can possibly work in— 
journalism, public speaking, photog- 
raphy, art, radio, dramatics, advertis- 
ing, as well as actual techniques of 
demonstration. Add these to a sound 
training in the equipment to be dem- 
onstrated, plus good health, energ 
and plenty of enthusiasm for her prod- 
uct and you have the 
success in the 


give the 


a desire 


ingredients for 
field of demonstratio: 


Dramatizing the Demonstration 


The purpose of a floor polisher det 
onstration is to show improved 
methods of caring for floors through 
the use of wax and an electric polisher 
\ small section of flooring on which 
wax has been applied, then polished to 
a mirror-like surface is the dramatic 
climax of a floor polisher demonstra- 
tion. 

\nother device for holding audience 
interest is the use of charts to high- 
light a few points and to break the 
monotony of the working routine. 
Charts, however, should be arranged 
before the lecture starts to avoid con- 
fusion. 

\udience participation also helps in 
the success of a demonstration. A mem- 
ber of the audience can be invited to 
guide the polisher to prove how effort- 
less the operation is. 

“The real success of a demonstration 
is in showing the audience how to make 
daily living more efficient and more 
fun,” Miss O’Brien concluded. End 
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PORTABLES + TABLE MODELS +* CONSOLES + FARM SETS 
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“Wake-up- — 
to-music 


CLOCK: 
RADIOS. 


Noted doctor proves waking up to music 
is easier on the nerves! 


Jangling alarms wake you with a frightening start, but music 
from a G-E Clock-Radio wakes you soothingly, according to 
the findings of famous medical scientist, Dr. Frederic Damrau. 


customers to your store. No 
other radio except the great G-E 
Clock-Radio has ever been able 
to make the statements used in 


ERE’S a real sales hook 
H that'll produce sales from 
coast-to-coast. For the first time 
the powerful, proven appeal of 
documented medical tests is this smash promotion. Tie in— 
used to sell radios and bring and open the doors wide! 


For complete information see your G-E Radio Distributor or write 
General Electric Company, Receiver Division, Electronics Park, Syracuse, N. Y. 


National Advertising ++: 


Big national advertising! Full page ads in Life, Look, 
Saturday Evening Post, American Weekly, This Week, 
Country Gentleman, Farm Journal, Progressive Farmer, 
announcing this great radio promotion to 100,000,000 readers! 


Sales promotion... 


Everything you need to skyrocket sales! Pre-tested ads built 

for you! Streamers, screaming for sales! Surefire window and 

counter displays! Hard selling radio spots! I poo penny 
ed la 


postcards! Sales-getting posters—gumm ls—folders! 


Radio..- 


Radio tie-ins that bring the message right into the homes of 
your prospects! Fred Waring Show! G-E House Party— 
radio’s en sponsor identification daytime program— 
Monday through Friday over CBS where 99,000,000 people 
gather every week! 


GENERAL @ ELECTRIC 


178-693 


* AUTOMATIC PHONOGRAPH COMBINATIONS «+ TELEVISION 
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@In years past, concern was often expressed about uncertainty in the per- NS | 
formance of propeller fans in all types of usage. 
The Propeller Fan Manufacturer's Association was aware of this situa- 
tion. As a result, several years ago the Association adopted the 
recognized test code of the American Society of Heating and Ventilating 
Engineers as its own standard of testing for “Certified Ratings.” 











Today sev of the leading manufacturers of 
propeller fans are members of the Propeller Fan 
Manufacturers’ Association, testing and rating 
their fans according to the standard test code. 
This gives you ample opportunity to select a 
certified propeller fan on your next purchase. 


“@ LOOK FOR the P.F.M.A. Certified Rating Label 
on the propeller fans you buy! 


Published by 


PROPELLER FAN MANUFACTURERS’ ASSOCIATION 


eneral Motors Buildina 





do you carry 


BENDIX 


WASHERS? 





Slingabouts provide a “‘lift’’—the kind of lift that means damage-free de- 
livery of Bendix Washers and all other major appliances. These rugged pro- 
tective packages have thick inner layers of soft flannel to guard mirror finishes 
from mars and stains — an outer jacket of heavily padded canvas to cushion 
the shock of jars and jolts — a convenient sling to facilitate movement through 
narrow doors and halls without damage to property or injury to handlers. 
Slingabouts slip on and off easily — avoid messy unpacking and can be used 


repeatedly to cut delivery costs. Tailor made for all appliances. Mail coupon. 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 


Send Slingabout prices for model #—___ 





make Refrigerators 
Radio 
S E N D seamen Check Range 
Appli Washer 
Address Spnanes nites 
T ‘@) D A Y City State (please specify) 
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“MOTHER WILL BE SURPRISED TO SEE THE DISHES WASHED.” 











Texas Tornado 





[ quickly led into the savings effected 
by a washing machine and an ironer. 
[t really was a favor for the woman, 
Just think—ten washings of that 
table cloth would cost her $45—almost 
enough to pay for the ironer itself. 
Such selling opportunities are frequent 
if one looks for them and makes the 
most of the openings in conversation.” 
It sounds easy, the way Miss Anlauf 
explains it, but her preparations for 
selling are not easy, by any means. 
For instance, she has spent many hours 
in the study of vitamins and their 
preservation during storage and cook- 
ing. When she goes into a home and 
begins to talk refrigerators or electric 
ranges, she knows whereof she speaks. 
“The problem here is to talk in 
language the housewife understands,” 
she declares. “You can’t do that by 
describing theories of temperature in 
preserving food values. But when you 
tell her that by cooking a four-pound 
roast for four hours at low temper- 
ature, it will remain the same size, but 
by cooking it at high temperature for 
one hour, it will shrink 20 percent, she 
knows exactly what you mean. You 
can go on from there by showing her 
how proteins and vitamins are retained 
in low temperature cooking and she 
eventually understands the whole idea 
without the necessity of you once men- 
tioning Vitamin A, B, C, D, ete. 


too. 


Explanations Are Easy 


“It’s just as easy, too,” Miss Anlauf 
declares, “to explain how the cold wall 
in a refrigerator preserves these food 
values, without getting technical about 
it. Many a demonstrator makes a fatal 
mistake when she gets into language 
outside of the housewife’s usual con- 
versdtion. Now, in selling floor fur- 
naces, the best talking point you’ve got 
is a child’s cold. All children have 
them and all mothers suffer through 
them just about as much as the child 
does. From sympathizing over these 
colds, it is an easy step to discussing 
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the temperature outside, then the tem- 
perature inside, then the best way to 
get even temperatures by the installa- 
tion of floor furnaces.” 

Naturally, these discussions which 
touch on home life are responsible for 
Miss Anlauf hearing plenty of family 
troubles—particularly “husband trou- 
ble’, as she puts it—but she is a 
cheerful listener because it’s part of 
her job and in the long run, it sells 
plenty of appliances. 

“Why, sometimes, they’ll talk them- 
selves‘right into buying a refrigerator 
or range if you listen hard enough!”, 
she exclaims. “And too, the best way 
to find out what they'll buy in the 
future is to let them talk. If a house- 
wife or ranch wife has a hobby, you'll 
learn it sooner or later and it gives you 
a grand talking point. Of 
every woman is different—despite H. 
L. Mencken and a few other cynics— 
and it takes a different approach for 
each one. But ordinarily, it requires 
just about two minutes to size her up 
when she’s talking.” 


course, 


Selling Via The Cook 


A first rate psychologist, Miss An- 
lauf has been known to sell a Frigid- 
aire through the cook. She recalls a 
visit to one home in the area, in which 
the cook answeied the door and told 
her the residents of the house were not 
in. On a sudden impulse, Miss Anlaut 
said to the cook, ““Well, you're prob- 
ably the one who takes care of the 
refrigerator, aren’t you?” When the 
cook said ‘“yes’m”’, Miss Anlaut 
walked in and gave her some first rate 
pointers on how to keep the refriger- 
ator clean with less trouble. A few 
days later, a new refrigerator was sold 
to the residents of the house, who 
plained that the cook had really 
them on the idea of buying it. 

With an inborn knowledge of T 
neighborliness, Miss Anlauf’s t 
nique of selling also counts on the 

(Continued on page 230) 
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Vuh OW SELLING DAYS ARE GONE! 


Today, people are shopping around. Looking. Comparing. 
They’re comparing, not nameplates—but FEATURES. 


Features that mean something in the kitchen. 
And when it comes to features that women want, com- 


parison proves the advanced new Prestelines give more 





for the money than any other electric range. 


Fact is, Presteline has all the important features 


offered by all the leading electric ranges—plus long- 


needed features no other electric range has! 
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“PRESTELINE ELECTRIC RANGES COST LESS...GIVE MORE...FEATURE FOR FEATURE!” 


“a 


That’s the big news Presteline national advertising is flashing 

ecalis a 
n which 
ind told — May. When you sell Presteline, you’re backed by one of 
yas oe ’ ; the most powerful advertising campaigns in the industry. 
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to more than half the range prospects in your town during 


of Texas America’s Greatest Automatic Electric Range Value 
’s tech- Three Great Ranges—Standard, De Luxe, Custom 
Top Price Products of PRESSED STEEL CAR COMPANY, INC ~+ Since 1899 Makers of Fine Steel Products 


)) Domestic Appliance Division, 666 Lake Shere Drive, Chicage I, Illinois 
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Magic-working 
REGINA ELECTRIC 
FLOOR POLISHER 





Quick Sales Result from Featuring 


REGINA 


COMPANION APPLIANCES 


Low Cost=Less Sales Resistance 


each appliance has individual 
and exclusive selling points 
that intrigue the woman 


each takes less than 
5 minutes to demonstrate 


REGINA ELECTRIKBROOM 


New, revolutionary 
vacuum cleaner 


Aggressively promoted this spring to over 20,000,000 
readers of leading magazines. 


Ask your distributor for full details on new dealer 
advertising program. 





THE REGINA CORPORATION, Rahway 2, New Jersey 
Western Office: 520 West 7th St., Los Angeles 14, Calif. 
Also makers of REGINA SMOOTHCUT CAN OPENER 

















Peerless. 


VENTILATTIC FANS —"*%e 


ERE’S a big profit opportunity 
for electric appliance dealers 
and specialty selling organizations 


—a luxury item at a practical cost. 


The Peerless Electric Ventilattic Fan 


provides a comfort thousands of 
builders and others 
When the 


makes 


home owners, 


will this summer 


hot 


want 


sun beats down, attics 


“hot as a bake-oven,” radiating heat 
to rooms below, the Peerless Elec- 
tric Ventilattic Fan blows the heat 
mt, pulls cool, fresh air in—espe- 
effective in cool 


cially pulling-in 


night air, usually 10 to 20 degrees 
cooler than air pocketed in attics. 
Excellent also for stores, theaters, 
dance halls, restaurants, etc. 
Ventilattic Fans are available in five 
sizes, complete with motor. Also 
available are Peerless Electric auto- 
matic-louver air outlets for the fans 
—louvers close automatically, pre- 
venting entrance of wind, rain and 
insect pests, when the fan is not 
operating. 

Write for complete details. Profit 

through this wide, waiting market. 


THE Poerbess. Electiic COMPANY 


ESTABLISHED 


MANUFACTURERS OF 
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e WARREN, OHIO 
MOTORS, 


FANS, 


Sr MID SUMMER COMFOR; 


to Home Owners and 
Builders...Restaurants. 
Theaters ... Stores... 





BLOWERS 


Texas Tornado 





her 
suggests 
housewife that the neighbors or 
friends be called in, and the 
demonstration takes on the aspect of 
an old-time quilting bee, with cooking 
or salad making in place of quilts. In 
almost every case therefore, the pros- 
pects are doubled, tripled or quad- 
rupled. If this sounds like a lot of 
fun—it is, according to Miss Anlauf. 
But it sells appliances. Asked if she 
thought her methods would work in 
New Jersey or Oregon, she counters 
with, “Have they ever tried ’em?” 

There’s never a dull moment for 
Miss Anlauf. If she isn’t explaining 
the virtues of a range to some customer 
in the store, she’s out at some farm 
home, assisting the women folks with 
their home problems. Much of Miss 
Anlauf’s work is simply public rela- 
tions work for Mr. Moon’s department 
of Joske’s big store. According to 
Mr. Moon, she is as adept at smoothing 
a ruffled temper as she is at making a 
sale, and it was for this reason that he 
put Miss Anlauf out in the field three 
short weeks after she had joined the 
lepartment’s sales staff. 

But she 


customer. In 


neighbors of a 
demonstrations, 
to a 


good 


she always 


had been trained in better 
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home-making long before she can 
Joske’s. For 12 years, she was with 
the Farm Security Administration and 
because of her ability to speak Spanish 
fluently, worked with farm familie 
six counties of South Texas. This 
work, of course, created a spiri 
close personal association with 
dreds of farm families served by the 
FSA in that area. During these years, 
she conducted various types of demon- 
strations such as canning, mattress 
making, soap making, gardening, cul- 
ling poultry flocks, etc. In these 12 
conducted 


years, she estimates, she 
more than 1,000 demonstrations in 
which many thousands of farm folk 


were involved. She is a graduate of 
Sooner College and holds B. S. and 
M. S. degrees in home economics and 
social science. 

“Why, selling appliances is the per- 
fect method of helping families toward 
better living,” she declares, “and that’s 
the thing I’d rather do than anything 
else. In fact, selling appliances is the 
easiest and most pleasant thing I 
know.” 

Maybe so—but it isn’t every day a 
dealer runs across a “one-woman blitz 
krieg” like Miss Anlauf. End 


They Tripled Blanket Sales 
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placard giving the brand name, listing 
its merits and stating the price. Most 
elaborate of the displays was that set 
up just to the right of the store en- 
trance. 

Designed to catch the eyes of in- 
traffic, it was mounted on a 
small platform against the wall. Al- 
though not large enough for more sub- 
stantial bedroom furnishings, the dis- 
play included an odd chair, such as 
might be used in a bedroom. 

This initial contact between the cus- 
tomer and the featured merchandise 
was carefully watched by main floor 
salesmen. When enthusiasm was im- 
mediately registered by the customer, 
a salesman proceeded with on-the-spot 


selling. 


coming 


If the customer merely wanted to 
look-and-run, the salesman urged him 
item at his leisure in 
whatever department he intended to 
visit. 


to consider the 


Plenty of Displays 


For instance, customers who pro- 
ceeded to the mattress department were 
greeted by another blanket display, cen- 
trally located near the elevator doors. 
Salesmen here, after the customers’ 
immediate needs were taken care of, 
began suggestive selling by calling at- 
tention to the display, urging the cus- 
tomer to feel the blanket, etc. 
Similarly, those who went directly 
to The Bing Co’s. 5th floor offices for 
account payments or other business 
encountered another blanket display. 
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A salesman was always on hand to 
demonstrate the item. 

Displays were also installed in the 
odds-and-ends department, the “com- 
plete bedroom” department, and the 
sheets and coverings department. Thus 
it was hardly possible for anyone who 
visited the with bedroom mer- 
chandise on his or her mind to by-pass 
the blanket promotion. The supple 
mentary main floor and office floor 
displays engaged the attention of a 
maximum amount of traffic not flowing 
through the noted departments. 

Every blanket demonstration in- 
cluded emphasis on a “Home Trial 
Certificate” issued with each sale. It 
assured a buyer of a 10-night “personal 
comfort test’ of the blanket, after 
which if the user was not entirely satis- 
fied the item might be returned and the 
down payment refunded. 

“This was a clincher for man; 
buyers,” asserted Donahue. “The 
manufacturer guaranteed to remove 
any returned blankets from our 
and destroy them, issuing rej 
ments. We were not required, 
ever, to use the offer.” 

This store’s initial blanket pr 
tion successful that a 
stronger promotion will be law 
this fall, which some believe to | 
most logical time of the year 

“We think there is a pote 
tremendous market for this item, 
Donahue, “and we're all for it. 
promotion must be geared in its « 
tion, that’s all.” nd 


store 


Was SO 
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. THE CLICK OF RECOGNITION MAKES THE SALE! ; 


When shoppers see merchandise they recognize, national adv ertising 
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goes to work and makes the sale. Display items like 


e 1? Motorola Radios, that 9,357,277 families 














ed see advertised regularly in \ / 
¢ . The American Weekly. / 
e of ‘ 
nd 
, oe + / Customers Buy Merchandise 
ward Lily new ’ / That They Recognize! 
at’s the first ree 6 
thing 
s the “That’s the merchandise I saw in the 
g | / advertisement —I'll buy that.” Those are 
lay a the unspoken words of the customer who 
. / sees the merchandise-display of the item 
. / he saw advertised —it’s the click of recogni- 
tion that makes the sale. National advertising 
in big magazines sends customers into local 
stores. The biggest magazine is The American 
Weekly. It is distributed from coast to coast to 
— 9,357,277 families through 20 great Sunday news- 
papers. Maybe vour store isn’t near one of the 
“— Sunday newspapers that distributes The Ameri- 
can Weekly and you don't know how many of 
e your customers are regular readers. Send a post- 
ge card to Promotion Department, The American 
lhus Weekly, 63 Vesey Street, New York 7, N. Y., and 
mm we'll tell you the number of families in your com- 
, munity who regularly read it. It’s good selling to 
upp display the merchandise most of your customers 
= A read about and recognize. 
— 
= In May Motorola ad- / a ~ 
.. vertising appears in — a 
Tea we American Weekly / —— 
oe issue of May 2, 1948. / peneanase 
rsonal 
after / More Millions Read 
herp / The American Weekly Than 
Other Home Furnishing and Appliance / Any Other Magazine 
Merchandise Advertised in the Current / 
emove Issues of The American Weekly The American Weckly reaches more 
/ retail customers from coast to coast than 
Anco Rain-Master * Delta Electric Lanterns / ony wilins sitienalbinaiguaia. 
reached pwns sbeutalat 4 oe / The American Weekly reaches 20% or more 
1 Sishide « teins Wie TS: ieee. / of the families in more cities and towns than 
vex ° Motorola Radios * National Pres- any other national magazine. 
sure Cookers * Ronson Lighter Accesso- / Read The American Weekly yourself. Look fon 
ries * Royledge + Sani-Wax * Simoniz. / the acivertisements of America’s fastest selling 
J brands, 
Main office 63 Vesey Street, New York 7, N. Y. nce > Enchantresses of the Ages 
nd THE MAGAZINE DISTRIBUTED FROM COAST TO COAST WITH 20 GREAT SUNDAY NEWSPAPERS 
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Watch for na- 
tional advertising 
in May GOOD 
HOUSEKEEP 
ING Tie in for 
“Jother’s Day 
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foods, and dozens of other household uses! 
from which to choose — all deliver a blast of hot or cold 
air in a few seconds! 
@ Precision made, 
@ Lasting metallic 
e@ AC-DC, 110-120 volts, 5 
@ Silent type fan, 
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© Women of all ages 
like the Master Hair 
Dryer on sight! It has more features that women want 
and it can be used for drying lingerie, defrosting frozen 


of die-cast aluminum 
. in pastel colors 


Retail Prices Start at $16.00 — Full Dealer 


m, i, 


Order from your jobber or write directly to 


APPLIANCE MFG. CO. 


the “Roto-Master” and 
other electrical appliances. 


RACINE, WISCONSIN 


sc 


“cane 


MM 


Mh 


! Three models 








SS 


S/ 














































POOR TERRITORY for free home trials was the area of wealthy homes in the 
neighborhood of the Harcraft store in Westwood Village. People there could take 
the gamble of buying, could take loss if appliance didn’t prove valuable to them. 


Selling Lroners on Free Trials 




















This Proved CHILL-AIR 
Window Cooler Installed In 
Just A Few Minutes... 





27” wide * 16” deep 








AMAZING PERFORMANCE ... 
Years ahead in design engineering. 





— 


Inside View 


This sensational DeLuxe type window cooling unit is a new design and a 
fast seller! Lowers temperatures from 10 to 18 degrees and cools 1 to 3 
rooms. No water connections required. Made of heavy gauge aluminum. 


Silent in operation. Ideal for homes, 


apartments, offices, etc. In 1947 


many dealers sold from 100 to 1200 coolers. For bigger profits and quick 


sales, you build a dollar volume with the CHILL-AIR 


A few territories still open: Distributors write or wire. 


NATIONAL ENGINEERING & MANUFACTURING CO. 


519 Wyandotte Street 


Kansas City, Mo. 
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of the Harcrait stores’ first offer were 
charted carefully by Paul Rosenthaul 
ind his organization. 

First result charted—in which neigh- 
borhoods do free home trials prove 
most effective? The Harcraft organ- 
ization found that their free home trial 
was most successful in the middle-class 
homes, the so-called white collar 
worker and upper income bracket fac- 
tory worker. The reason for this, 
they analyzed, was because this group 


| could afford to buy the appliance if it 


proved satisfactory but at the same 
time could not afford to be “stuck with 


| it’ if it did not prove of value to the 


family. The free home trial gave the 
families in this economic bracket a 
chance, without risk or obligation, to 
spend their money wisely. Harcraft’s 
found that the lowest income groups 
were repelled by the cost of the appli- 


| ance, while the highest income groups 


paid little attention to free trials be- 
cause they could afford to take the 
risk. 

Similar findings came from the 
managers of the various Harcraft 
stores. Bill Martin, manager of the 
store in swank Westwood Village 
found that the results from the free 
trial came not from the immediate 
vicinity of the store where the wealthy 


| homes are located, but from the outly- 
ing districts of the territory. In Van 


Nuys, Harcraft store manager George 
Sampson had excellent success, getting 
response equally from the small home 
owners, many of whom are commuters 
to Los Angeles, and to the small fruit 
and poultry ranchers. 

The Harcraft stores will use the re- 
sults of those findings in future promo- 
tions to select the proper advertising 
media and to aid in the selection of 
neighborhoods for outside crews of ap- 
pliance salesmen. 


Length of Trial 


Harcraft’s watched closely the results 
of leaving the ironers for a few days, a 
week, two weeks, in order to find the 
average time that would prove most 
effective in closing the sales. Accord- 
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ing to Paul Rosenthaul, nine or ten 
days proved best. 

Leaving the ironer with the prospect 
on a Monday and picking it up on 
Wednesday of the following week (or 
better still, signing the contract then) 
would be the ideal situation. Monday 
delivery brought the ironer when the 
task of washing and ironing was on 
the prospect’s mind, and it provided 
the demonstration the day before the 
big week’s ironing so there was less 
chance that she would forget how to 
operate it. 

Leaving the ironer for slightly more 
than one week enables the prospect to 
use it twice. It has been found that the 
ironer may not prove satisfactory the 
first time it is used because the woman 
is not used to the mechanical controls 
and because the different position for 
the hands and arms may make her 
tired. By the time it has been tried 
twice she gets not only a satisfactory 
ironing, but she sees how quickly and 
easily she has accomplished one of the 
week’s worst tasks. At that point the 
salesman is most likely to close the sale 
If he waits longer the prospect may 
begin to think twice about the cost ot! 

(Continued on next page) 
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“HOW LARGE A WOMAN IS YOUR WIFE, SIR?” 








the appliance and talk herself out of it. | 
There is also the pride of ownership | 
which is very high during this initial | 
period, but which diminishes as the 
prospect gets used to having the appli- 
ance around the house. 

During the first promotion of the 
free home trial for Gladirons, several 
hundred ironers were sold through the 
eight Harcraft stores. Although the 
exact number of sales was not dis- | 


closed, the percentages were made | 
available. | 
Of each one hundred Gladirons 


placed in homes, 70 percent were sold 
following the trial period. Twenty-five 
percent of the prospects decided not 
to keep the ironer. The other five per- 
cent were sales developed through the 
advertising of the offer of a free trial 
but which were closed at the stores 
without the necessity of a free trial. 





| 
| 


To Continue Free Trials 


The Harcraft organization will con- 
tinue to make available the free home 
trials not only for ironers but for every | 
major appliance. Says owner Rosen- 
thaul: “We feel that every customer is 
entitled to a free trial, particularly on | 
new appliances. The free trial gives a 
prospect the chance to find out the 
many uses of the appliance, to experi- 
ence the many things that otherwise 
they have to appreciate only from the 
salesman’s talk or demonstration. To | 
this very large middle-class market | 
that makes up the bulk of the appliance | 
business, a free home trial takes the | 
hazard out of buying. 








“LADIES AND GENTLEMEN, OUR NEW FEATURE 
—MIDNIGHT SNACKING WITH THE SMITHS.” 
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e Ample Storage Space 


Adequate Frozen Storage 


e More Modern Conveniences 


Quiet Operation 


e Operating Economy 
e Long-Time Satisfaction 


e Greater Value 


FIBERGLAS HELPS YOU, 2 ways: 


Helps make better refrigerators and freez- 
ers! Helps you sell them in quantity and 
at a profit! 

Fiberglas not only contributes substan- 
tially to many of those features desired 
by home-makers quicker freezing, 
economical operation, longer trouble-free 
service, greater value .. . but it helps you 
establish and put these points across. For 
your customers know Fiberglas. Know it 
as an efficient, ageless insulation that 
stays in place—doesn’t settle. It’s a smart 
dealer who remembers this and uses it in 
his selling. 


A GOOD FEATURE T0 HAVE... GOOD FEATURE 70 SELL/ 


THERMAL INSULATION 


*Fiberglas is the trademark (Reg. U. S. Pat. Off.) for a variety of products made of or with glass fibers by Owens-Corning Fiberglas Corporation. 
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Dont Take OUR Word For It! 
KITCHEN-AIRE ventilating fan 


CLEC TEIC AL CONNECTIONS 


RIFUGAL ALUMINUAE 


E. M. Filkins, Chicago distributor, says: 


“The farther we go with KITCHEN- 
AIRE, the more firmly convinced 
we become that it will not be too 
long before the true value and 
quality of the product are widely 
recognized.” 

“We can honestly say 


have never had one dealer who 
disliked the product after having 
bought it once. It is really c pleas- 
ure to call back on the dealers who 
have been and are continuing to 
use it and to view their enthusi- 
asm.” 


that we 


Write for prices and literature 


STEWART Manufacturing Co. 


3202 E. Washington St. Indianapolis 1, Ind. 











ower-priced, packaged 
home disposal plant 


gational LOW-cost 
INCINERATOR 


a new profit source for Appliance Dealers 
a ae 


Easily installed unit burns garbage 
and rubbish —no cost for fuel! 


This year’s big news in extra profits for 
Appliance Dealers is the Majestic No. 30 
Incinerator! It's a complete, compact unit— 
only 2 feet in diameter. Burns wet or dry 
garbage and rubbish—unique downdraft 
dries waste continually. Uses no fuel except 
the waste itself! When unit is filled (approx- 
imately 3 bushels) you just touch a lighted 
match to the contents. Ashes need be emp- 
tied only a few times each year. Handsome 
silver-and-blue duotone finish adds smart 
eye-appeal. Ideal for basement or utility 
room ... taps to any 8” furnace flue! Get 
full details on the Majestic No. 30 Inciner- 
ator without delay. 


844 Erie St., 


The Majestic Co. Huntington, indiana 


HOME INCINERATOR 


Nationally Advertised in Leading Magazines 
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IN THE ADVERTISING department, Dynamic writes and lays out its own ads, 


regularly uses full page space in the Times and Post. 


Television on Time 





then diplomatically helped to over- 
come his objections and, finally, in- 
stalled the set. 

“We are reaping the benefits of our 
careful training of our servicemen,” 
Haizen. “All of our men are 
ourteous and helpful. The impres- 
sions they make are good and, con- 
sequently, our prestige is increased. 
We carry plenty of property damage 
insurance, of course, but than 
that make every effort to make 
television installations as neat and at- 
tractive as possible.” 


says 


more 
we 


“The Customers It Keeps” 


With this foundation of service, 

the stores have been free to concentrate 
on building sales, knowing that they 
would be able to keep their customers 
appy and keep them coming back. 
Indeed, one recent Dynamic ad read, 
‘A store is known by the customers it 
keeps.” 

The Dyn-account plan is one way 
of building sales. It was not, says 
Haizen, designed to attract the habit- 
ual installment buyer, but rather to 
attract the customer of a moderate in- 
ome who would refuse to buy any- 
thing on terms. Once convinced that 
there is no “gimmick” to the Dyn- 
account plan, that there is no “de- 
livery charge”, no interest rate, no 
extras of any kind, a customer is open 
to a selling approach. 

The plan operates only on pur- 
chases in which there is an unpaid bal- 
ance of $50 or more after the down 
payment. Theoretically, the down pay- 
ment must be at least 20 percent of 
the total price, but actually, says gen- 
eral manager Haizen, it almost al- 
ways amounts to considerably more. 
Many customers, he says, pay as much 
as 60 percent of the total as a down 
payment. The rest of the money is pay- 
able within one year. And there aren’t 


any charges. If, for example, a cus- 
] 


tomer buys a $750 television set and 
pays down $200 he owes Dynamic 
$550—and that is all. 

“The plan,” says Haizen, “rules out 
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those people who really can’t afford to 
buy. It seems to us to be a good plan. 
We don’t try to tell anybody else that 
this is a good plan for them. It’s just 
something that we worked out that we 
think is good for us. We are not an in- 
stallment house. If we were we'd oper- 
ate like an installment house. The Dyn- 
account plan appeals to the man who, 
for example, has only $200 in ready 
cash to pay for a major appliance or a 
radio or television set, but who would 
like to own a better one than that $200 
will buy. Under this plan he is likely 
to feel that he can get that better ap- 
pliance without paying a penalty in 
the form of interest or finance charges. 
The plan also appeals to people who 
don’t wish to pay out the entire pur- 
chase price at once and also to a 
third group who for some reason feel 
that if they owe a company money 
they will get better service from it. 
We give the same service to every- 
body, of course, but if owing us 
money will encourage that group to 
buy, it’s all right with us.” Mr. Haizen 
points out that although Dynamic also 
offers more conventional installment 
terms, requiring interest and _financ- 
ing charges, no customer has defaulted 
on any time purchase for at least a 
year. 


Who Pays the Charges? 


Dynamic absorbs all the costs of 
the Dyn-account plan. However, these 
are usually negligible. If, for example, 
a $350 television set were purchased 
with a minimum down payment of 
$70 and the customer took the whole 
year permitted to pay, it would cost 
Dynamic no more than $10 to carry 
the finance charges. But this would be 
an exceptional case, says Haizen, be- 
cause ordinarily the customer either 
pays much more down or pays off the 
whole amount well within the year, or 
both. Contracts on the Dyn-account 
plan are written with regular finance 
houses just as any installment plan is, 
but Dynamic carries the interest and 
finance charges. 
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The man who originated the Dyn- 
account plan is Mr. Dynamic him- 
self. His name is J. M. Winer and he 
sits behind a huge, L-shaped desk in a 
vast cave of an office that reflects the 
furious activity of himself and his firm. 
He has posted little signs around the 
general offices. There are two of them, 
both expressing his own attitude and 
that which he wants the firm to have. 
One reads, “At Dynamic don’t say it 
can’t be done; say, ‘let’s do it’.” The 
other: “Use your common sense. Com- 
mon sense avoids tough sledding.” 
One employee told me that no one 
dares to tell Winer that something 
can’t be done. “If you do,” said this 
worker, “he’ll come out and do it just 
to prove that it can be done.” 

Mr. Winer explains his philosophy 
like this: “Our policies are really very 
simple. We are in a very confused 
business in a very confused market. 
We are against the discount business. 
We feel that if any discount is given 
it should go to all customers and not 
to any one person simply because he 
is smarter or meaner or cheaper than 
anyone else. We try to give a square 
shake to the people that buy from us, 
sell to us, or work for us. We believe 
the customer is right if he is right. If 
he is right we will go to any extreme 
to make him happy. We are more lib- 
eral in our exchange policy than the 
most liberal department store. Our 
service policies are the most liberal 
possible because our service is the 
most impressive form of advertising 
that we can maintain.” 

Mr. Winer states that his merchan- 
dising philosophy grew out of his 
experiences as an employee of firms 
that did not have the satisfaction of 
the customer very close to their hearts. 
He’s been in the game since 1924 and 
got his feet wet with a manufacturer 
of radio batteries. Later he worked 
with a Philadelphia distributor of radio 
parts. When he came to New York in 
1926 he worked as a retail salesman. 
In 1930 he was selling for a retail out- 
fit that was fast going out of busi- 
ness. 


How to Find a Job 


One day while working on the 
floor of this late lamented concern, 
Winer was approached by a priest 
who obviously had no knowledge of 
electronics, a very limited budget, and 
a strong desire to install a radio phono- 
graph and an amplifying system in his 
church in time for a forthcoming fair. 
Where, he wanted to know, could he 
get such equipment at the prices he 
could acord to pay? 

“Father,” said Winer, “there isn’t 
any store like that now; that kind of 
work is being done by engineers. But 
there will be a firm that can handle 
your problem. It’s going to open for 
business in a couple of days and I can 
arrange to have a representative call 
on you.” 

It sounded good to the clergyman. 
What was the name of this new firm? 

For a second Winer was stumped. 
His lighting decisions hadn't yet 
reached that point. He glanced down 
at the back of a speaker, saw the 
name plate. 

“It’s Dynamic,” he said. 
Radio Service.” 

When the priest had departed, 
Winer turned to a fellow salesman. 


“Dynamic 


“Joe,” he said, “you’re quitting. To- 
morrow you are going to call on that 
priest as a representative of Dynamic 
Radio.” 

Winer was in business. He rushed 
out and rented office space and a type- 
writer and ordered some stationery. 
The church job was contracted and 
completed and the church is still one of 
Dynamic’s most valued customers. 


Let the Poor Man Buy 


The Dyn-account plan is itself an 
example of Winer’s dissatisfaction 
with the merchandising philosophy that 
advocated getting the customer’s dollar 
and the hell with the customer. “We 
are in a severe inflationary period,” he 
says, “a time when people’s reserves 
are dwindling fast and they are being 
forced to live on their income alone. 
It is our intention to see that these 
people can buy. We don’t agree with 
the theory that they should pay inter- 
est in order to purchase the things they 
need. However if they can’t liquidate a 
purchase within a year’s time I think 
they should be penalized for buying 
something that they can’t really afford. 
The person who can’t afford to pay at 
least 25 percent down on a television 
set for example, ought not to buy one.” 

Oftentimes, says Winer, the Dyn- 
account plan can be used to encourage 
prospects to buy something “a little 
finer than they originally intended.” It 
is his claim that the man who has 
enough cash for a $200 item should 
own something better and that he can 
be sold that better product and get in- 
creased satisfaction from it under the 
Dyn-account terms without being 
penalized. 

Salesmen are encouraged to use the 
plan as a sales tool. Dynamic warns 
them against being too pushy, or ag- 
gressive, but trains them to use the 
Dyn-account as an incentive. The 
salesmen themselves are on an incen- 
tive basis, receiving both a salary and 
a commission. Each salesman is as- 
signed a monthly quota. When he 


attains it he is given a commission on 
all sales retroactively to the first dollar 
of sales made during the month. If 


he achieves a second, higher quota, he 
(Continued on next page) 





SERVICEMEN work in small rooms, two 
or three men to a room, thus ensuring privacy 
and a chance to concentrate. The highly 
skilled staff is Dynamic’s pride. 
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Few home equipment programs do’ 
the COMPLETE MERCHANDISING 
JOB that Wayne gives you to reach 
the consumer. Wayne helps you sell 
—actually helps bring the customer 
INTO YOUR STORE! 





NATIONAL 
ADVERTISING 


Millions of Wayne 
ads appear every 
month in magazines, 
farm papers and 
newspapers. More 
dealers are needed 
to close sales from 
inquiries! 


MARKET STUDY 
& SALES HELPS 


Dealers are fran- 
chised when a mar- 
ket study shows good 
sales potential. Spe- 
cial sales campaigns, 
including: direct mail 
to consumers, help 
Dealers sell WAYNE 
products. 


LOCAL 
ADVERTISING 
& DIRECT MAIL 


FREE newspaper ad- 
vertising mat service 
makes it easy for 
Dealers to do local 
newspaper advertis- 
ing. Wayne backs 
Dealers with the in- 
dustry’s greatest roto- 
color direct mail pro- 
gram. Wayne even 
pays the postage! 


Wayne follows through 

































































TURBINE PUMPS 
AND SHALLOW 
WELL SYSTEMS 


























JET DEEP WELL 
PUMPS & SYSTEMS 


1 


WATER SOFTENERS 
& IRON FILTERS 





ELECTRIC 
WATER HEATERS 





The long-term demand of your farm and 
suburban market makes Wayne Pumps and 
Water Systems an excellent new business pos- 
sibility. Wayne offers many constructional 
features not obtainable in conventional water 


umps. 

ayne Sof-Lux-X Triple Action Softeners, Iron 
Filters and Cellar Drainers provide complete 
service to farm and city dwellers. 
Wayne's complete line of manny | systems 
for oil, gas or coal provides steam, hot water, 
gravity and forced air heating as replacement 
or for new homes. 
The rich building and home improvement 
market demands the quality and features 
Wayne provides. 
Wayne Thermatic Oil Burners and Approved 
Gas Conversion Burners fill the high demand 
for automatic heat installations in existing 
hand-fired furnaces. 
The FACTORY - WHOLESALER -DEALER com- 
plete, organized —t, effort adds up to more 
sales and profit. All Wayne Home we 
provides a generous profit margin. 


Write for detals of LBs 


OIL-GAS-COAL . 
HEATING SYSTEMS 


WAYNE HOME EQUIPMENT CO., INC. 
801 Glasgow Avenue, Fort Wayne 4, Indiana 


GRAVITY 
COAL FURNACES 





HEATING 
BOILERS 


- 


CONVERSION 
OIL BURNERS 


GAS BURNERS CELLAR DRAINER 
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receives another commission, also 


ve 
“Spar 
retroactive to the first dollar of sales. 


Your Advertising with Although Dynamic’s management 
feels that the Dyn-account plan has 

bad 9 been reponsible for attracting custom 
UVLEA ers and for selling them more and 

better merchandise they salaam_be- 

fore the drawing power of their service 


1949 CALENDAR OF | reputation. A man can make a career 


of service at Dynamic. He is likely to 


1 


Dai WEER CARTOONS | An crc anon, of werk and tats 


After three months of work and study 
he is if qualified, advanced to Class B 
- Technician with an automatic raise. 





a = After another three months he is elig 
Ve Ve ible for promotion to Class A, with a 

, Ae second raise. Further raises depend en 
Par 4 tirely on merit. The interest and the 
fA application that this system evokes 
a © from the servicemen is amply illus- 
we on trated by the fact that, although many 

= ve of the present crew began as appren 
“I tices not many months ago, there are 
_ is \ none still in that classification. Once a 
\ co rs Ra” month a company planning board has 
a ae a service meeting at which promotions 
-aee” . and raises are discussed and passed 

’ upon. 

\ © Salesman training, too, is competent, 
+ but is largely informal. Individual 
\ store managers give most of it, stress- 
‘\ ae ing and expanding the company’s 
a, \ basic doctrine of courtesy, product 
ans 7 knowledge and “a positive approach.” 
The last is illustrated by this prohibi- 
tion: “Never ask a television prospect 
“durned if Esquire ain't gone and f he has his landlord’s permission to 
put us Paul Webb Mountain Boys install a set. Sell him first; then we'll 

date a ndar for °49, It’s a rite work out the details of installation.” 
p ; 4 snend In addition to its service system and 
d E the floor salesmen, Dynamic has three 
. - —_— ’ outside salesmen who are used to fol- 
be r aa ‘” low up leads which come in by tele- 
phone, requests for information, or are 
Right you are, ys. Esquire’s provided by customers. No door-to- 
Paul Webb calendar for 1949 is a door canvassing is conducted and is 
honev! To smart advertisers who not likely to be. Metropolitan New 


York, thinks Mr. Winter, is not the 


recognize the potency of humor in j ° . 
place for it. Furthermore, Dynamic 


advertising, this calendar offers a is doing all right under its present 
rare vehicle for building customer plan of operation and agrees with 
good will. TI oupon below will Webster that dynamic is “character- 
bring a trained Esquire Calendar ized by energy, forceful That’s 


} Dynamic End 
representative to show you this 


and other calendars for 1949. 
* 
Ea.quure. =e 


THE LINE OF a 
** 
“<$ TREASURED ADVERTISING 


eee eee eee ee eee | 





Esquire Colendar Division, 


Dept. W-3 
} Esquire Building, | 
Chicago 1, il. | 
Please send your representative to show me the ’ 
Esquire Line. 
— 





Firm Nome... 

















Address. .ssceceee +++++Phone. \ 
_ 
City Zone ..-Stote.. ge 


Please attach your business letterhead. Our 1 
Calendors are offered for commercial advertising ! 


exclusively. Please do nol request samples by ! “| WANT ONE WITH A LIFETIME GUARANTEE— 


eee | 


mail.) : MY HUSBAND IS ONE OF THOSE HOME 
ae eee 4 | MECHANICAL GENIUSES!” 
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OUR PLAN-A-KITS HAVE 
PROVED THE MOST VALUABLE 
SALESMEN ON OUR FORCE 

FOR INCREASING 
POTENTIAL UNIT SALES! 


DEALER FRANK BRODIE OF 
SAN FRANCISCO RECOMMENDS 
THE PLAN-A-KIT! 


I 

P LA N-A-K I T! 
H THE aide offer of 
Folks 
of their 


but American Ki 


you CAN 


od to be true, 
Plan-A-Kit designs os 
: : wen J + wit 
sling or build ngage 
— - and go out SOLD. Maybe / aad nko poner’ 
errerat i , buy cabinets - - - an “or tm 
4 ir , American Kitchen 15 ' , 
sec Plan-A-Kit complete kitchens: 


tchens’ nation 
' 
right to your door: 


r Plan-A-Kit plans 0°" 
just a sink. 


It’s almost too go live prospects 


: 3k fo’ 

free ome in to ask f 

who are 

‘dream’ 

But when that s P dew tt 

ay the 

after month up to _ ad rofits when you 
ing steady P ' 

, making stea©- 
can t help 


HETCHERS 
STYLED In STEE 


MTOM ALG On \-iticraitiail- me 
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Women RACE to Stores That Show 
*Race 65 Dryer 


Here’s the popular new electric dryer that does a fast job with 
a blast of hot or cool air. Women use it for drying hair or hands, 
nail polish, hosiery or fine lingerie— even for defrosting and 
vaporizing. The country’s greatest merchandisers are depending 
on RACE 65 for added sales volume. 


RACINE UNIVERSAL MOTOR CO. 


1637 GOOLD ST. Dept. E-4 RACINE, WIS. 
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Will Be Backed By The Greatest Promotional 
Campaign In The Company’s History This Year! 








CONFOUNDING THE CARTOONS—Cartoon gag men never get tired of the 
Indian wearing an electric blanket. But out in Indian country, J. P. French, Jr., man- 
ager of the appliance department of the Black Hills Power & Light Co., Rapid City, 
S. D., got plenty of publicity and sold plenty of electric blankets by placing Indian 
chief Foolish Woman—a Sioux chief—in the window wrapped in an electric blanket. 
He linked up local advertising with the event and, for the week that Foolish Woman— 
yes, that’s the right name—was in the window, he did a land office business in blankets. 
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RESIDENTIAL BLOWER MODEL SUPER BLOWER MODEL 


) DOWN IN TEXAS they do things in a big way and the J. A. Walsh & Co., Houston 
distributor, is no exception. J. A. Walsh (right), president of the firm, here signs 
an Arvin radio and appliance franchise which gives him distribution in all of 41 


Texas counties. Unabashed by the magnitude of the job are W. A. Skinner (left), 


Arvin's southwestern district manager, and nn sales-manager for Walsh. y. T 7; Ly ESE Dy) E A [ ER yi IDS! 


@ Trade Magazine Advertising @ Regional Newspaper Advertising 


WINDOW FAN MODEL 
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e Cooler Demonstrator Units © Newspaper Mats & Copy Ideas 


e Folders & Catalog Sheets e Point of Sale Display Cards 


Gill in this coupon today! 
4 MANUFACTURING CORP. 
Phoenix, Arizona, Dep't. \\-7 
Please send free Sno-Breze literature to: 




















MONITOR EQUIPMENT Corp. told 120 members of its affiliated companies at | FRMy  _—«—«_« PEPE SS. ---- nnn nnn nnnneeereenenceeeeneceerersesenennssecnnnsecsrnnesanssaeusianansaseues ee 
recent meetings in New York that the company will spend over $600,000 this year | 
for advertising and sales promotion, including a national sales campaign for its sn, su ean gn Sap on an Oh.amn, an a. ona ae ae a ae ae a oe om ae nee oe a ae a 


Aerator washer. The meetings stressed salesmanship, demonstrations and door-to-door 39 YEARS OF AIR CONDITIONING LEADERSHIP 


canvassing. 
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circuit. 


Dealers write for catalog 
sheets showing the complete 
line of SpeedWay 
Blue Line Port- 
able Electric 
Tools. 









No. 69 - a 
4" Drill $1180 Slew 


(L4 


No. 117 
portable 
bench 
grinder | 


$1495 


Light, handy, efficient for workshop, garage or 
factory. Self-contained grinder with | fine and 1 
coarse (414” x 34”) grinding wheels. 

New powerful shaded pole motor operates at cor- 
rect speed. Self-aligning bearings, 1-piece case alu- 
minum housing has integral wheel guards, tool 
rests and switch. Plugs into any 110-120 A.C. 


No. 69 Electric Drill, drills holes up to 4” in 
steel. Die-cast, pistol-grip makes it natural to drill 
straight holes. Has specially wound high torque 
tool motor, only $11.80. 





SPEEDWAY MANUFACTURING CO. 


1827 S. 52nd AVENUE e CICERO, ILL. 








PROFIT LINE 


for Appliance Dealers 





WAHL PROFESSIONAL BARBER 
TOOLS. Now available for home use! 
Ruggedly built for long service 

low in price backed by an un- 
matched guarantee & service policy 





THE NEW 1948 SOLID SMALL 


Full-size professional electric clipper. 


Easy to handle—light weight plastic 

case. The favorite in beauty shops 

for years $9.75 List 
WAHL Silent 

Hair Dryer 






Fast and thorough. Hot 
or cold air as desired 
Quiet. Plastic case 
light weight. $9.75 List 
WAHL “Hand-E” P — 
Electric Vibrator 


Gives perfect mas- 








sage stroke 
powerful and 
penetrating. Fits 
the hand. Com- 
plete with four 
applicators t 
$6.50 List . : 
GUARANTEE We 
agree to re ir or re 
e free of charge, for 
one year, any WAHI 
product which does not 
give perfect satistactior 
WRITE TODAY TO 
Dept. E M 48 FOR 
DEALER INFOR 
MATION 
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MORE STORE TRAFFIC! 
100% EXTRA PROFIT! 
LOW COST! 


Let us show you the way with our 
high styled, cellophane wrapped line 
of LAMPSHADES. 





Satin over Parchment 
Parchment Decorated and Plain 
Leatherette 

Tole 

Fiberglass 

Burlap 

Rayon and Silk 


All sizes from 4 to 19 inches in 
a sparkling selection of 10 col- 
ors ranging from $.50 to 3.50 
retail, 


Write for brochure and prices to: 


CONTINENT LAMP SHADE CO. 


310 West 106 Street 
New York, N. Y. 




















Classify Your Home Freezer Prospects 





Listening to Mrs. Snow talk was the 
upper crust of Muncie. It had just 
tasted a lot of things which were good 
and everything had been frozen except 
the coffee. 

It was the wives she was pitching 
to. Women break up into three classi- 
fications, comments Mrs. Snow. Tell- 
ing the story of frozen food and the 
home freezer, her job is to recognize 
these three classifications and break 
them down still further. The thought 
is to fit the food freezer into the needs 
of each type of housewife. 


Three Layers of Upper Crust 


Simply because a woman has a home, 
has money, and has a family is no sign 
that she is interested in cooking. The 
first great group to be considered is: 

1. The social group. Take an ex- 
ample. Mrs. August Van Snort lives 
at the Country Club as much as she 
can, plays bridge every other after- 
noon, and usually hits the front porch 
just before her husband gets home for 
dinner. To her it comes as a welcome 
revelation that one can buy many 
cooked foods frozen, and needing only 
warming up to be ready to serve. 
Chicken a la King, pies, even com- 
plete meals can be carried in a food 
freezer and whipped on the table at a 
moment’s notice. Of course they’re 
more expensive, but in this financial 
stratum cost is not the essential thing. 
The female clubwoman learns that here 
is a heaven-sent opportunity to extend 
the amount of time she can stay away 
from home. 

You may call this an appeal to fe- 
male laziness, but you must remember 
that one of the country’s largest adver- 
tising agencies specializing in food ad- 
vertising has used this laziness appeal 
very successfully for the last quarter 
of a century. “Don’t soil your lily 
white hands,” they urge politely, “open 
a can of Dinkle’s peaches just before 
your old man gets home for supper.” 
The chances are he won’t know the 
difference. 

2. There’s another great group of 
housewives who don’t like housekeep- 
ing. As the home economist of one of 
our national woman’s magazines said 
recently, “It is a good thing that so 
many business careers are opening up 
for them because it gives them a chance 
to escape what they don’t care for. It 
has been estimated that a third of 
America’s married women will be 
holding jobs down by the year 1950. 
These escapees from home are inter- 
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ested in labor saving devices that 
lighten whatever household duties they 
have. For example, a recent check at 
the Smithfield Market in Evanston, II1., 
revealed that shopping was something 
that women were very desirous of 
ducking. It takes around three hours 
to do a week’s shopping, and you can 
do a month’s buying in no greater 
time. Thus, the owner of a food 
freezer can shop once a month and be 
12 hours ahead. To the career woman, 
this advantage is a godsend. 

3. The third group of housewives 
that listened to Mrs. Snow were those 
who loved housekeeping, and particu- 
larly cooking. To them she presented 
the food freezer as a tool. It is some- 
thing that permits them to plan ahead 
indefinitely and make those plans come 
true. Large amounts of pie, cake and 
other pastries can be prepared and al- 
ways served at the moment of perfect 
freshness. Unexpected company can 
be entertained, out-of-season food can 
be had, and any kind of short notice 
situation no longer becomes handicap. 

“Tt is well to speak of money saving 
possibilities,” says Mrs. Snow. “You 
can point out how it is possible to buy 
meat almost at wholesale rates, have 
it processed, and kept in the freezer. 
A 34 gal. carton of ice cream costs 
much less than in quarts, as anyone 
knows, per serving. Everyone who has 
a garden or fruit knows how nature 
produces a superabundance at certain 
seasons. A home freezer sidesteps this 
feast or famine situation, and enables 
the family to spread its strawberries, 
other fruit and produce over a long 
period.” 

To the suburban dweller and to the 
farmer particularly, this money saving 
capacity drives home a strong argu- 
ment. 


Authority Needed 


Such a dinner as Mrs. Snow out- 
lines requires a hostess to make a 
speech when it is finished. She should 
be a home economist with some pres- 
ence, Mrs. Snow declares, and should 
be prepared to answer questions. Often 
distributors have such a home econo- 
mist available, but if not, it is pessible 
for any home economist to read up and 
prepare herself to tell the story. 

In presenting food freezing as a 
domestic art, it is wise to go ahead 
and break down your audience into as 
many classifications as possible. Try 
to make each couple see how a food 
freezer will fit into their lives. For 
example, in Norfolk, Va., there was a 
banker who wanted to know if a cer- 
tain fish caught off the Virginia coast 
could be preserved. It appeared in the 
shoals at only certain times of the year, 
and he was very fond of it. Telling 
him how to freeze fish sent him away 
happy and desirous of owning a 
freezer. In Oklahoma City, and in the 
South generally, where the tropical 
sun heats bed sheets until they sting, 
an audience listened with great inter- 
est to the recital of how one woman 
set aside a part of her home freezer 
and filled it with pillow slips and 
sheets. Just before the family went to 
bed she made up their beds with these 


1948—ELECTRICAL MERCHANDISING 


ere 


| 








that 
hey 
< at 
Ill., 
ling 

of 
ours 
can 
ater 
ood 
1 be 
nan, 


ives 
hose 
ticu- 
nted 
yme- 
nead 
‘ome 
and 
1 al- 
rfect 
can 
can 
otice 
icap. 
ving 
‘You 
» buy 
have 
ezer, 
costs 
one 
o has 
ature 
rtain 
; this 
ables 
rries, 
long 


o the 
aving 
argu- 


’ out- 
ike a 
hould 
pres- 
should 
Often 
‘cono- 
yssible 
ip and 


as a 
ahead 
nto as 
. Try 
1 food 

For 

was a 
a cer- 
. coast 
in the 
2 year, 
Telling 
| away 
ing a 
in the 
ropical 
sting, 
inter- 
woman 
freezer 
»s and 
vent to 
h these 


ISING 




















HOW TO SELL 





AT A PROFIT 


Here’s your market! In 
the area where you sell, 
chances are 2 to 1 that the 
majority of homes, apart- 
ments, etc., are heated 
with coal, That’s true all 
over America... for coal 
is still the most economi- 
cal way to heat most 
buildings! 


Here’s your fuel! Coal is 
the only fuel whose pro- 
duction exceeds present 


day demand. 


Here’s your stoker! 
ANCHOR is not an “‘as- 
sembled”’ 
engineered stoker... for 
both BITUMINOUS and 
ANTHRACITE EQUIP- 
MENT. Made and sold 
for many years, it has 
proved, in actual use, to 
be a leader in fine, de- 
pendable coal burning 
equipment. Prepare to 
sell ANCHORSTOKERS 
while the time is right! 
Anchor Division, Stratton 
& Terstegge Co., Inc., 
P.O. Box 311, New 
Albany, Indiana. 


stoker. It is an 


Also 




















Americas Finest Automatic Coal Burner” 
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icy sheets, which lulled them into 
soothing and refreshing sleep. 

With women of Scandinavian or 
Germanic origin, pastries are a be- 
setting vice. Every family from these 
countries in America is perpetually 
setting a huge coffee pot on the stove 
and trotting out coffee cake to enter- 
tain friends. The difficulty is in keep- 
ing these coffee cakes fresh and tooth- 
some, whether bought or baked. 

A description of how a food freezer 
permitted one to keep a bushel of cof- 
fee cakes nicely frozen and fresh to 
serve at a moment’s notice, no matter 
what time of night or day the guests 
dropped in, brought a chorus of “ja 
wohls” from the delighted guests. That 
coffee cake angle hit home and made 
those families want a home freezer. 

A Michigan mother who was going 
to the hospital to have a new baby 
wondered how her family was going 
to be provided for while she was away. 
Explanation that meals could be pre- 
pared in advance and marked for serv- 
ing on such-and-such a day solved 
this woman’s difficulty. 

The audience perked up its ears and 
listened with interest to an application 
that was never dreamed of before. 

Off their feet, full of good food 
(which is proof of the pudding) a 
selected audience gets a chance to 
learn things about a new device which 
they never dreamed of. By means of 
personal applications that fit their own 
situation, they get an understanding of 
the food freezer that has been denied 
to them in superficial contacts on the 
subject. 


Dinner Easy to Set Up 


The organization of such dinners is 
not particularly difficult, explains Mrs. 
Snow. It costs from $1 to $1.50 per 
person for food. When you consider 
that these people are prospects for an 
item which averages $250 and up, this 
makes a very cheap promotion. The 
sale of two units will pay for the 
whole affair, and leave a lot of fine 
prospects besides. 

Such an operation calls for an in- 
vestment in at least six food freezers 
as a representative stock for the dealer 
to do business with. 

It is not advisable to compare prices 
on what can be saved by owning a 
food freezer as this is likely to offend 
the town’s butcher or somebody else 
in the retail field. 

It is advisable, says Mrs. Snow, to 
tie in the local locker man because he 
enjoys a position in the community 
through his processing of meat for 
14¢ to 3¢ a pound. In most communi- 
ties locker plant operators are glad to 
have householders own food freezers 
as food storage plants. 

On the other hand, however, sales 
of food freezers are particularly good 
where locker plants are unsanitary, 
where low temperatures are not main- 
tained, or where there is undue ‘loss’ 
in provisions. 

Nevertheless, the food freezer has 
a place all its own and a presentation 
put on in pleasant afterglow of a 
dinner meeting gives a chance to tell 
the food freezer story. “Come to a 
frozen food dinner,” piques the curi- 
Osity, is pleasant to think about, and 
brings out the crowds. It is step No. 1 
in the business of classifying one’s 
prospects. End 
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silent watchman” for 
extra safety. 


MAGICAP* the patented automatic 
N 





a MODEL 65 


6' QT. SIZE 


Retail R 
See your jobber 
] 3% FAIR TRADED for discounts and 
Slightly higher in 11 westera states = mats, displays, etc. 


TRAUBEE PRODUCTS, INC., 230 Sth Ave.,New York 1,N.Y. 


® Reg. U.S. Pat. Office 















PATENT 
APPLIED FOR 


Your customers asked for it 
—CHELSEA MADE IT! 


Truly an innovation in attic fan design. 
Cut a simple hole in the attic floor, 
tighten a few screws and the fan and 
automatic ceiling shutter are installed 
—make a short electrical connection, 
pull the switch cord and “presto” the 
fan is in operation. 

Inexpensive to buy pensive to in- 
stall—unit-packaged for convenience— 
adaptable to attics of low headroom— 
available in 24”-30"-36" and 42” sizes 
for any home. Order now for stock. 


es 


This compact fan, float-mounted on 
attic floor or from the rafters, elimi- 
nates vibration. This complete, low- 
cost pockage unit includes... a 
sturdy, efficient Chelsea fan, an 
automatic ceiling shutter, mounting 
brackets, vibration dampening springs, 
conves boot for anti-vibration seal 
between floor and fan, and a pull- 
chain switch for convenient control. 








we 
INSIST ON THIS SEAL! As with all Chelsea products, the rating of 
this new unit is determined by the Standard Test Code of the Propeller 
Fan Manufacturers Association and the A.S. of H. & V.E. 


\CHELSEA FAN & BLOWER C0. 72 


1'NCORPORATED 
1206 GROVE STREET, IRVINGTON 11, NEW JERSEY 
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sell for $70.00 or less that will take care 


_A Penny Saved 
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of the hot water needs in the average 








home? If not, either contact your dis- 

















tributor about HIPUT or drop us a line. 


eww F 


SMALLER STORAGE 


4 |. 


FAST tal = ° 


Z ec HOT — 


| (a 


ALL HOME REQUIREMENTS 


= 


HOT WATER GENERATORS 
zl 


HIPUT DIVISION 


RONAN & KUNZL, INC. 
MARSHALL, MICHIGAN 






















































































































































Wives rr) 
MODEIZ1 2B- 





Light Duty Delivery and 
Service Body 
for APPLIANCE DEALERS 


® Saves Man-Hours 


















© Speeds up Deliveries 


© Compartments for 
Tools, Repair Parts 


ALL-STEEL 


Spacious interior 


welded con- 


Available 
with overhead 


ladder racks. 


struction 
with weathertight compart- 
ments on each side for tools, 
repair parts, etc. Other ac- 
cessories optional. Designed 


for Ya ton chossis 


wt ENG), 


ENGINEERING CORP. 


2546 EAST 79th ST., CLEVELAND 4, OHIO 
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or all 


records c 


notified and are 
tore to hear them. 


| ations or 


ichieved by 
the use of a little 
ingenuity. 


ut such work to a friend in the repair 
business, 


According to the contract, 


work is guaranteed and the repairman 
checks back 


on his work after 10 days. 
a detailed record is kept 
appliance repair work and this 
ms the basis of a card index listing 
yssible future customers. Another 


)f course, 


card index is kept on appliance buyers 
and on record buyers. 
latter index note such details as the 
number of 
kind of records 


Cards in this 
records bought and the 
When new 
yme in, the cards are scanned 


selected. 


ind customers who like the type of 
music 


on the record are 
invited to visit the 
Names on the list 
re constantly circularized, according 


contained 


to Mr. Olasov. 


Corner-Cutting Helps 


alert to the 
and cutting 


“By continually being 


sibilities of saving 


‘orners, the small dealer such as I am, 
can conduct a p 
savs Mr. Olasov. 
little thoug 


rofitable business,” 
“All it takes is a 
yht and the exercise of good 


judgment when putting in new install- 
Id 


*vising old ones. N ye 
his corner cutting can not be done 
it th e expense of the public, at the 


fice of handling good merchandise, 
rie skimping on advertising, but it 
an ‘inside’ matter and can be 
almost any dealer with 
imagination and 
All he has to do is look 


iround him, take stock of what he 


| Your Local Newspaper 





AN APPEALING AND USEFUL adver- 
tisement is this bench in the suburbs of 


Houston, where weary shoppers may wait 
for the bus. Such ads are always read and 
have proved very effective. (Egad! Is that 
the sheriff on the right?) 


has, then go to work on combining, 
economizing or cutting down on in- 
efficiency.” 

Mr. Olasov has retained the name of 
the B & O Furniture Co., because 
when he bought out the firm eight 
years ago, it was well established in 
the community in which he operates. 
He handles no furniture today, how- 
ever, concentrating on records and 
appliances only. His major lines are 
Hotpoint, Philco, RCA and American 
kitchen equipment. End 


CONTINUED FROM PAGE 58 











in is gimmicks. With books it may be 


the presence of author Louis Bromfield 
autographing his volumes on a cer- 
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“WHAT KIND O’ VITTLES Y’ WANT THIS 
MORNIN’, PAW?” 
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tain afternoon; with food it may be a 
demonstration of how to make Faster 
bunnies out of marshmallows; with ap- 
pliance stores it may be a deal on soap 
flakes, free balloons for the kiddies or a 
photographic tie-in with Mother’s Day. 
To get a quick kickback from his ad- 
vertising is what the retailer wants, 
and a proposition that has to be acted 
on at once can best be depended on to 
turn the trick. 

These things cannot be turned out 
at a moment’s notice. They must be 
planned for and worked out in advance, 
like artwork is. 

Timing is something else that most 
dealers miss the boat on, unless they 
work it out in advance. A cold snap 
sells anti-freeze naturally ; a threatened 
coal shortage will zoom the number of 
electric heaters. A week of nice 
weather will precipitate a lot of spring 
cleaning. We can’t change people’s 
habits. Merchandising can simply ride 
along on them. 

And the way the boys in Peoria, the 
test city, are doing it is to plan it 
early, long enough in advance and tie 
in with the right events. 


Anybody can coy that. End 
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MERCHANDISING 


SUPPLEMENT 
P. roducts e ho 








@ APPLIANCES @ SPECIALTIES @ ACCESSORIES 
@ EQUIPMENT ® TOOLS @ INSTRUCTION 
@ PARTS @ MATERIALS @ REPAIRS 





FOR MORE SALES — FOR MORE PROFITS 
UNDISPLAYED RATE: DISPLAYED RATE: 
$1.60 a line an insertion. Minimum $6.00. $14.00 per inch per insertion. Contract 
(First line small black face type.) Frac- rate on request. (An advertising 
tional line counts as line. 10% Discount inch is measured vertically %” on 
if full advance payment is made for 4 one column. There are 4 columns— 
consecutive insertions. 48 inches to a page.) 
































Self- “Selling 
DISPLAY 


This smartly finished wood display 
holds, displays, SELLS 60 Davis Cord 
Sets. A complete line — 11 different 
types, each tagged with informative, 
self-service label. Fully stocked, offers 
@ DAVIS cord for every need, in every 
price range. Uses small counter space 
— only 20” x 20” x 8” — increases 
impulse buying, increases profits, re- 
duces sales time. 


e S. YOUR JOBBER OR WRITE DIRECT e 
CE FOR FULL DETAILS AND PRICES. 


DAVIS Mfg. Company 


PLANO 2, ILLINOIS 
WASHING MACHINE PARTS 


“For any and all makes” 


Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 


191 W. 7th St. St. Paul 2, Minn. 














Thomas One Man Barrrel Truck 
NO ROCKING—NO seer 


Easy for one man to handle up 
1000 lb. barrels, drums, ont, 
safely. Simply a sliding —_ 
in rim of barr pull 
slightly—hold with “toot. That’s al! 
Loads, unloads automatically. Truck- 
= gl touches barrel. Load bal- 
. No arm strain. 
Welded Piteel, rubber tires, Hyatt 
bearings. Low —_; = Try one. Re- 
turn collect if not “best yet’’. 





[HOMAS TRUCK 


o! Aechuak 





THOMAS TRUCK & CASTER 94 
4821 Mississippi River Keokuk, lowa 





4212 CLAYTON ave. — 


Y Practically Sells Itself 
» Allows More Profit per Sale 


» Installs Easily & Permanent- 
ly—approved by the Under- 
writers Laboratory. 


MINES EQUIPMENT COMPANY 
es 


ST. LOUIS 10, MO. 








*} WASHING MACHINE PARTS — ¥j 
. ANOTHER FRANTZ SERVICE INNOVATION 


FRANTZ ADAPTABLE AGITATOR 





pay and ag installed Reduces inventory investment — 
n almost ¢ make and saves time for washer service 
x of washer! dealers. 





Write for name of nearest distributor 


THE FRANTZ MANUFACTURING CO. 


WORLD’S LARGEST MANUFACTURER OF WASHER PARTS 
3650 East 93rd Street Cleveland 5, Ohio 





Fa 

















One of the FRANTZ PARTS JOBBERS 
WRINGER ROLLS AND 
WASHER PARTS FOR ALL 
MAKES 


GENERAL WASHING MACHINE SERVICE 
758 South Ave. Rochester 7, N. Y. 





The NEW 
“YEATS APPLIANCE DOLLY” 


Aluminum frame, caterpillar type “STEP GLIDES” for 
climbing steps, straight slide on back for easy loading 
in delivery truck, curved cross members for round 
water heaters. Handles all appliances easier and 
quicker because it is the ONLY APPLIANCE DOLLY 
WITH RATCHET TO TIGHTEN THE HOLDING 
STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
2525 W. Kilbourn Ave., Milwaukee, 3, Wisc. 














WASHING MACHINE PARTS 


“Any Part For Any Washer” 


Distributor for All 
Leading Manufacturers 


Write In 
For Complete Catalog 


WASHER SALES & SERVICE CO. 


10 Federal Street 
PITTSBURGH 12 PENNA. 











Flexible Couplings for 
WASHING MACHINES, OIL BURNERS 
MOTOR DRIVEN MACHINES 





The Lovejoy type 

DX" is used by 
more manufactur- 
ers of electrical 
equipment than any 
other flexible coup- 
ling. The ideal 
Low COosT hm | to 
a dampen vibration 
L-R Type “DX” and noise. Write 


for catalog and name of nearest dealer. 


LOVEJOY FLEXIBLE COUPLING CO. 








5028 W. Lake St., Chicago 44, Ill. 











“KEEP IT RUNNING” 


Satisfactory operation is a real contribu- 
tion to customer satisfaction. “Keep it 
running” and she'll come back. It’s the 
repeat sales that count. 


Merchandising Supplement can play 
an important part in building your busi- 
ness. It can keep you posted on where 
to obtain your requirements in keeping 
your customers’ appliances in good run- 
ning order. 








MATMATIC [RON List Value 
REPAIR KITS SPECIAL 


Contains assortment of parts § 
sufficient to repair a ou of ae 
MatMatic electric irons and in- 

cludes 2 cord sets, 7 cord pro- Otherwise 
tectors, 1 handle, 2 dial plates, Plus 

1 1 wheels, Postage 


1 terminal block, etc. = 


House of APPLIANCES 


32-20 37TH AVE. DEPT. “K. ” 
LONG ISLAND CITY, 1, ; 


official MATMATIC ky service 
REPAIRS .... PARTS 


Parts Price List on Request to Dept. K. 








One of our many E-ZEE-LIFT users says: 


“Savings on Wasted Man Hours at the Rate of Over 
$240.00 yearly—Like Finding this Money” 


Plus preventing many UNNECESSARY ACCI- 
DENTS—Now use fewer men. 

E-ZEE-LIFTs are now used successfully in 
30 states from coast to coast. The UNIVER- 
SAL E-ZEE-LIFT fits all appliances a 
three times the amount of an E-ZEE-LIFT. A 
complete delivery. 

Order one today. 
Send $17.95 or request circular. 
Patents Pending 


NEAL PRODUCTS COMPANY 


Marlboro, Mass. 

















at bat g 0 f FRE 
FREE AS & Vacuum Cleaner Parts. EE COIN-METERS 


by ordering all your supplies 
from one dependable source. 


Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 











DISPLAYS-EXHIBITS 


ALL TYPES—ALL SIZES 

@ Wood, metal, plastic, cardboard, paper, me- 
chanical, carvings, castings. Expert counsel and 
design service. % 2 

Ask our representative to call, no obligation 
W. L. STENSGAARD & ASSOCIATES, INC. 
302 N. Justine St. Chicago 7, Ill. 
America’s largest and most complete display facilities 








REPLACEMENT BURNERS 


for “Any Make Electric Range” 
a COVERED WIRE @ RESISTANCE 
WIRE @ IMMERSION ELEMENTS 
FOR HOT WATER HEATERS 
Write: F. N. CUTHBERT, INC., Distributor 
2909 Detroit Ave. Toledo 10, Ohio 














ELECTRICAL MERCHANDISING—APRIL 1, 1948 








2720-22 W. Division St. Chicago 22, Ill. 





















Mechanical Coin-meters 
for Automatic Washers 


No Service - No Repair . 
































They Increase Your Business 
because 
They Always Work 


30,000 in use today 
10 - 15 - 20 - 25¢ 






















































BAESSLER METERS 


38 Sunrise Terrace 


WHITE MACHINE WORKS YONKERS 3, NEW YORK 
































FORT WAYNE, INDIANA 
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Automatic dishwasher - sink 
owners become enthusiastic 
users, once they find they 
can entrust their finest china 
and glassware to the dish- 
washer without fear of 
breakage to be washed and 
rinsed in very hot water and 
dried with hot air. 


Scraping food waste down 
the drain without having to 
call the plumber is another 
attractive feature. 


Kodachrome by Dave Rosenfeld 








LETTERS 


Allotment Gripe 


io é ; | } 

I am ask Ya ivo rt you Chat 
to pub 1y feelings toward the un 
fair distribution of major elect il 
4 yp! es int area. This is for the 
eneht of tl manutacture peek! nope 
they lL read a onside 

lo begin with, | cannot get a good 
franchise because I do not run a furni 
ture store, hardware store, auto sales 
illing station, et It see that the 
are the on ( that get t chance 
The real el »p who ire really 
Ippose t e t met inadise ca 
not get 1 Why 

W busine ! 
Ve 25 1 ive served the public 
faithfully a have built up a large 
electrical construction and repair busi 
nes We have the best service men 
that can be had. We go into hundreds 
ol home s ea week W « see their 
needs but we don’t have anything to 
sell. Why? 

The furniture stores get all they 


want because the furniture distributors 
distribu 


several dif 


are also electrical 
tors. In fact, 
ferent brand If you don’t like one 
kind, they will sell you another. Ii 
you don’t like electrical appliances, 
they will sell you gas appliances. All 
they want is the money. It is just an 
other piece of furniture to them. They 


sell it and we worry with it 


nnii _ 
appliance 


they have 


trom there 
on out trving to service it and satisfy 
their customet 

I say take it out of the 
and put it in the 
appreciate it 


furniture line 
hands of those 
nportance in the 


who 


and not just as piece of furni- 


another I 


ture 

When competition gets keen again 
[ am sure this system will be more 
profitable to the manufacturer than the 

present setup 
W. L. McMILLan 
McMillan Electric Co., 
Jackson, Tenn. 
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Last Month’s Cover 


lo the Editor 


It is 


very evident that the person 
responsible for the front page spread 
of March 1948 ELecrricat MeEr- 
CHANDISING does not own a tele- 
sion set and has no idea how to watch 

a television set. Imagine the entire 
family g rrouped around as if they were 
vatching fish in a bowl. Move the man 
back into his favorite chair with his 
eet up, his wife curled up on the sofa 


and the children draped around as kids 


will. That’s televisior 
Joun LaBaj 
Jordon’s, 
4316 Pearl Road, 


Cleveland, O. 


HAVE YOU HEARD 


LICENSE TO LISTEN 


Over here people whose dogs run 
around without licenses are liable to 
fines. Over in Great Britain people 
whose radios just plain run without 


licenses are breaking the law. In fact, 
in 1947 4,821 such offenders 
were convicted. At any rate, the sys- 
to keep an accurate check 
number of receiver owners. 
11,056,900 licenses in force 
in Great Britain and Northern Ireland 
at the end of 1947, 


YoU in a vear 


some 


tem helps 
on the 
There were 


an increase of 278,- 


SELF PRESERVATION 
\ Kentucky woman either 


oughly fed up with the 
cided to 


got thor- 
climate or de 
ments in suspended 
animation one better when she climbed 
into her 


go experi 


home freezer, shut the cover, 
herself to death 
is not generally recom- 
mended, but the efficiency of the 
freezer can not be doubted after the 
lady’s trial. The body, (a) frozen 
stiff, required 18 hours of cold water 
immersion to thaw. 


and calmly froze 


The practice 
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Television on Time. 


A Penny Saved... 
The B & O Furniture Co., 


Texas Tornado . 


frozen foods. 


Service Can Be Profitable... 


Ore. 
Joe’s Neighborhood Night. 


a Thursday night party. 


free home trial offers. 


| They Tripled Blanket Sales .. 


Tele Stampede 


program promotion. 


News . 








APRIL 1. 


HARRY C. HAHN, Sales Manager © 


Classify Your Home Freezer Prospects . 
How a frozen food dinner can bring together people interested in 


Attention to equipment, personnel, 
the service department results in profits, says A. C. Stockstad, Eugene, 


Electrical Appliance News—New Products... 
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By L. E. Moffatt 


.By Laurence Wray 


By Robert W. Armstrong 


Dynamic Electronics-N. Y. lnc., ‘makes it easy to buy television on time. 


Houston, Texas cuts corners to add profits. 


By A. B. Windham 


Demonstration and sales methods used by Lena Anlauf ring up sales 
for Joske’s Dept. Store, San Antonio, Texas 


.By Tom F. Blackburn 


management, promotion costs in 


By Howard J. Emerson 


Selling Ironers on Free Trials ...... 
Harcraft Stores, Los Angeles, sell hundreds of portable ironers with 


Cleaner and Polisher Demonstration Techniques 


Joe Ferrara promotes his neighborhood store in San Francisco with 


An employee educational program plus tater- depertmental display 
| turns the trick for Bing’s, Cleveland. 


ceneele earabiokaenarie By Anna A. Noone 


Demonstrating Electromaster Range Timer 


Electrical Women’s Round Table Course continued. Fourth in series. 
How to Get the Most Out of Your Local Newspaper . 
McCall's “Minute Movies” Available for Visual Aid Train- 


ins ccnhacanindduncenmiehanteksnieeancesan pkinata 
Four-color movies ; showing use of washer, refrigerator, freezer and 
dishwasher-sink available to the industry as training material 


Higbee’s in Cleveland, — " Ya-taillion people with their television 
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1860-1948........ 
The Dishwasher Day Is Here...... 


At last the dishwasher is ready to break into big-time volume class 


DONALD O. HANSON, 
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THE EAST 
By Robert W. Armstrong 





40 eastern appliance dealers last 
‘T month there was something more 
eering about spring than the reap 
earance of the crocuses and the birds. 
It also meant the return of customers 
ad been spent-out after Christ- 
snowbound in February and 
lothes-conscious just before Easter. 
New England and New York dealers 
called the winter everything printable 
rom “awful” to “terrible.” Many of 
them were hampered by tightened 
credit restrictions and financially ham- 








| 
las, 


strung by the general slump in sales. 

The number of dealer failures, how- 
ever, showed no alarming 
luring the first quarter, despite at 
east one report in the New York con- 
mer press \ Boston distributor 


increase 


said, “There have been a few failures, 

irse, and a lot of dealers on the 
erge of failure because of the bad 
Unless 
erchandise starts moving in quantity 
lis spring there will be a lot of dump- 
ng. Distributors as well as dealers 
ire loaded. We ourselves, for example, 
an inventory of 300 washers. 
\nother distributor told me he lost 
$20,000 in one month. The dealer who 
ised to be able to borrow two or three 
thousand to pay for a shipment now 
Binds himself limited to as little as 
$200.” It was this wholesaler’s opin- 
m that business has been terrible, still 
sn't good, but is showing some signs 
| improvement 


inter and heavy inventories. 


Ave 











No Cause For Alarm 


[wo New York City distributors 
stated that so far the number of fail- 
res has not been alarming, though 

ith expressed an opinion that many 
of the newer, poorly capitalized firms 
‘who don’t know how to sell” will go 
inder sooner or later. Said one dis- 
tributor: “A lot of dealers who didn’t 
belong in this business in the first place 
ed after the war when there wasn’t 
any merchandise and they got stuck 
vith off-brand products. The appli- 
ance business was the easiest to get 
nto tor returning veterans who had 
a litt ash. Their limited capital was 
‘issipated by the time merchandise be- 
gan coming on the market in quantity.” 

“The failures so far,” said another 
New York wholesaler, “have been 
rincipally among the smaller and 
newer accounts that don’t have enough 
Capital to carry them over. Add to this 

ontinued on next page) 
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Reports of Business from 
ELECTRICAL MERCHANDISING’s Regional Editors 








THE MIDWEST 
By Tom F. Blackburn 


THE SOUTH 
By Amasa B. Windham 








LONG with the first robin, young 

men were to be seen ambling 
about Chicago in March ringing door- 
bells and making a “refrigerator sur- 
vey.” For eight long years the house- 
to-house salesman has been missing in 
the Windy City. 

For a long time classified ads in 
the newspapers have been a tipoff 
that something like this was approach- 
ing. Ordinarily the heading “House- 
hold Appliances” means that house- 
holders are trying to sell their used 
appliances, much as small town auc- 
tions help farmers get rid of their old 

(Continued on next page) 


SLOW-UP in buying was reported 
A from many parts of the South dur- 
ing the past 30 days. Memphis noted 
that small appliances did not move as 
readily as in the past several months ; 
Jacksonville recorded a comparative 
decrease in the sale of washers, ironers 
and laundry equipment; Houston re- 
ported a slow-up in the sale of almost 
all appliances except the scarcer items ; 
Charlotte saw a slight falling-off in 
total sales volume, and Birmingham 
reports a slight drop in radio sales. 

In Alabama, the coal strike, always 
a factor in buying, worked up a gloomy 
(Continued on page 8) 





Lester Eggleston Moffatt, 59, 
editor of ELECTRICAL MERCHANDIS- 
ING since 1930 died suddenly March 
31, 1948, in the Roosevelt Hospital, 
New York City, following an emer- 
gency operation for cancer. 

Born in Topeka, Kansas, in 1889, 
Mr. Moffatt had been affiliated with 
the electrical industry all his life. 

In his early years, he worked for 
the Western Electric Corp. in San 
Francisco, and the Graybar Elec- 
tric Co. in Denver, Colorado; from 
1914 to 1918 he was head of the 
firm Biglin and Moffatt Co., Inc., 
manufacturers agents in New York 
City; was sales and advertising 
manager of Stealite Electric Prod- 
ucts Co., New York, from 1918 to 
1920, and operated his own adver- 
tising agency from 1920 to 1924. 

He joined McGraw-Hill Publish- 
ing Co. in 1924 where he served 
successively as assistant editor, 
western editor, managing editor 
and editor-in-chief of ELEcTRICAL 


MERCHANDISING. 
His thorough knowledge of ap- 
pliance merchandising problems 


made him a leader in the develop- 





L. E. MOFFATT, Editor of 
Electrical Merchandising, Dies 





ment of the electrical industry. As 
editor of this magazine since 1930, 
Mr. Moffatt was in contact with 
every branch of the industry. He 
was widely known and consulted 
on merchandising and marketing 
problems by utility men, manufac- 
turers, distributors and dealers. 
He is survived by his wife, Lou- 
ella Wilkinson Moffatt, a son, Les- 
ter H. Moffatt, engineer with Con- 
solidated Aircraft Co., and a sister, 
Mrs. Will Blake, of Denver, Colo. 








THE FAR WEST 
By Clotilde Grunsky Taylor 











HE power shortage which has 
plagued the Pacific Northwest for 

the past two years has been relieved 
somewhat by a wet winter which 
offers an abundance of water power up 
to the capacity of available plants (not 
yet enough), but California is now in 
serious condition. A phenomenally dry 
winter, the second in succession, has 
depleted water reserves in reservoirs 
to the danger point. Even should wet 
weather come late, it would not do 
more than relieve the immediate agri- 
cultural pumping load; it could hardly 
add much to the pack of snow in the 
mountains which must be depended 
upon for summer water supplies. 

First action taken to lighten the 
overdraft on power facilities caused 
by adding a sudden demand for irriga- 
tion power to the already record high 
winter peak, was to cut down on fre 
quency of generators—a remedy whic 
caused all electric clocks to lose time 
daily and temporarily ruined the mar 
ket for clocks in this area. This was 
followed by a brownout of lighting for 
advertising purposes and a request for 
a 10 percent voluntary cut by all 
users. Although cooperation was good, 
the continued drought necessitated 
more drastic measures. A 20 percent 
cut in power use was ordered, and 
power is cut off from industrial and 
agricultural users one day out of five. 
A further reduction is expected next 
week unless the situation changes 

The State Utilities Commission also 
ordered the complete suspension of all 
new connections, whether industrial 
commercial or home, except for the 
necessary 110-volt lighting service to 
new homes. This means no new ranges, 
water heaters, clothes dryers, or other 
220-volt appliances can be added to the 
lines. For emergency cases of real 
hardship local boards of review are 
provided, but all indications are that 
restrictions will be generally upheld 
In thé meantime full 60-cycle fre- 
quency has been restored in order to 
bring in some power from southern 
California, not affected because served 
by Boulder Dam. Both southern Ore- 
gon and central Nevada, which had 
been borrowing power from California 
to meet their own shortages, are in- 
cluded in the drought area. 

(Continued on page 9) 
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So Little Room 


ALL THESE PEOPLE 
movie commercials to be shown in conjunction with the introduction of Apex Elec- 
trical Mfg. Co.'s new Fold-a-matic ironer to the New York market 
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jammed together recently to make one-minute television spot 
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[wo reports, from Philadelphia and 
Boston, blamed a tough winter 
slow sales, said that business is now 
picking up again, faster in the rural 
areas than in the city. A Massa 
husetts informant that 
sales are slow and that “every dealer 
as all he can handle.” Kitchen cabi 
fairly well in his area 
improved 


according to standards of 


for 


says washer 


nets are doing 
ind = treezer 

‘| verybody is hitting 
“and maybe people are begin- 
do 


sales have 
on freezers,” he 
lie 

g to understand what you can 
vith one.” 

The situation on 
peated in New \Y 


One wholesaler reports that apartment 


washers is re- 


rk by three sources 


size ranges are selling in quantity. All 
three find freezers slow movers. A 
New York dealer reports radio sales 
ire “not too bad—not too good,” but 
all informants find television moving 


it a brisk 

In Philadelphia washers were selling 
1 little better during March than they 
did in February; freezers were selling 


pace 


pretty well out of the city but not in 


town. Radios are slowly and 
discounts available on 
brands. Television, that 


moving 
are famous 
“salvation of 
is doing very well 

From the Capitol city 
port that washers 
ranges are beginni! 


e radio industry”, 
comes a re 
well: 


are selling 


g to meet the de 


mand but are still moving ; freezers are 


‘mediocre’; radios are “off; and 
television is “holding its own. High 
riced models are in great demand.” 


Teleset Price Cutting 


With the general and fast-growing 
uublic acceptance of television it would 
seem completely unnecessary for any 
dealer to knock a sawbuck or two off 
the list price of any good brand in 
wrder to close a But it’s 
happening in Manhattan, says a dis 
tributor there 
makes of sold under 

factory service and installation guar- 
antee constitute no headache to the 
lealer once they’re sold. If the cabi 
net falls apart and disgorges an army 
f termites on the way home or if the 
viring all dissolves overnight—he still 


sale been 


Some telesets 








as no worries. That's the factory's 
rroblem. All he did was do the cus 
tomer a favor by ig him the set 
So what’s a sawbuck or two? Times 


ten it’s $100 or $200, says the distribu 
that him like bad 
The way this distributor 
to talk to 
erring dealers and them 
encil and paper that the list price of 

set just provides the margin the 
selling and 
operating costs and return a fair profit 
If he cuts the price often enough he'll 
it himself right out of business 


tor, and looks to 
business 
meets the problem is such 


show with 


dealer reeds to cover his 


Meanwhile, of course, he’s not helping 





JAMES H. McGRAW (1860-1948), Founder 


Eugene Duffield 
Editorial Assistant 
to the President 


J. E. Blackburn. Jr. 
Director of Circulation 


Publication Office, 99-129 North Broadway, Albany 1, N. Y. 


Electrical Merchandising. April | 
at least ten days for change of address 
tions about subscriptions should be addressed to 
Subscription rates 


5, 1948, Vol. 79, No 


Printed in U. 8S. A 
by McGraw-Hill Publishing Co., 
guaranteed. 


Inc., 


Editorial and Executive Offices. 330 W. 42nd St.. New York 18, N. Y. 


Publication office, 99-129 North Br 


United States and possessions: $2.00 a year, $3.00 for two years, $4.00 for three y 
$3.00 a year, $5.00 for two years, $6.00 for three years, payable in Canadian funds at par 
$5.00 a year, $8.00 for two years, $10.00 for three years. All other countries $15.00 a year, $30.00 for t! 
Entered as second class matter August 22, 1936, at Post Office, Albany, N. Y., 

Cable address ‘““McGraw-Hill, New Y« 
330 West 42nd St., 


What, No Electricity? 





DISHWASHING CONTEST staged by 
American Kitchens during the National 
Association of Home Builders convention 
in Chicago shows Edward R. Carr, past 


president, and W. Hamilton Crawford, 
convention committee chairman, in there 
pitching. It doesn’t say here who won 
the hand crocheted dishrag 


other dealers any. Yessir, it’s spring 
again and time to look pretty—an 
smart. 
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Scheduled Meetings 


SPRING NATL. MARKET WEEK 
St. Paul Auditorium, St. Paul, Minn. 
April 20-23 


APPLIANCE PARTS JOBBERS 
ASSN. 
Ninth Annual Meeting 
Wisconsin Hotel, Milwaukee, Wis. 
April 20-24 


ROCKY MTN. ELECTRICAL 
LEAGUE 


Spring Conference 
Lo Forda Hotel, Santa Fe, N. M. 
April 22-23 


TEXAS ELECTRIC SHOW 
Texas Electric Service. 
Will Rogers Memorial Coliseum, Fort 
Worth, . Texas 
April 25-May 2 


17TH PACKAGING EXPOSITION 
Americon Management Assn. 

Public Auditorium, Cleveland, Ohio 
April 26-30 


NATL. ELECTRICAL WHOLE- 
SALERS ASSN. 
40th Anniversary Convention 
Statler Hotel, Buffalo, N. Y. 
May 2-7 


ELECTRIC SHOW 
Nashville Electric Appliance Dealers 
Assn 
Viaduct Park-Ways, Nashville, Tenn. 
May 18-22 
NATL. HOUSEWARES & MAJOR 

APPLIANCE EXHIBIT 

Natl. Housewares Mfrs. Assn. 
Auditorium, Atlantic City, N. J. 
May 30-June 4 


INTL. TRADE FAIR 
Toronto, Ont., Canada 
May 31-June 12 


EDISON ELECTRIC INSTITUTE 
Annual Convention 

Atlantic City, N. J 

June 2-4 


RADIO MFRS. ASSN. OF CANADA 
19th Annual Meeting 

Royal York Hotel, Toronto, Canada 
June 15 


STOKER MFRS. ASSN. 
Annual! Meeting 


Greenbrier Hotel, White Sulphur 
Springs, W. Va. 
June 17-19 


CHICAGO SUMMER MARKETS 

Merchandise and Furniture Marts, 
Chicago, Ill. 

July 5-17 


FLUORESCENT LIGHTING ASSN. 
SHOW, STORE MODERNIZATION 


SHOW 
Grand Central Palace, New York, 
N.Y 
July 6-10 








Appliance Mfg. Co. 
Buys Alliance Plant 


The Appliance Mig. Co., Alliance, 
Ohio, makers of Duchess washing 
machines, has purchased the 28,000 
square foot plant in Alliance, Ohio, 
lormerly owned by the Alliance Engi- 
neering Co. V. E. Dunn, Appliance 
President, said the company’s current 
Volume is nearly four times the pre- 
War rate. Further increases are 
‘lanned. The new addition will be 
used for the production of transmission 
assemblies 
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RMA's Hartford Test Campaign 
Increases Radio Sales 2} Times 


2,505 sets sold 


in two-week 


period compared with 979 in 
control city. National use seen. 





HARTFORD retailers turned campaign planners for the recent RMA radio test 


promotion in their city. 


Left to right, seated: Leo Weinberg, South Green Furniture 


Co.; Jack Fineberg, Max Fineberg Furniture Co.; Sam Nassau, Nassau Woyside 
Furniture Co.; Tracy Katz, Kane Furniture Co.; and standing, Richard Harman, Park 
St. Furniture; Fred Ellis, Ellis Bros; and William Smith, Rockville Furniture Co. 


CTIVE, organized promotion has 

once again proved that it will 
sell merchandise. Citizens of Hartford, 
Conn., were bombarded from February 
23 to March 6 with the ammunition 
of the Radio Manufacturers Assn. Test 
Campaign and during that period 
bought 2,505 radios of all types as com- 
pared with 979 units sold in Provid- 
ence, R. I., a similar metropolis used as 
a control. 

Success of the campaign was at- 
tributed to careful, pre-action plan- 
ning. Distributors and dealers were 
first converted to the personal pos- 
session sales technique around which 
the campaign was built. At least 400 
dealers saw the skit, “The Strife of 
Reilly,” which demonstrated the prob- 
lems of a radio salesman. Kits were 
passed out which provided basic ma- 
terial from which individual promotion 
plans could be Even the 
salesman was reached with booklets en- 
titled, “What's In It For Me?” A 
sales chart enabled dealers to keep 


developed. 


complete sales records for the period. 
Sales For Everyone 


By the time the campaign actually 
got under way almost every store had 
interpreted the twin theme of “A 
radio in every room—a radio for every- 
one” in ways to meet the requirements 
of their individual businesses. 

Top promotional effort was main- 
tained during the test period and was 
also keyed to the personal possession 
theme. Dealers’ ads carried the slo 
gan. Daily papers ran editorial space 
devoted to the campaign. A total of 
345 spot announcements on the radio 
brought out the advantages of having 
radios all through the house and for 
different members of the family. 
Special broadcasts hammered the 
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One such featured four dis- 
tributors who described the types of 
receivers designed for different rooms. 
Subsequent programs advised Hartford 
women about the “new look” in radios. 
In all, there were 12 half-hour guest 
programs. 

Said Stanley H. Manson, chairman 
of the RMA advertising committee, at 
the campaign’s close, “This is not only 
an outstanding record but it is also 
integ@a@ting to note that results showed 
that there was a corresponding in- 
rease in the unit sale of radio-phono- 
graph combinations. It has opened new 
vistas to radio merchandising. Futh- 
ermore, the importance of this cam- 
paign does not stop with the sales 


theme. 


record. It provides proof that there 
is a new market for radios which still 
remains to be tapped.” 

As a result of the campaign the 
RMA plans wider application of the 
personal possession selling techniques 
and is considering a work book docu- 
menting the 
national scale 


campaign tor use ona 


Dealers everywhere could accept the 
results of the promotion as evidence 
that radios can be sold on the basis of 


their use value rather than on price 


Sales Stay High 


According to the RMA, effects of 
the campaign did not die the day the 
campaign ended. One department store 
sold 21 sets during the first week of 
the campaign, 23 the second week, and 
46 the week following the campaign. 
A furniture store, dealing in expensive 
consoles only, sold ten the first week, 
six the second, and 18 the week after 
the campaign. A small music store 
moved four sets in the first seven days, 
10 in the second week, and nine in the 
week following. A small Appliance 
store sold four receivers in the first 
week, six in the second, and 12 in the 
third. 

Comparative sales for the two weeks 
of the test in Hartford, the test city, 
and Providence, the control city, where 
no sales effort was made, are as fol- 


low a3 
Hartford Providence 

Consoles .. nai ee 18 
Console combinations. 311 201 
Table combinations 255 77 
Table radios 1,507 589 
Portables . 154 50 
Auto radios 29 7 
Record players . 216 37 


B. C. Electric Has 
Change of Address 


The general sales division of the 
British Columbia Electric Railway Co. 
Ltd. has moved to a new location at 
Seymour and Dunsmuir Sts., Van- 
couver, it has been announced. 





PRE-CAMPAIGN plans for the two-week radio promotion in Hartford were disclosed 


to approximately 400 dealers at this meeting. 
discuss plans and promotion kits were distributed free of charge. 


Distributors were also assembled to 
Cost of the cam- 


paign, said officials, was negligible in relation to results. 
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Sales Meeting by Television 





THE VIDEO camera from WPTZ trains on Mrs. Florence Carhart (Mary Proctor) 
as she irons a shirt in 4'2 minutes, just to show the watching dealers of Peirce- 
Phelps, Philadelphia distributor, that it can be done. John O’Brien, small appliance 
sales head, holds the clock. The occasion was the distributors’ televising of a dealer's 
sales meeting, observed with enthusiasm by salesmen in the Philadelphia area. 





PERSONNEL of the Warner Radio Store, Philadelphia, watch the beginning of the 
specially broadcast morning program as W. G. Peirce, vice-president, tells them 
all about the Proctor sales campaign 
that men can do it 
watch 


Dealers also saw men ironers—just to prove 
The sales meeting gave all dealer personnel a chance to 
The meeting was called the world’s first sales meeting by television. 


Y Id. mia c a 


INTERESTED Spectators at the telecast were these executives of the distributor 


and Proctor Electric. Left to right: Joe Tiers, asst. sales manager for Proctor; Jack 
Easton, Peirce-Phelps general manager; Bob Galden, Peirce-Phelps; Bob Oliver, Proctor 
vice-president; and Tom James, Proctor sales representative. 
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McGraw Award Manufacturers 
Medal Won by Earl O. Shreve 


G-E Vice-President 
Cited for Service 


“Confident statesmanship, wise lead- 
ership, unswerving loyalty, and tireless 
energy beyond measure or appraisal” 
in the service of the National Electrical 
Mirs. Assn. over a period of years won 
for Earl O. Shreve, vice-president of 
the General Electric Co. and president 
of the U. S. Chamber of Commerce, 
the James H. McGraw Award Manu- 
facturers Medal for 1947. 

The presentation was made by W. T. 
Stuart, editor of Electrical Construc- 
tion and Maintenance and secretary of 
the Committee of Awards, at a iunch 
eon held in Chicago on March 17 
during the annual meeting of NEMA. 

The citation, which accompanied a 
$100 purse and a bronze medal, said of 
Mr. Shreve, in part: “His stewardship 
industry as a 
whole. His service has been constantly 
inspired with the conviction that what 
was best for the electrical manufac- 
turing industry would, in the end, be 
best for every company, large or small, 
in the industry. 


has encompassed the 


Capacity Fer Courage 


“The capacity for courage which 
swept aside selfish interest and narrow 
viewpoint won for him the confident 
support of his company associates. 
Representing the largest single manu- 
facturer in the electrical industry, he 
brought to association activities the 
compelling interests of one company. 
Yet his views, actions and decisions 
were consistently and clearly industry- 
wide. ... 

“To the National Electrical Mfrs. 


EARL O. SHREVE 


Assn. he has given an unsurpassed 
record of devotion and hard work. Fo 
14 years he has served as a member of 
the Board of Governors, of the budget 
committee, of the law committee, of 
the regulatory and legislation commit- 
tee, of the executive committee. He 
has served as a member or as chair 
man of almost every important com- 
mittee activity. He served four terms 
as vice-president. He served as presi- 
dent from 1940 to 1941... .” 

The McGraw Awards were founded 
23 years ago by the late James H 
McGraw, founder of McGraw-Hill 
Publishing Co., Inc., to encourage con- 
structive thinking for the advancement 
of the electrical industry. The four 
awards are given for personal con- 
tributions of merit in the manufac- 
turing, contracting and wholesaling 
branches of the industry and for co- 
operation within the industry 





New Maytag $5,000,000 
Plant Looks For a Home 


The Maytag Co., Newton, Iowa, has 
plans for the erection of a $5,000,000 
plant for the production of its still 
secret automatic washing machine, but 


no suitable location has yet been 
found, Fred Maytag II, president of 
the company, said at a recent news 


conierence in New York. Mr. Maytag, 
in New York to attend the 10th anni- 
versary celebration of Maytag Atlantic 
Co., Inc., said that production on the 
new washer is expected to begin in 
about 12 months. The difficulty of a 
plant location was created, he said, 
because of a shortage of land area at 
the present factory location and be- 
cause of a manpower and local housing 
shortage in Newton. “We plan to op- 
erate entirely on one floor and will 
need a good sized site for the building, 
parking facilities and to allow for pos- 
sible future expansion,” he said. 

Questioned as to the duration of allo- 
cations on the company’s conventional 
washer, Mr. Maytag said, “We may 
be kidding ourselves, but we feel we 
are still in a seller’s market. I think 
we will remain on allocations for an- 
other six months at least.” He added 
that present washer production is 25 
percent greater than the 1947 average 
and has about reached a peak. 
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Westchester Dealers 
Honor Distributor 


New York area appliance dealers 
pulled a switch early this month. They 
said they liked their distributor. Earle 
Poorman, manager of General Electric 
Appliances, Inc., New York branch 
was honored at a dinner given by the 
Westchester General Electric Major 
Appliance Dealers in cooperation with 
the Metropolitan and Long Island 
Dealers. 

The idea for a testimonial dinner to 
Mr. Poorman was first broached by 
Ray Kline, a White Plains dealer. In 
a letter of announcement Mr. Kline 
and his committee said, “Many of us 

. . have long felt that some concrete 
recognition should be tendered 
for the fine contribution . . . to 4 
healthier electric appliance industry 
Their sincere understanding of our 
problems, the policies they have in- 
augurated to help us, the leadership 
they have exemplified in product and 
in Organization, we feel all warrant an 
expression of appreciation from us.” 

Feature speaker at the dinner April 
8 was H. L. Andrews, vice-president 
in charge of appliance sales at General 
Electric Co. His address, which was 
entitled, “It’s Time to Take Inven- 
tory,” was called his first post-war 
talk to any dealer group. 
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Rau Tells Cleaner Makers 
Terms Beat Sales Resistance 


Demonstration Also Essential, He Says; 
Old Type Advertising No Longer Effective 


“Featuring of down-payments and 
terms in advertising is overcoming the 
‘I can’t afford to buy’ resistance of 
Mrs. Consumer to the purchase of a 
vacuum cleaner”, Roscoe R. Rau, 
Chicago, executive vice-president of 
the National Retail Furniture Associ- 
ation, told the members of the Vacuum 
Cleaner Mfrs. Assn., addressing their 
meeting in Cleveland in March. “Some 
retailers feel that home demonstrations 
or free trial offers are very beneficial 
in the sale of higher price bracket 
vacuum cleaners. Vacuum cleaners 
will not sell off the floor without 
demonstrations, regardless of whether 
they are displayed. It is necessary to 
lemonstrate vacuum cleaners in order 
to sell them in good volume. 


Old Type Ads Don’t Pull 


“The old type advertising of clean- 
ers, without selling features or induce- 
ments, is not pulling. All such ad- 
vertising must have selling punch in it 
or it will not draw Mrs. Consumer 
into the store. ... 

“The studies of housewifely reaction 
to vacuum cleaners in the Starch sur- 
vey made for your Association should 
prove to be beneficial contributions to 
the promotion of a wider market. The 
fact that 17 percent of the non-owners 
said they did not have any rugs has a 
double meaning for our retailers, and 
should inspire them to push doubly 
hard the sale of floor coverings, of rug 
pads, and of your vacuum cleaners. 

“Furniture store operators also are 
deeply and favorably interested in your 
cooperative campaign with Better Busi- 
ness Bureaus to get rid of bad promo- 
tional advertising. 

‘The furniture or home furnishings 
retailer likes the appliance business be- 


cause it is a good traffic builder, it adds 
many new accounts, it produces add-on 
sales and it produces a large unit of 
sale. Furniture stores are your best 
potential customers, so give full de- 
served attention to this great home 
furnishings specialty market.” 


Appliances and Furniture 


Specifically discussing the rela- 
tionship of the appliance sales to the 
total business of the home goods re- 
tailer, Mr. Rau declared that the 
appliance volume in furniture and 
household goods outlets “is much 
larger than most appliance manufac- 
turers realize. It has produced 22.3 
percent of the dealer’s total sales. An- 
other reason why appliances are a 
good department for the furniture 
merchant is that he has to carry only 
16.6 percent of his inventory in appli- 
ances in order to do this 22.3 percent 
of his volume. 

“It is true that the gross margin on 
appliances in 1941, the last typical 
year, was 40.7 percent, compared to 
the store-wide average of 44.6 percent, 
but the dealer’s turnover figures, or 
the typical figures revealed by the 
National Retail Furniture Assn. in its 
ten-year study, show that furniture 
store total turnover averaged 3.2, 
whereas appliances had a 4.5 turnover. 
Mr. Home Goods Retailer averaged 
$5.81 of sales per dollar average in 
ventory for the store, while his appli- 
ance department gave him $7.45. 

“It took World War II to make 
furniture retailers realize the im- 
portance of the appliance department. 
Operating their stores without appli- 
ances, they lost traffic, they lost ac- 
count openers and they lost add-on 
sales.” ad 





Sales Training Country's 
Greatest Need, Says Nance 


“There are no salesmen in America 
today,” said James J. Nance, presi 
lent, Hotpoint, Inc., on the occasion 
of opening its Milwaukee plant in 
March. “No sales training has been 
given since 1929. In the 30’s the new 
men were out, and there has been no 
expansion of this training. While 1940 
saw sales going up and 1941 was a 
good year, the war came along, during 
which time there were no salesmen, 
‘Just expediters.’ The sales help we 
have now are hangovers from the 
20's, or new men with no experience. 
This lack of competent, trained sales 
personnel is the biggest problem today 
facing America, and it is having a bad 
effect on the national economy.” 


Dishwashers and Water Heaters 


The Milwaukee plant will be -le- 
voted to dishwasher and water heater 
production. Purchased from W AA, 
the former Allis-Chalmers  super- 
charger plant totals 470,000 sq. it. 
Hotpoint, Inc., is anticipating an ulti- 
mate annual production of 100,000 
dishwashers at the rate of 2,000 a 
week, and an annual output of 250,000 
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water heaters at the rate of 
weekly. 

To the present 600 production line 
workers, exclusive of maintenance, 
will be added 300 monthly until the 
peak employment of 2,000 based on a 
two-shift day, is reached. With an 
estimated $7 million invested to date, 
including factory cost, new machinery 
and reconversion expenditures, an 
ultimate investment of $11 million ts 
expected, 


5,000 


Stewart-Warner Plans 
2,500 Telesets Monthly 


Some 2,500 television receivers a 
month, ten times the current produc- 
tion, will be the production rate of the 
Stewart-Warner Corp. by the end of 
1948, Samuel Insull, Jr., vice-president 
for radio, announced recently. In addi- 
tion, a new line of telesets with 
“unique features and innovations” will 
be available, probably by midsummer, 
he said. “We are now setting up for 
full-scale, line production,” he de- 
clared. The company has already de- 
termined the models which will go 
into production in the third quarter of 
the year. 
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Launder-Ease Corp. Set Up 
To Help Laundry Operators 


Recent openings of five Launder- 
Ease self-service laundries and the 
opening within the next three months 
of 40 more were announced recently 
by the Launder-Ease Sales Corp., a 
recently organized consulting, planning 
and purchasing service for self-service 
laundry operators. A. L. Hanson, 
president of the concern, said that the 
company has representatives covering 
the East and will soon open a southern 
office. 

“The organization,” said Mr. Han- 
son, “furnishes the prospective oper- 
ator with complete store lay-outs 
which vary with the number of auto- 
matic washing machines to be em- 
ployed. These diagrams have heen 
tested. They include recreational 


features, soft-drink vending facilities, 
and similar attractions. The organiza- 
tion also acts as a purchasing agent for 
the Launderall automatic washing ma- 
chine, gas or oil fired water heaters, 
extractors and dryers. In addition we 
are in a position to supply detergent, 
paper bags, tickets, and all equipment 
necessary for complete operation. . . 
A complete equipment service course, 
directed by factory-trained personnel, 
is also offered.” 

Mr. Hanson's organization estimates 
a capital expenditure of $10- to $12,000 
for a completely-equ®ped, medium size 
store. Fifty to 60 percent of the cost 
of the equipment usually can be fi- 
nanced. The return on such an invest- 
ment by a reasonably well equipped 
store should gross $500 per week, Mr. 
Hanson said. The figures are based 
on an 11-hour work day and a six day 
week. 


D. W. May Shows It at the Astor 





SHOWMANSHIP was the order of the day at the recent showing of lines handled 


by the D. W. May Corp., New York distributor, at the Hotel Astor 


Here “Doc” 


Leavis, eastern sales manager for the Electromaster Corp., shows how the range 


door can take it. 


Others, left to right, are: George Shimm, May‘’s range and 


refrigerator sales manager; William Glatzel, sales manager of the Patchogue (L.I.) 
Electric Light Co.; and Byron R. Forster, May's electronics and air condit.cning sales 


manager. 





IT GOES IN HERE and comes out 
there—the garbage, that is. Executives 
of Kaiser Fleetwings demonstrate their 
new disposal unit at the May showing. 
They are, J. P. Maguire, district man- 
ager; B. H. Miles, regional service man- 
ager; William Black, factory engineer; 
and Joseph P. Walsh, district manager. 


THE PROUD POPPA himself, D. W. 
May, right, demonstrates the efficiency 
of the new Fedders-Quigan window-type 


air conditioning unit. D. W. May re- 
cently took over distributorship of the 
line in New York. Besides the four-day 
New York exposition, Mr. May ran a 
similar three-day show in Newark, N. J. 
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What, How and Who fo Sell 
Analyzed at I.E.E.D. Meeting 


G ET out of the swivel chair, get 
J on your feet and sell,” advised 
Gordon Souther, Northwestern repre 
sentative of the International Har 
at the first quarterly meet 


ing of the Inlamd Empire Electrical 


Dealers As held in Spokane, Wash 
recent! M Souther was one ol 
the severa eakers at the joint gat 
ering of the association’s Spokane, 
Big Bend, a ‘ ‘Alene Chap 
te The eeting attracted more than 
cle alert ontractors wl olesalers 

it! epresentatives a heating 
eq T1T)T ‘ ? fale 

Se n N t ributors con 
tribute to the first ase of the pro 
gram entitle What to Sell.” Mr. 
Southe alle tention to the tact 
that slow times are coming and that 
busine lifficult. He 
strong] t calers to support their 
associati 


Make Life Easier 


E, A. Pugsley of the F. B. Connelly 


Co., Spokane, told dealers of the 

1 demand isi | t 
‘ tha r r rt r 
J y r lal al 

A g c l a 

Sic ‘ t 

Fra Hirt Marshall-We ( 

4 v¢ t c tens! 

. nat ra pl a es by ese 
ngure owing the estimated num- 
ort ca type oT apy liance 
1948 

In the home Robert 

Guertin, Prude In 
Spokane, ¢ ny} < 
ved by ta ‘ é ; 
ers. Dealers s ld seriously consider 
ne way e treezer 
t pective 


Kelly, Standard Sales ( 


7) M) 
talked more about freeze 


1 
oKane, 


He ( laime | 


there is a larger potential market for 
sales of home freezers than of any 
other major applianc« Mr. Kelly 
appealed to dealers to promote and 


merchandise fre¢ 
aggressively 


itelligently and 


Prediction of a great change in 
methods of merchandising and selling 
in 1948 was made by W. H. Shafer. 
Sunset Electric Co., 


j 1 
Seattle | Jealers 


must again sell service, which means 


good demonstratior installation, in 





struction in use and follow-up to check 


satisiaction, said Mr. Shafer 
C. A. Tubl Tubbs Electric ( 


Spokane, told dealers thev 


customer 


oO 
should 
know their competitors. Successful 
dealers will gain more by knowing and 
cooperating with their competitors than 
by trying to hurt them, he pointed out 


Tip the Scales to Sales 


It,” the econd phase 
ot the program, featured Harry Chis 


holm, Jr., manager of Bekins Moving 


& Storage Co., Spokane. He empha- 
ized that salesmen must work hard, 
ttu in fu our if they expect to 
be successf in this highlv competitive 
role 101 ine gx salesman, said 
Mr. ( 1 e alne to wei 
the elling eatures ol 1 product 
against the objection 41s¢ 
p ect and, when the ile is tipped 
to his advantage, get the order blank 
signe 
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Overcome “slow times” by selling, North- 
west dealers told. New appliances an aid. 


In the program's third part, “Who 
Will Buy It,” F. A. Tool of the Wash- 
ngton Water Power Co., secretary of 
the association’s Spokane Chapter, 
presented statistics on sales of elec- 
trical appliances, nationally and in the 
Inland Empire over a period of several 
years. He commented on the good job 
done by manufacturers and distributors 
in the manufacture and distribution of 


all types of electrical appliances. 


Reasons for Optimism 


Robert L. Wilkinson, executive sec- 
retary of the association, showed the 


reason for optimism in looking at 
future appliance sales. Sales are like a 
wheel, said Mr. Wilkinson. As the 
wheel turns, potential customers be- 
come purchasers, non-owners become 
potential customers, more non-owners 
are added as new homes are built and 
families increase and the age of appli- 
ances in use increases, adding to the 
number which need replacement. 
John F. Boothe, who presided at the 
meeting, introduced Earl Snyder, pres- 
ident of the Big Bend Chapter, R. W. 
Burch, president of the Coeur d’Alene 
Chapter, and the Spokane directors. 





SPEAKERS TABLE at the quarterly meeting of the Inland Empire Electrical 


Dealers Assn. held in Spokane, Wash. 


From left to right: Kenneth Hughes, Spokane 


treasurer; R. W. Burch, Coeur d’Alene president; V. J. Morris, Spokane vice-president; 
Harry Chisholm, Jr., quest speaker; John F. Boothe, Spokane president; Robert Wilkin- 
son, executive secretary; F. A. Tool, Spokane secretary; Earl Snyder, Washtucna, Big 


Bend Chapter president. 





Adequate Wiring Conference 
Studies “Circuit Saturation” 


The 102 representatives of the elec- 
trical industry who attended the recent 
national Adequate \Viring Conference 
in Chicago heard the greatest hazard 
of the electrical industry described by 
T. J. Newcomb, Westinghouse appli- 
ance sales manager, in his keynote 
address, as circuit saturation, or in 
adequate wiring in the vast majority of 
American homes. Mr. Newcomb said 
that the problem is the concern of all 
branches of the industry 

Panel discussions covered problems 
encountered in training adequate wir- 
ing sales personnel, in selling adequate 
viring to home builders, in obtaining 

ve ooperation trom more electrical 


ontractors, in selling adequate wiring 


te yners of existing homes, an! in 
ranizing adequate vir certihca 
on bureaus in different kinds of 
communities. R. F. Hartenstein, su- 
ervisor of electric and steam sales for 


the Ohio Edison Co., served as gen- 
eral chairman 





“WE WILL THROTTLE the sales of 
our products and services if we don't 
cooperate and pull together,” said T. J. 
Newcomb, addressing the recent Adequate 
Wiring Conference. He described circuit 
saturation as the greatest present hazard 
to the electrical industry. 
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Chattanooga Appliance 
Sales Jump $95,000 


The Electric Power Board of Chat- 
tanooga (Tenn.) reported recently that 
domestic electric appliance sales for 
the month of February totalled $571,- 
450.69, close to $95,000 more than the 
$476,096.48 in sales achieved during the 
previous month. 

The Chattanooga area has 48,950 
wired homes and an average annual 
kw.-hr. consumption of 3,659. 

Total sales of specific appliances for 
the two months are compared as fol- 
lows: 


February January 


Refrigerators ......... 451 339 
Home freezers ..... 15 12 
Ranges .... .. 414 363 
Water heaters ........ 201 178 
Radios ....... .. 622 664 
Toasters, percolators, 

waffle irons mam 169 
ON i kdiwnkis 249 252 
lroners . 38 29 
Vacuum cleaners 1,565 365 
Washers . 442 493 
Clothes dryers 9 + 
Pumps ..... 50 2 
Sewing machines 66 85 
Mixers, clocks, shavers, 

EE ene . 167 149 
Misc. small appliances. 701 285 
Space heaters 277 445 


Portable room heaters 125 479 


The greatest gain was registered by 
vacuum cleaners, jumping from 365 to 
1,565. Refrigerators and ranges also 
showed big gains, indicating that buy- 
ing was again on the upswing follow- 
ing the usual post-Christmas slump. 


Majestic Radio Files 
Bankruptcy Petition 


Majestic Radio & Television and 
Majestic Records, Inc., Elgin, IlIli- 
nois, recently filed a petition under 
Chapter XI of the Chandler (Bank- 
ruptcy) Act in the U.S. Federal Dis- 
trict Court of Chicago. 

The two corporations stated their 
intention to pay all creditors 100 
cents on the dollar and requested per- 
mission to retain the present manage- 
ment toward the development of its 
manufacturing and sales program. 


Dormeyer Breaks Ads 
for New Power Chef 


The March 20 issue of the Sutur- 
day Evening Post carried a full-color 
two-page spread that was the first 
consumer announcement of Dormeyer 
Corp’s. new Power Chef electric mixer. 
That magazine and the Ladies’ Home 
Journal will carry monthly, full-page, 
full-color follow-through ads. Actual 
miniature figurines, including the 
“Dormey” chef, are used in the prepa- 
ration of all Dormeyer advertisements. 


Canadian Radio Sales 
Advance 20% in January 


Retail sales of Canadian radio and 
electrical stores during January were 
20.7 percent higher than in January 
of 1947, the government’s merchan 
dising and services branch reported 
recently. Department store sales 0! 
radios and appliances dropped 7.6 per- 
cent despite an inventory increase of 
30.9 percent. 
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.~ ERE’S just what your patrons have been looking 


363 for—Pliofilm protection for every kind of frozen 


an food, all wrapped up in one convenient package. 
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THE MIDWEST 


(Continued) 





personage than the chairman of the 
Television Committee of the 
Association declares it to be 
25 percent 

[he dealer’s argument is that he 
signs up and accepts responsibility for 
I which includes a Fed 
installation 





gross price, 
eral tax and an charge, 
both of which consist of items on which 
he makes no money. He doesn’t deduct 
installation and federal tax before com- 

iting his If the deal goes 
is on the dotted line for the 


pronts. 
sour, he 
umount, he says, and this gives 
percent 






hima 2 
Distr 


margin 
ibutors argue that the dealer 
ild carry these two items and not 


n them as margin possibilities 
' 


Schooling of service men for tele 


is constantly going on at the 








listributors’ in Chicago, and a reser 
ir ot capable operators is accumulat- 
g. Owners say that service has been 
tophole and television sets, even 
thoug re complicated than radio 
ave given them very little trouble to 
late 
Trial and Error Television 
One of the difficulties of selling tele- 
in Chicago has been the number 
dead spots where signals were so 
veak or distorted that they weren't 
ihcient to operate a television set 


itistactorily. Buildings in the way 


StS, interierence irom street cars 
r rnlan 1! } 

iirplanes all serve to handicap suffi 

| 


ent signals. Sometimes by moving a 


et 20 feet, reception can be improved 
Sometimes a test antenna does a better 
b than the permanent antenna. F 

Philco 


basis Ol 


reason, Says one ot the 
engineers, the trial and error 
ome demonstration is, of necessity. 
oing to fit into the distribution pi 
ture Wi en new 


ome into the ( 


television stations 


licago picture wit! 





igher antenna and increased power 
ich of this weakness will be over 
yme 

About 10 percent of Chicago dealers 


selling television are doing their own 
nstallation. The rest is done by central 
yureaus, which always suffer from the 
ig Cause | by piled Ip < ills 

\ department store had a television 
prize contest in February and March 
Purchasers of television sets. if they 
hilled in the winning line of a limerick, 
retund on the amount spent on 
It helped. 

[he month in Chicago saw a 
} 


Dig funs on 


e purchase. 
lot of 
advertising going off 
Page space featuring several brands of 
television sets hit the stands and there 
were the usual March sales on radios, 
featuring reductions up to 50 percent 
\ radio phonograph combination with 
FM and AM and short wave had a 
sale price of $195, with a list of $285 
Battery sets were to be had at a re 
duction and there were a number of 
tie-ins with easy credit terms 

One department store gave space to 
a $34.95 mixer, a $14.95 waffle iron 

1 an $18.95 toaster. This is sur 
prising as Chicago is notoriously a 
poor waffle town. : 


am 


Sinks, base cabinets and wall cabi- 
nets were advertised for 
delivery 


immediate 
, terms as low as $19 down. 
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The NATIONAL APPLIANCE AND RADIO PICTURE 


(CONTINUED FROM PAGE 2) 


“Good Merchandisers” 





FURNITURE DEALERS are 


vacuum cleaners,” 


good merchandisers and they like to 
Roscoe R. Rau, executive vice-president of NRDGA, tells Joseph 


handle 


H. Nuffer, president of the VCMA, and Bret C. Neece, vice-president of Landers, 
Frary and Clark, at the recent VCMA meeting in Cleveland. 





A large Loop department 
broke the ice on trade-ins, accepting 


store 





reirigerators 
Possibly the reason lay in the fact that 
this particular store wants to build up 
iance department, and is 
accumulate an 

Nevertheless, March, 


them on washers and 








eager to inventory. 


with trade-ins 
became a factor. 

From 25 to 50 percent reductions 
were advertised on vacuum cleaners, 
liberal 


trade-in allowances and the 


} 
n 


usual approac 

Radio manufacturers’ executives, in 
terviewed by a Chicago newspaper, 
said that the sales of higher priced 
radios and phonograph combinations 
began to drop off in the fourth quarter 
of 1947. This is due to waiting by 
many people to see what will happen in 
the higher priced sets with television 
reception as an added feature. 

This is turning out to be a television 
column, as there seems to be more ex 
citement on this item than any other in 
Chicago. Best ad of the month used 
“Bait for Baby Sit- 
inferring that a home with 
television in it would have no trouble 


a headline appeal, 


ters,” 


getting someone to sit with the young- 
sters 

One of Chicago’s oldest distributors 
came out for intelligent handling of 
trade-ins, saying that they could be 
profitable but if abused would wash out 
everything a dealer made. His recom- 
mendation was to give side by side 
demonstrations in the home, alongside 
the old jalopy 

“Direct mail and telephone canvass- 
ing are sure to produce more sales, 
but unless the radio dealer gets off his 
seat and on his feet, the radio business 
will continue slumping.” 


Scarce Oil Deal 


With oil the drive on oil 
heaters in Chicago is to replace ineth- 
cient, old units with new ones. In 
addition, it is difficult for new owners 
to get oil deliveries, so this is the 
logical procedure. 


scarce, 





As usual, the slow-up brought forth 
a rash of advertising. A page ad 
flashed an automatic washer by a chain 
store at $249.95, $25 down. A Loop 
department store used page space 
featuring a $14.95 “sit down” iron. 

\nother department store had a page 
clearance of table appliances 
featuring a broiler, heater, door chimes 
and other items at reduction. 

\ large furniture company offered 
terms of $1 down and 50¢ weekly on 
a number of appliances, including 
aluminumware. 

Most unique promotion of the month 
was the offer in Cincinnati of an elec- 
tric refrigerator, 74 cu. ft. model, com- 
pletely stocked with $20 worth of food 
Apparently the offer attracted atten- 
tion which brought results, sales of 
more than 150 following the publicity. 
Of course the price was marked up to 
include the food. 

Veterans say these trick promotions 
are due to the fact that there are too 
many dealers in the business, many of 
them new and accustomed to ticking 
off merchandise to a waiting list as 
fast as it accumulates. The slightest 
accumulation of inventory finds these 
people unprepared to get back to shirt 
sleeve selling, hence the rash of trade- 
ins, cut prices and the like, represent- 
ing the easiest way to move goods 
Until this overflow audience of dealers 
is out of the picture, there will be all 
sorts of things like this, they say. 


on a 





THE SOUTH 


(Continued) 





note among some dealers while others 
polished up a few choice epithets to 
use on John L. Lewis, who again was 
thumping his tub. Most of the dealers 
and distributors interviewed however, 
attribute the slight slump to seasonal 


APRIL 15, 


routine rather than to other causes, 
Optimism still runs high over pros- 
pects for 1948 with an average of onl 
one dealer out of 10 expecting smaller 
business volume than in 1947, 


Deliveries Improved 


The delivery of refrigerators ap- 
peared to be better than in any recent 
month; ranges appeared to be more 
numerous in dealers’ delivery ware- 
houses, and washers also were in bet- 
ter delivery. There was little or no 
scarcity in other major appliances al- 
though few dealers reported an over- 
stock in anything but radio. By and 
large, the delivery picture is rosier than 
it has been in any recent period 

An all-out battle is shaping up in 
many areas with appliance 
arrayed against the plumbing fra- 
ternity, over the sale and installatio: 
of water heaters. Many plumbers 
already getting fat fees for installa- 
tions, have gone into the appliance 
business themselves. Dealers in many 
sections, notably in central 
have countered by setting up their own 
plumbing departments. The 
back the plumbers with boycotts and 
strikes but many municipalities are 
backing the dealers with ordinances 
etc., and the chances are bright 
loud explosions in the future 


dealers 


Florida 


unions 


Unhealthy Growth 


New retail outlets continue to open 
up at an unhealthy rate. Most notable 
openings however, have been in big 
department, jewelry and 
stores which probably can survive any 
adverse business conditions. But there 
still are plenty of eager-eyed an 
optimistic amateurs going into the 
appliance business every day on shoe 
strings, nerve and credit. These tyros 
surely must be aware of numerous 
small dealer closings—still, they're 
trying it. 


hardware 


Trade-Ins Increase 


Trade-in activity has increased con 
siderably. This reporter has noted ! 
his travels many dealers who had n 
such provisions a year ago, but w! 
now have established used appliat 
departments and have devoted part « 
their advertising to trade-in offers 
Naturally, repair and service depart 
ments have been extended to inclu 
reconditioning sections. The increas 
in trade-ins seems to be largely among 
small dealers with very few 
ment stores participating. Casual cot 
versations with heads of appliance de 
partments in these stores 
indicate that they will fall in lu 
when the pressure grows stronger. 

\ regular rash of consumer f 
sistance to prices is in evidence an 
probably stronger now in the South 
than at any other time. Gripes a! 
growls are frequent and not funn) 
according to the retailers. Even th 
time-honored argument ¢éat wages an 
income are higher than ever befor 
and that prices must necessarily follo 
in line, has little effect on a determine 
housewife trying to live up to a famil 
budget. Much of this howl against 
prices springs from the spread of th 
black market, now prevalent in Fi 
rida, Alabama, Tennessee and one © 
two other states. Dealers’ associations 
continue to battle valiantly to dow 
this insidious dragon but seem to b 
making little headway. A concert 


depart 


however! 
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drive by manufacturers, distributors 
and dealers is going to be necessary to 
eliminate it. 

The South is ready and waiting for 
the arrival of television. Far-sighted 
distributors have instituted instruction 
and selling plans among their dealers 
against the time when the new medium 
will make its debut in this area. The 
man in the street is in an anticipatory 
mood and this virgin territory is ready 
for the balloon to go up. 





THE FAR WEST 


(Continued) 





First stunning effect of this order on 
manufacturers, jobbers and dealers 
alike has in part worn off, and whole- 
salers are now busy urging their deal- 
ers to take this opportunity of develop- 
ing the replacement market, which is 
quite capable of absorbing the usual 
allotment of ranges and some water 
heaters. The Pacific Gas & Electric 
Co, says that there are at least 30,000 
electric ranges on its lines which are 
more than 10 years old, and hence eli- 
gible for retirement. Last year’s total 
sales in PG&E territory amounted to 
about 12,000 ranges, while 14,000 was 
set as the probable figure for 1948. 

In the meantime there have been 
some large scale cancellations of orders 
and dropping of advertising and pro- 
motional campaigns. Some equipment 
has been diverted to other markets 
eager to obtain additional allotments. 
The important effect is, of course, 
psychological. Dealers and wholesalers 
hesitate to place orders, not knowing 
just what future customer reaction will 
be. Also, as one wholesaler puts it, it 
gives lazy accounts an excuse, for 
which they are looking, not to do any 
work. Old timers still hope for a bet- 
terment of the situation before the 
season is over. 


LPG Competition 


The rural areas of California, where 
LPG competition is most severe, are 
particularly depressed over the ad- 
vantage given this competitor by the 
Utilities Commission order. A recent 
survey has shown that one out of three 
rural electrical customers in California 
uses liquid petroleum fuel for cooking 
(the increase in the last ten years has 
been 289 percent). The PCEA com- 


Cold Water for the World 


mittee appointed to study the situation 
had recommended mass education on 
the advantages of electrical appliances, 
with special programs locally as 
needed, a diversion of electrical appli- 
ances to critical areas, and work with 
local dealers, including cooking schools 
and other promotions. Research was 
to be continued on the subject of such 
posible procedures as renting of ranges 
and extensive trade-in offers. All ac- 
tive promotion of electrical equipment 
must now be postponed until such time 
as new home connections can again be 
made. In the Pacific Northwest, the 
Inland Empire Dealers Association has 
met the threat of LPG competition by 
preparing charts, estimate folders and 
a bulletin for its members entitled 
“LP or KW” 

Incidentally, the Pacific Gas and 
Electric Co. early this year announced 
its complete withdrawal from active 
merchandising. It had previously sold 
only in certain areas and there on a 
restricted scale. This leaves very few 
of the western companies still active in 
the selling of electrical appliances. 


Water Heaters Popular 


Though the Northwest power short- 
age is no longer so acute, it still exists 
because, for one reason or other, 
chiefly on account of difficulties in ob- 
taining generating equipment, increase 
in plant capacity has not kept up with 
population increases. This phenomenal 
western growth, both in California and 
in the Northwest, has not been con- 
fined to city areas alone, but is felt in 
every small town and agricultural dis- 
trict served by the power companies. 
With it has gone an increase in the use 
of major appliances which has kept 
the average kw.-hr. use per home con- 
stantly rising. From Portland comes 
the report that more major appliances 
were sold in the last two years than in 
1940-41, in spite of short deliveries. 
The demand for electric service in the 
home and on the farm has doubled in 
the last six years (and in this area the 
average residential customer’s use of 
electricity in 1942 was already three 
times above national average). The 
promotional all-electric home rate 
(adopted in 1945) is credited with 
having skyrocketed the sale of water 
heaters. The Portland General Elec- 
tric Co. reports that the number of 
homes using both range and water 
heater on their lines has tripled since 
the rate was put into effect. The aver- 
age use of energy by such customers 
in 1947 was 8,005 kw.-hr. a year. 





IN AN AGE when international relations are too often inflamed, this group of men 
Promises to pour cold water on the world. At this conference final plans were made 
for the appointment of the J. H. Latham Co., New York, as sole exporters of water 
coolers made by the Ebco Mfg. Co. Left to right, W. L. Winchester, Ebco; Howard 
P. Michener, Latham; Lee H. Love and Louis P. Benua, both of Ebco; J. H. Latham; 
Sam Finell, Latham; and C. G. Fosnaught, Ebco. 
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Other areas also report a phenomenal 
increase in the use of electric water 
heaters, however, which is variously 
credited to the fact that, thanks to 
abundant supplies from western manu- 
facturers, this item has been available 
when other major equipment could not 
be obtained, and to the extensive elec- 
trical expansion in rural areas. The 
water heater on the farm is even more 
important than the range because of 
its use in sterilizing dairy equipment 
and performing like tasks. 


House Heating Load Grows 


The house heating load, initiated at 
a time when the power companies 
thought they would have excess power 
to dispose of in the post-war period, 
has really begun to achieve public 
acceptance just at a time when short- 
ages make such demand difficult to 
meet. Factors bringing about this pub- 
lic interest include the rising costs of 
other fuel and its occasional uncer- 
tainty of supply, plus public interest in 
such new methods of househeating as 
panel heating and heat pump installa- 
tions which have been written up in the 
press. During the past year the atti- 
tude of most northwestern companies 
has been mildly discouraging toward 
this load, while still studying the situ- 
ation. Most of them limited applica- 
tions to those on file before restrictions 
set in. Seattle City Light adopted a 
special higher rate for such service, 
which, though contested, was appar- 
ently valid. Application of the Puget 
Sound Co. for a similar rate in the 
same area has been denied, however, 
because financial necessity for its 
adoption was not shown. California 
companies, though not promoting elec- 
tric househeating, had been accepting 
such load up until the present emer- 
gency. 

General effect of power shortages, 
combined with lack of appliances to 
sell, has been to discourage promo- 
tions of all kinds. The Puget Sound 
Power & Light Co., for instance, says 
frankly that until conditions change, it 
is doing no promotional work. Such 
effective programs as that formerly 
carried on by Portland and Seattle 
utilities in commercial cooking and re- 
frigeration, have been cut to a mini- 
mum, leaving the job largely up to the 
dealers. It looks as though the dealer 
in this area who is concerned with 
maintaining his sales volume, rather 
than with power shortages as such, is 
going to have to do some active adver- 
tising and selling, in order to reach 
such replacement and other customers 
as still remain to him. 


FM Situation Needs Clarifying 


The FM situation throughout the 
far West is still somewhat cloudy. 
Initial advertising and promotion to 
the public came at a time when pro- 
gram variety was not yet available, 
nor were dealers ready to make effec- 
tive installations and render service. 
As a result, nothing like the public 
acceptance has developed that manu- 
facturers hoped for. Dealers them- 
selves are a bit sour on the subject and 
admittedly have not done a really 
good job of selling as yet. Both manu- 
facturers and _ broadcasting stations 
are setting out to try to wake things 
up in the near future. San Francisco is 
promised three television broadcasting 
centers within the year and is looking 
forward to a real demand for this 
equipment (with, of course, the always 
present reservation that the power 
shortage may postpone opening of the 
stations). Los Angeles dealers are 
already learning that home demonstra- 
tions, though difficult to carry out, are 


Top-to-Bottom Satisfaction 





EXPLANATION of the Leonard’s “top- 
to-base refrigeration” in its new line of 
1948 refrigerators is cheerfuly given by 
Walter L. Jeffrey (right), sales manager, 
to Harry Fish of American Furniture 
Associates. 





almost a necessity in this field, because 
of the fact that reception is so variable 
in different parts of town. 

Los Angeles, incidentally, though 
unaffected by the drought, reports that 
sales of all merchandise have dropped 
off markedly, beginning about Feb. 15. 
Floor traffic in stores has dropped off 
about one third, with electrical wares 
no exception. This slump has not been 
felt in San Diego, however. Here active 
community-wide promotions led by the 
Bureau of Radio and Electrical Appli- 
ances have been scheduled ahead for 
the entire year. What is said to be 
“easily the most ambitious home and 
farm freezer promotion ever to be 
undertaken” in that area started in 
March, 

The Southwest (Arizona and New 
Mexico) is feeling rather better about 
the situation now that deliveries are 
improving. Deliveries are reported 
“very good” in Salt Lake. 


Local Reports 


Montana—Western-made water heat- 
ers still predominate in sales, Since the 
war, standard eastern brands have 
made up not more than 10 percent of 
the heaters sold. 

Boise—Rather excessive service is re- 
ported on one or two makes of auto- 
matic and semi-automatic irons, also 
on one of the new, much-advertised 
irons. 

San Francisco—Wholesale inventories 
are increasing and collections becom- 
ing more difficult. At the retail level, 
mark downs and cut-price sales are 
more in evidence. “Immediate de- 
livery” signs on refrigerators in the 
store windows are becoming more 
common. 

Spokane—A study of dealer figures as 
of last year showed that operating 
costs in 1947 averaged 19.5 percent. 
(ELEcTRICAL MERCHANDISING xave a 
33.1 percent figure for 1939.) Profit 
for Spokane dealers in 1947 averaged 
10 to 11 percent. (National figure for 
1939 was 2 percent.) 
Seattle—Unionized radio and appliance 
sales personnel, after months of negoti- 
ation, finally settled for a wage rate of 
$250 per month for inside salesmen, 
based on a $2,500 quota, with 7 per- 
cent thereafter. Former rate was $125, 
with a $1,250 quota plus 9 percent on 
sales above this figure. 

Vancouver, B. C—A new angle to 
dealer training courses is the window 
display course promised for dealer per- 
sonnel handling this chore. 
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DISTRIBUTOR NEWS 





ALABAMA 
According to Gordon T. Ritter, di 
rector of sales, Arvin division, Noblitt 
Spark Industries, the Birmingham 
Electric Battery Co., 2230 Second Ave 
S., Birmingham, has been appointed 


Arvin distributor for Alabama and 
counties of Florida. Tom A 
Chapman is sales manager of the 
wholesale firm 


ARIZONA 


W. Lowell Wood, vice-president and 
sales director of the Packard-Bell Co., 
Los Angeles announces that the J]. E 


Redmond Supply Co. of Phoenix, 


Ariz as been appointed Packard- 
Zell distributor for the st ate ot Ari 
zona 


CALIFORNIA 


Tri-State Supply Corp., Los An 


geles, has been appointed a West Coast 
distributo for Anaconda Magnet 
Wire, according to A. H. Howar: 
Tri-State sales manager 

Dea Whitely ha beer named 
specialty salesman for the Schuyle 
Wilson Co., San Francis 

McCormack & Co., San Francisco 
has been appointed a distributor fo 
the Yale tip-toe iron and for Electro 
master electric ranges 

New Los Angeles iles manage 
for the Hoffman Sales Cor distribut 
ing agency for the Hoffmar Radio 
Cor; s Burt Dorris. M Dorris 
was tormerly with Stromberg-Carlson 
Co 
’ FLORIDA 

Charles H. Holman, Ir., has been 


pilance Saies supervisor ot 


ributors, Inc., of 


appointed a 


Thurow D 


l'ampa, 





Ja Mian West Palm 
3ea Orlando, Tallahass¢ and Pen- 
Sacoia \ ding to H. M. Ca penter 
presidet the firm, Mr. Holman w 

make eadquarte in the com- 
pany’s e ofhce in Tampa and will 
supe! e the ap] liance sales for the 
entir¢ npany. He was formerly in 
app! ance sales work vit Raybro 

' 


GEORGIA 


Allied Distributors, a newly organ- 
ized Atlanta firm, has been named 
distributor for Ironrite in the state of 
Georgia, says W. R. Dabney, Ironrite’s 
vice-president and general sales man- 
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ase M. E. Tucker, formerly of Mc- 
Cord & Co., is Allied’s guiding spirit 

Surf appliances, made by G-M Lab 
oratories, Inc., will be distributed in 


Carolina, Georgia, 
Alabama by the George 


undre Co., 


114 Cain St., N. E., 


North and Sout 
Florida and 


ILLINOIS 


The election of Robert L Sampson 


as executive vice-president of the 
Sampson ( Chicago, was recently 
announced by Peter Sampson, presi- 
dent. 


INDIANA 


In the South Bend area, Coolerator 


products will be distributed by Cloud 
Bros., according to Wilson K. Abbott. 
Chicago district manager for the Cool 


Andrews, president of the 


Andrews Distributing Co., South 





H. F. ANDREWS 


Bend, has announced that H. F. 
Andrews (no relation) is a newly- 


named vice-president of the firm. He 





vas sales manager of the J E. Woodall 
Co., Milwaukee, with which he was 
connected for ten years. The Andrews 
firm handles Stewart-Warner, among 
othe ap ance lines 
NEW YORK 

A new corporation, Albany Garage, 
Inc., has been formed by Albany 
Garage & Appliance Distributors, Inc., 
Albany, to carry on both the garage 
and appliance business, along with a 
eparate orp ati Albany Appli- 

e Distributors, Inc., for possible 
is€ in connection with the appliance 
busines Stephe Brown was re- 
elected president, Charles E. Godlove 


and Paul D. Mashburn vice-presidents 
loseph Besch secretary, and Percy 
Smith treasurer 
In Buffalo, the W. Bergman Co., 
held a four-day showing of 1948 
Philco products, with two factory rep- 
resentatives and ten members of the 
Bergman sales organization demon- 
strating the new models. S. J. 
Bergman’s vice-president, 
1948 business prospects. 


Levy, 
discussed 


NORTH CAROLINA 


Chapman & Wilhelm, distributors 
in the Carolinas, drew more than 200 
dealers to Charlotte to bring them up 
to date on new products. Factory rep- 
resentatives of more than a dozen 


It Pays to Borrow 





AFTER 15 YEARS of cooperation with the Commercial Credit Co., Trilling & 
Montague, Philadelphia distributors, celebrated their own 25th anniversary by pre- 
senting the finance company with a plaque. Left to right: Harry Montague of T & M; 
Eugene E. Heaton, Commercial Credit; Dave Trilling; and Howard L. Wynegar, 


president of Commercial Credit. 





majo applian e manufacturers dis 


played the latest models. R. L. Chap 


man left the dealers with rosy smiles 
aiter promising more merchandise in 


1948 


OHIO 


Buckeye Appliance & Sports Equip- 


ment Co., 21 Summit St., Toledo, has 
been given a distributorship for the 
lrostair, announced Max M. Gilman, 


general manager of the Frostair divi 
sion ot General Tire and Rubber Co 

New Toledo offices and showroom 
have been opened at 922 Monroe St. 
by the Schafer Co., Inc., Duo-Therm 
northwestern Ohio. R. 
J. Wharton has been named manager 
ft tl 

Robert C. Simpson is the new sales 
manager of the Bendix division of 
Northern Ohio Appliances, Inc., ac- 
ording to C. J. Laufersweiler, presi- 
dent of the wholesale firm. Mr. Simp- 


distributor for 


e office. 





son started in Bendix's service depart- 
ment nine years ago, and has been with 
Northern Ohio Appliances as its first 
salesman since its incorporation two 


OREGON 


The Ellis Electric Co.. Portland 


has been purchased by Edward T. 
rurner, Jr., who will operate the store 
imself. No change in name has been 
announced. 

Stubbs Electric Co., Portland, has 
announced the following appointments 
Jack Erskin, formerly outside sales- 
man, has been appointed assistant ap- 
pliance manager. Bill Roughten has 
been named appliance man for the 
state. Harry Floyd, formerly with the 
Westinghouse Supply, has joined 
Stubbs in the industrial division. Virt 
Schale has been chosen to handle the 
Willamette Valley territory. 


TENNESSEE 


M-G-M Records has appointed the 
Mills-Morris Co., 171-187 S. Dudley 
St., Memphis, distributor for western 
Tennessee, northern Mississippi and 
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eastern Arkansas. The department will 
be in charge of Miss Mary Layne 
According to J. G. McDonald, Miss 
Sarah Rhodes is the new home econ- 
omist of McDonald Brothers Co., 963 





SARAH RHODES 


Union Ave., 
connected with the Lexington Electric 


TVA 


Memphis. She has been 


power distribution 


svstem, a 


voit 


TEXAS 


The Bendix Radio division of the 
Bendix Aviation Corp., has named the 
Rowles Sales Co., San Antonio, as a 
distributor. The firm is headed by 
W. C. Rowles, for many years an ex 


; - wee 
ecutive in the major appliance field 


WASHINGTON 


West Coast Conditioned Air, Inc. 
224 Dexter-Horton Bldg., Seattle, has 
been appointed a_ distributor for 
Chrysler Airtemp products, warehous- 
ing a complete line of heating, air con- 
ditioning and commercial refrigeration 


WEST VIRGINIA 


Scores of radio and refrige: 


dealers from the two Virginias con 





verged on Bluefield recently to attend 
an open house held by the Dixie Ap- 


pliance Co., Philco distributor 


held a preview of the 1948 line 


MERCHANDISIN 


































For your first real 


fan season in years! 


| igh been along time since you've faced a fan season as bright 
as 1948. Look at these stunning new R & M Fans. They 
are our best in 50 years. Sell them with confidence that they'll 
stay sold; that they'll draw quality-conscious customers into 
your store. 


Consistent national advertising, before and during the season, 


illing & makes customers for R & M Fans. So do newspaper mats, 

by pre- folders, window streamers (free, of course), and an attractive 

T&M; co-operative advertising allowance. 

a Right now isn’t a bit too soon to get set for your first real fan 
season in years. See your nearest R & M Fan distributor OR 
mail the coupon for his name and literature on this great new 
R & M Fan line. 

‘ment will . 

ayne a 

a % ROBBINS & MYERS, INC 

Es y EK. 

















PEDESTAL FAN—Gunmetal finish on blades, motor housing, 
and base. Bright guard. Adjustable for height—12 and 
16-inch models from 38 up to 62 inches; 10-inch fan from 
35 to 59 inches from floor to center of guard. Wide, 
quiet-running fan blades. Fully enclosed oscillating 
mechanism. Guaranteed five full years. 


BANNER FAN—Popular-priced. Big air de- 
livery at low current cost. 
bronze finish. Sturdy, die-cast motor body 
and base. Fully enclosed oscillating mech- 
anism. Quiet-running 10, 12, and 16-inch 


SPRINGFIELD 99, OHIO + BRANTFORD, ONTARIO 


Handsome 





blades. Two speeds 





on 12 and 16-inch 
fans... Wall-mount- 
ing bracket includ- 


“BREEZE-ALL” FLOOR FAN 

HOME COOLER—It’s portable—sets into ed. One full year Durable mahogany plastic with 

open window. Ultra-quiet—no belts, no Guarantee. chromium-plated legs and grille. 

aes of tik pulleys—motor mounted on live rubber. Two-speed motor moves large 
named the Beautiful cream enamel finish. Extends volume of air up and outward 


only 61/4 inches into room. In 24 and 
30-inch blades. Adjustable stand for 24- 
inch size. Three speeds on all models. 


from center of four-bladed, 12” 
fan. All moving parts guarded 
against dirt and dust. Grille 


tonio, 
headed 














-ars an ex ° . . 
ce field One full year guarantee. gives complete protection against 
ld ; personal injury. 
Air, Inc 4 
Seattle, has 
ibutor of ROBBINS & MYERS, INC., 
ana ri Fan Sales Div., Dept. F, Springfield 99, Ohio 
, warchous- 
ng, air cor- Please tell me who my nearest R & M Fan distributor is and send 
1g, “el me new sales-promotion literature on the R & M Fans checked (Vv). 
*frigeratio! 
00 Floor Fans 0 Attic Fans (0 Pedestal Fans 
4 0) Home Coolers 0 Banner Fans 00 De Luxe Fans 
refrigerat x Name ... 


rginias Co! Firm Name .....0-.00000000 





ly to attend FEE AER Bt ara Oe eR PE Ee SRN = ON ae 

» Dixie Ap | ESR IRE ee a a i le 

{butor w! 

line 
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NEW POSITIONS 





Pressed Steel Car Co., Inc. 


T ; | 
| Snvder ' 


Jr., chairman of the 
e Pressed Steel Car Co., 


nr et elected president of 

npany, succeeding Ernest Mur- 

as resigned as president and 

William T. Kilborn, presi- 

dent the Flannery Bolt Co., was 

elect i ector and ¢ iirman of the 
Coolerator Co. 

| W Ha r has been elected 

president I the Coolerator Co to 


ceed the late John H. Ganzer, who 


February 28. Mr. 





L. W. HAMPER 


Hampe ntinues in his position as a 
vic lent of the Gibson Refriger- 
ator Co. which recently purchased the 
capital stock of Coolerator. 

Willia |. Browne, who has been 


with the Gibson organization since 





W. J. BROWNE 


] i 4 elected vice president in 
large of sale He was formerly mid- 
western district sales manager with 
headquarters in Chicago 
Other new Coolerator officers in- 
clude Frank S. Gibson, Jr., vice-presi- 


dent and treasurer; Charles J. Gibson, 
secretary; and Rex H. Sanford, 
tant secretary and assistant treas- 


F. L. Jacobs Co. 


According 
dent of F 


purchases for the firm. 
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g to Rex C. Jacobs, presi- 
L. Jacobs Co., Clarence M. 


Thor Corp. 


Raymond J. Hurley has been elected 
chairman of the board of the Thor 
Corp. to succeed his brother, E. N 
Hurley, who died February 25. He has 
been one of the firm’s directors since 
1927, 

Owen G. Nugent, vice-president, has 
announced three additions to the sales 
staff in the eastern and central divi- 
sions. They are Eugene F. Sample, 
eastern division representative at New 
York; C. DeWitt DuBois, special 
representative to handle chain ac- 
counts; and Richard J. Nugent, Chi- 
cago city sales representative. 

Leland Kestle, service department 
representative of the company, has been 
appointed southwest district sales 
representative. 


Mullins Mfg. Corp. 


C. D. Alderman has been named 
sales manager of Mullins Mfg. Corp.'s 
Youngstown Kitchen division in War- 
ren, Ohio, succeeding Frank W 
Knecht, Jr., who was promoted to 
staff assistant. Moving up from re- 





Cc. D. ALDERMAN 


gional manager to assistant manager 
Mr. Alderman’s former posi- 
tion, is David F. Rucks, Jr., who has 


of sales 





D. F. RUCKS, JR 


been a 
years 


In his new position Mr. Knecht will 
research 
work in various fields. He joined the 
company in 1931 as a clerk and became 


deal with statistical and 


| 


sales manager in 1939. Mr. Alderman, 
who joined the company in 1938, be- 
came Washington regional manager in 


1940, 


regional manager for eight 


Eureka Williams Corp. 


New assistant sales manager for the 


Eureka Division of the Eureka Wil- 
liams Corp. is Lyle E. 


Loveland, 





L. E. LOVELAND 


former regional manager in New 
York, Ohio and Pennsylvania. He has 
been associated with the company for 
12 years in various capacities ranging 
from dealer to production engineer, 
distributor and market researcher. 
Prior to joining Eureka he was con- 
nected with the Premier Vacuum Co. 





F. W. NOBLE 


Two new regional managers are 
Frank W. Noble and William W. Fol- 


Eureka Williams 





Cc. G. BRANCH 


K. WATTAM 


lett. Mr. Noble, formerly assistant to 
the executive vice-president, will have 
headquarters in Chicago. He formerly 
had charge of advertising and sales 
promotion. Mr. Follett, who joined the 
company in 1946 as district manager 


in New York City, will control sales 
in greater New York and New Jersey. 





W. W. FOLLETT 


Prior to joining Eureka he was with 
the Bendix Aviation Corp. and the 
Bankers Trust Co. 


Branch Promoted 


Charles G. Branch, formerly a di- 
vision sales manager for the Williams 
Oil-O-Matic Division, has been ap- 
pointed product manager of the Dis- 
pos-O-Matic garbage disposer, accord- 
ing to John B. Lanigan, general sales 
manager of the Eureka division. He 
was associated with the Oil-O- Matic 
Division for the past 13 years. He 
will take charge of national distributor 
and contract sales for the company’s 
new product. 

K. Wattam has been named director 
of branches and services for the 
Eureka Division, a step up from his 
former position of service manager to 
which Eugene A. Bevak now succeeds. 
Mr. Wattam will take over direction 
of field personnel plus directing policy 
moves for the service department. He 
started in 1935 as a retail salesman in 
Indianapolis. Mr. Bevak has been with 
the company for the past 24 years. 


Men in New Posts 


E. A. BEVAK 








Hoover Co. 


Louise W. Gerwin, home economist 
of Bibsonburg, Ohio, has joined the 
Hoover Home Institute in North Can- 
ton, Ohio, as assistant to Madge E. 
Dilts, director of the Institute. Prior 
to joining Hoover, Miss Gerwin 
taught vocational home economics for 
four years. 


APRIL 15, 


Graybar Electric Co., Inc. 


E. H. Fohrman has been named dis- 
trict operating manager at St. Louis 
for the Graybar Electric Co., Inc., ac- 
cording to R. W. Kimberlin, district 
manager of Graybar-St. Louis. Mr. 
Fohrman started with Graybar in St. 
Louis in 1935, and in 1940 was made 
service supervisor. 
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DISING 





Frigidaire Division, 
General Motors Corp. 


James R. Cobb has resigned his 
REA post in Washington, D. €., as 
assistant chief of applications and loans 
division to join Frigidaire as manager 
of farm market sales, a new post, ac- 
ing to H. M. Kelley, appliance 

Mr. Kelley said that 
ng is placing “more and 


co 
sales manage! 
company planni 
more emphasis on the rapidly growing 
farm market.” Mr. Cobb will work 





J. R. COBB 


out of the special markets division, 
headed by C. E. Quigley. He has been 
in charge of the REA Power Use pro- 
gram for the past three years. 


Deportment Store Man 


E. J. Gannon, iormer president and 
general merchandising manager of the 
J. B. White Co., department store, 
\ugusta, Ga., has joined the major 
dealer division and will specialize in 
department stere sales activities under 
the direction of C. H. Glenny. Mr. 
Gannon started his career as a buyer 
and appliance merchandiser for the 
Davidson Furniture Co. of Kansas 
City. In 1934 he became sales promo- 
tion manager of the Kansas City 
branch of the Frigidaire Sales Corp. 
Four years later he joined the Jones 
Department Store in that city as appli- 
ance merchandising manager. 


New Branch Manager 


J. T. Collins, New York branch 
manager of the Frigidaire Sales Corp., 
retired recently and was replaced by 
lr. A. Arminio, former assistant branch 
manager in New York. Mr. Collins’ 
association with GM began in 1914 
when he joined the Chevrolet organ- 
ization. He joined Frigidaire 15 years 
ago as manager of the New York 
branch. Mr. Arminio started with the 
company in 1918 and was transferred 
to the New York branch in 1933. 


L iy, 





THESE MEN WERE PROMOTED at a recent annual meeting of the Perfection 
Stove Co. (left to right): C. A. Blackburn, from works manager to vice-president and 
director of manufacturing; C. H. Foulds, from general sales manager to vice-president 
and director of sales; A. J. Tener, from secretary and assistant treasurer to vice- 
president, secretary and assistant treasurer; Mark Resek, from chief engineer to vice- 
president and director of engineering; P. T. Skove, from chief purchasing agent to 
assistant secretary and new member of the board; and D. S. Smith, from vice-president 
and treasurer to executive vice-president and treasurer. 








NEW POSITIONS 





Motorola, Inc. 


George R. MacDonald has been 
named vice-president in charge of fi- 





G. R. MAC DONALD 


nance of Motorola, Inc., according to 
Paul V. Galvin, president. Mr. Mac- 
Donald joined the company as an 
accountant in 1934 and has been 
treasurer since 1942, 


New Frigidaire Appointees 


E. J. GANNON 
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J, T. COLLINS 





T. A. ARMINIO 


1948 


E. Ingraham Co. 


The E. Ingraham Co., Bristol, Conn., 
has announced the appointment of two 
new district managers. Hermon P. 
Haynes, former sales manager for 
United States Time and also sales 
manager for Benrus Watch Co., has 
been assigned the west coast district. 
Theodore H. Klein, onetime buyer of 
clocks and watches for Montgomery 
Ward, has been given the area com- 
prising northern Illinois, Wisconsin, 
Minnesota, and North and: South 
Dakota. 


F. L. Jacobs Co. 


Appointment of George E. Schwartz 
as national service manager for the 
Launderall automatic home laundry 





G. F. SCHWARTZ 


was announced recently by the F. L. 
Jacobs Co., Detroit. Mr. Schwartz 
will also be responsible for other ap- 
pliances to be manufactured and sold 
by the company. He was formerly 
associated with Bendix Home Appli- 
ances, Inc., in various executive posi- 
tions. Victor A. Kess remains as as- 
sistant national service manager. 


White Sewing Machine Co. 


E. J. Sebek, vice-president in charge 
of manufacturing for the White Sew- 
ing Machine Co., has announced two 
changes in supervision. Lovell Shoc- 
key, formerly in tool design and pro- 
duction engineering, has been made 
supervising engineer. Sidney Hamlett, 
former assistant to Charles E. Cole- 
grove who is now consulting engineer 
on leave of absence because of illness, 
will take active charge of research and 
product design. 


Scott & Fetzer Co. 


Carl S. Fetzer, vice-president in 
charge of sales of the Scott & Fetzer 
Co., announces that George F. Geddis 





G. F. GEDDIS 


is now special sales representative for 
the firm. Mr. Geddis recently resigned 
an executive position in the vacuum 
cleaner industry, 


Webster-Chicago Corp. 


Newell B. Parsons has been ap- 
pointed sales representative in the Chi- 
cago and Milwaukee trading areas for 
the Webster-Chicago Corp., according 
to a recent announcement by W. S. 
Hartford, general sales manager. 


Westinghouse Electric Supply Co. 


The Westinghouse Electric Supply 
Co. has split the Middle Atlantic dis- 
trict and created the new South 
Atlantic district with district head- 
quarters at 40 South Calvert St., 
Baltimore, Md. C. R. Lee, manager 





Cc. R. LEE 


of the New Orleans house, has been 
appointed district manager of the new 
district. 
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WESTINGHOUSE 
Refrigerators 






Westinghouse Electric Corp., 
Mansfield, O 


Models: American Challenge; Ame 
can Heritage; American 
American Bounty and American Tri 









































































umpn 

Selling Features: American Challeng 
7 cu. ft. equipped with Westinghouse 
Economizer reirigerato t con 
tain ilt-in-wate i Oo 
hermet a ealed l rece t et 
to ” “ 1Oor : -wa 00 
lat } Sanalioy-Suyj™ hr reeze 
equipper wit ? Select »-Curbe avs 
and l c Y tray vit 
 seiect Lu g | \leat Keepe 
wit ne-plated g ld . 
lbs. meat; triple plated shelves, rust 
resistant and adjustable tor maxi 


split shelf can be used 
- aluminum 
Humidrawer holds 3 bu. vegetables ; 
dry storage bin also provided; white 
enamel finish 


lifferent Ways 











American Heritage sar Am«¢ 
ican ( allenge wit Y cu. it. capa 
ity ; 2 Humidrawers with total capa 
ity of { bu. American Leader, 9 cu 
it moat mitair a food treeze 
compartment; a meat storage tray 
with 15 Ib apact a Humidrawe 
that holds # bu. vegetables; chrome 
Minis ust resistant shelves; door ot 
treezer ha beet engthened to cover 
meat s age tray and lesigned to 
stay yin » user y ave use oO 
bot! i while ins¢ ng al ré 
moving food 

Ame an Bour 7 cu. ft ul 
\ an Triumph, 10 cu. tt. mode 
feature Apricream color styling 
American Bounty freeze chest 


isolated from normal tood area 


that it is not affected by opening re 


frigerator cabinet door; wunintet 
rupted zero temperatures are thus 
permitted; freeze chest holds 56 Ib 
frozen food with ice cube storage 
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tray beneath it; ice tray equipment over grip and legs; 110-volt, 100 
includes 2 Select-O-Cube trays, 2 watts, a.c.-d.c.; 74 in. high; inside 
Handi-Out trays and a 44 qt. com diam. 11 in., outside diam. 13 in.; 
bination dessert and utility tray vent holes in top may be closed for 
which can be used as a meat storag freshening or opened for warming; 


tray for short periods; American several color combinations, green 
Bounty has 2 deluxe Humidrawers with cream, white with red; beige 
with ring-proof glass covers and vith wine 

hold 4 bu. vegetables; can be stacked Electrical) Merchandising, April 15, 
on top of one another providing 1948 

maximum shelf flexibility ; door has Vv 


automatic closing device, but will 
stay open at 90 deg. position. Ameri- 
can Triumph, companion to Ameri 
can Bounty is similar in design and 
features with a 1.6 cu. ft 
storage space and 8.5 cu. ft. normal 
high humidity storage and more 
than 19 sq. ft. shelf space; 2 deluxe 
Humidrawers hold ? bu. vegetables ; 
10ft. Triumph takes up no more 


room than conventional 8 cu. ft 


treeze! 





model 
lectrica Ver mdising, April 15 
1948 
v 
i - WARING Blendor 
, aa Waring Products Corp., 545 Fifth Ave., 
: New York, 17, N. Y. 
mm Device: Improved Waring Blendor. 


Selling Features: Blends foods and 


: id beverages; 115 volt a.c.-d.c. motor, 
: ) 25-00 cycles; 1l-speed; 11,000 rpm; 
tempered glass, seamless molded, 


vertical ribs provide a better grip; 
374 oz. capacity; l-piece zinc, die 
o cast base; pressed steel motor hous 
ing; molded Bakelite containe: 
“on - : 
over; 16 in. high with container 


April 15, 


ectrical 


SHERIDAN Washer oa 


Sheridan Vacuum Cleaner Co., 1002 v 
Leland A Chi 40, ill 
an ve., icago, 4U, z_R. 


Merchandising, 





iger-type washer 

ing l-eatures: 9 to 10 lbs. capacity 
white tub cushioned in live rubbe 
laundry tested agitator; delu 
wringer with over-size crepe rubb 
rolls, adjustable pressure regulato 
for different fabrics; 


evice oneridan wr 


double safety 


release; 4 h.p. G-F heavy duty mo- 
tor permanently oiled; only 4 mov- 
g parts 


& ' 
ectrical Merchandising, April 15, 
1948. 


v 


FOWLER Water Heater 


Fowler Mfg. Co., 2545 S. E. Gladstone 
Portland, Ore. 
Device: 55-gal. heater. 
Selling Features: Designed for use in 
large kitchen, basement or laundry 
room; supplies adequate amount of 
hot water and provides flat working 
space; porcelain enamel finish; table 
U. S. Food Warmer tops available in white porcelain or 
U. S. Mfg. Corp., Inc., pearl- grey Formica plastic; equipped 
Decatur, 70, lil. with 2-tanks connected in series; 


tabletop water 





i ~—_— or ae features separate automatic tem- 
Device: U. S. electric food warmer perature control for each tank; tanks 
No. WS. are porcelain-lined, use black-heat 
Selling Features: For warming or elements; 3-way insulation; 36 in. 


freshening buns, biscuits, pastry and 


high, 34 ft. long and 2 ft. wide; 4-in 
dry cereal; extra large aluminum 


black panel base. 


warming pan inset 22 in. deep, 9} in Electrical Merchandising, April 15, 
diam. heat resistant plastic handles 1948. 
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Model: “Sheridan’ 


Selling 





PRODUCTS 









L&H Range 


A. J. Lindemann & Hoverson Co., 
Milwaukee, 7, Wis 


DeLuxe automatic 
range. 

Features: Equipped with auto- 
matic time and temperature controls; 
3-way selector switch tor automatic 


oven control; appliance receptacle; 
Duo-Cook and/or left rear unit; 
fluorescent range lamp; _ interval 
timer; appliance outlet; automatic 


oven light; broiler-warmer-bake sig- 
nal lights; warming drawer and con- 
vertible duo-cook deep-well cooker 
surface umts controlled by Vari- 
Speed switches provide wide range 
of temperatures; divided top has 
1-2100 watt and 2-1250 watt units 
and the Duo-Cook: Super 5000 oven 
equipped with upper and lower re- 
cessed units and ample storage space 
in 2 cabinets at sides 

Electrical 
1948 








Merchandising, April 15, 
v 


PENGUIN Refrigerated Bar 


Mann Refrigeration Supply Co., 15 Astor 
Place, New York, 3, N.Y 


Device: Penguin combination serving 
bar, refrigerator and liquor cabinet 

Selling Features: Ref rig 
34 cu. ft. capaci equipped with 
evaporator, 3 seli-releasing trays 
glass rip tray; dia! temperature con 
trol; adjustable shelf rack; sati 
finish } 





rator sec tior 


aluminum hning and fibre 


Cu 


tele 


to 





glass insulation; Universal Cooler 
hermetically sealed 4 h.p. conde nsin¢ 
unit; 8 sq. ft. serving bar with mu! 
rored surfaces; concealed liquo’ 
compartment with automatic switc 
off light; built-in cabinet loc! 

complete protection. Credenza model 
available in 3 finishes, malogan 
walnut and limed oak ; 42 in. high Val 
and wide, 18 in. deep. 4, 
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Nar RALLY the beautiful Camfield is fully automatic, 


and fibre 
with every feature you’d expect in so fine a toaster... 
. ie ) ll . ’ = ~ 
cushioned & pop-up... also finger-t1 ip & &~— 
i] A 

+s Pi ™ 

tlease... <& color selector... hinged KZ? crumb 
{by 


tray. Its exclusive ‘“Equa-Therm”’ times toast exactly 
to taste, despite current variations... supreme 


achievement of Camfield engineers’ long experience 
rsal Cooler ; , ' . . sae 
"condensing in developing fine appliances. A gracious gift... 
ur with m! 

a joy toown...Camfield, the Blue Ribbon ‘Toaster! 


(Lr grrr 
feuutranteed by > 


wed Housekeeping 
Qs ee 
*ovtewseD 


Ayton att«. TOasT e ‘ : 


Camfield M imufacturine Company, Grand Haven, Mich. 


In Cay ada, Addison Industries. Lid.. Toronto 


Over 4/ million copies 


of magazines carry full-color Camfield ads 


during this campaign—continually adding 
still further to Camfield’s prestige—mak- 


ing the public more and more conscious of 


Camfteld quality. 




























































































































AMANA Freezers 


Retrigeration Div., Amana Society, 
Amana, lowa 


Models Stainless steel models 255, 

30RS and 2008S “Walk-In.” 
Se eatures: Models 25S and 
30RS, 25 and 3 cu. ft. capacities 
ectively, are of upright type with 
pening door; stainless steel 


e and out; Model 25S has a 
torage capacity for 900 Ibs 
horizontal contact 
eezer plate shelves tor quick freez 
g: + hp. compressor; 4 h.p. seli- 


tained hermetic type condensing 


Mode 30ORS vertical type with 
nt pening door has 1100 Ibs 
is capacity; stainless steel 
1 out; horizontal contact 
freezer plate shelves; 4 h.p. open 
type heavy duty condensing unit 


en 10“ 





No. 200S “walk-in” freezer-cooler 
2-units-in-1; 135 cu. ft. food storage 
capacity; “Walk-In” cooler, 110 cu. 
it. capacity for bulk storage of car- 
ts, beverages, dairy prod- 

ucts; Reach-In freezer, 25 cu. ft. or 

900 Ibs. frozen foods capacity; over- 

all dimensions 96 in. wide, 48 in. 

deep, 80 in. high; stainless steel in- 
side and out; horizontal heavy duty 
contact freezer plate shelves for 

quick freezing; self-contained 4 h.p 

hermetic type condensing unit for 

freezer section and 4 h.p. hermetic 
type condensing unit for cooler 
Electrical Merchandising, April 15, 


1948 
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CARDINAL Steam Iron . 


The Cardinal Mfg. Co., 1629 N. 14th St., 
St. Louis, Mo 


Ml OD 


elling Features: Easily accessible 
dial control; smooth, highly polished 
finish; Bakelite handle; sealed-in 
element, 750 watts; precision-bilt 
thermostat; die cast sole plate; light 
weight, aluminum throughout; holds 
10 oz. of water; temperature from 


0.850 d 


trie yr steam iron 


Electrical Merchandising, April 15, 


1948 
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Selling Features 


ardinal 333 automatic steam 


legs. F.; can be used as elec- 









MONITOR Air Conditioner 


Monitor Equipment Corp., Riverdale-on- 


Hudson, New York, 63, N. Y. 


Device: Monitor window-type air con- 


ditioner No, AC-5. 


Selling Features: Cools, dehumidifies, 


filters and recirculates room air; 
also provides circulation and filters 
if ventilation only and no cooling is 
required; 4 ton unit is self-con- 
tained; rests on windowsill and 
projects 12 in. into room and 14 in. 
outside window; 2 fan motors—a 
room-air fan motor 1/100 h.p., 30- 
watts and the condenser fan motor 
1/25 h.p.; hermetic compressor 
powered by h.p. capacitor start, 
induction type motor; Freon 12 re- 
frigerant ; steel cabinet finished in 
brown on inside, and in a neutral 
color for the outside to harmonize 
with building wall; Tenite grille; 
circulates 220 cim; 3 position switch 
provides for off, roomair fan only 
and full cooling operation. 


Electrical Merchandising, April 15, 
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FREEZE-O-MATIC 


Refrigerator 


The Acme National Refrigeration Co., 
634 Dean St., Brooklyn, 17, N. Y. 


Jevice: Freeze-Q-Matic 34 cu. ft. 
“Lowboy” refrigerator. 

36 in. high, formica 
top is adaptable as kitchen work- 
table; Tecumseh refrigeration unit 
using an 4 h.p. motor with internal 
spring mountings and a Ranco auto- 
matic selected temperature control; 


1 


all-steel bonderized cabinet 24 in. 


wide, 214 in. deep, net weight 150 


lbs.: features knee-high push button 
opening door; full size ice cube 
trays; interior light. 


Electrical Merchandising, April 15, 


1948 
v 
PIONEER Lawn Mowers 


Louisviile Electric Mfg. Co., Louisville, Ky. 


Vodels: Urban and Suburban electric 


lawn mowers 


Selling Features: Urban frame and 


motor housing of aluminum castings, 
115 volt motor; 12 in. blade; a.c. or 
d.c., weighs 35 lbs. 

Suburban model designed for 





APPLIANCE 


NEW PRODUCTS 


larger lawns, weighs 55 lbs., alumi- 
num casting frame and motor hous- 
ing; 4 h.p. motor, 115 volts, a.c. or 
d.c., and 16 in. blade. 

Both models have safety shield 
completely covering blade; unbreak- 
able window in top of motor enables 
operator to see whether blade is in 
motion or at rest; adjustable rotary 
cutting blade of flexible steel, easy 
to sharpen, cuts from 14 to 24 in. 


Electrical Merchandising, April 15, 
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GILLEN Ojil-Burning Water 
Heater 
J. L. Gillen Co., Dowagiac, Mich. 


Device: Gillen automatic Oil-Burning 


water heater. 


Selling Features: 30 and 45 gal. capac- 


ities; improved low draft burner 
concentrates swirling-action flame at 
base of flue casing, rests on screw- 
jack support to permit quick and 
easy lowering for servicing; Magic 
Pilot with in-built anti- flooding de- 
vice not affected by variable drafts, 
but burns evenly at all times; ther- 
mal bulb automatically controls wa- 
ter temperatures from 125 to 165 
degs. F; Fiberglas insulation top 
and sides; magnesium alloy anode 
with special current- limiting resis- 
tor; white baked enamel finish, 
stainless steel trim. 


Electrical Merchandising, April 15, 


1948, 





SENSATION Mower 


Sensation Mower Inc., Ralston, Nebraska 


Device: No B17E electric lawn mower. 
Selling Features: Uses whirling blade 


principle; cuts grass at any height 
from 4 to 44 in; 


liftout steel safety guard. 


Electrical Merchandising, April 15, 
1948. 


cast aluminum 
chassis embodies baffle design which 
enables whirling blade to keep grass 
clippings suspended until chopped 
into fine mulch; 4 h.p. ballbearing 
motor sealed in aluminum case per- 
manently lubricated; disc type steel 
wheels with puncture proof tires; 








IRONRITE Ironer 


The Ironrite lroner Co., 
Mt. Clemens, Mich. 


Models: No. 80 and 85 ironers. 
Selling Features: New 


styling — 
smooth, streamlined, nothing to 
catch; adjustable knee controls, fully 
automatic, leave both hands free; 
casters adjustable to 3 heights; tip- 
up forming board of black plastic, 
cool, convenient, rigid working sur- 
face; increased shoe clearance, both 
ends fully open for easy pressing; 
manual release, handier and quicker; 
utility packets on inside of legs holds 
accessories; Neon pilot light indi- 
cates when heat is on; No. 80 open 
model; No. 85..has baked enamel 
cabinet which-serves as table when 
ironer is not in use; roll 25 in. long, 
both ends open; lap board protects 
operator; Strate-coil element em- 
bedded in cast iron shoe; thermo- 
static heat control permits setting to 
varying degs. of heat; set at 200 Ibs. 
pressure and constantly maintained, 
no springs to adjust; 3816 sq. in. 
ironing area per min.; 1400 watts. 


Electrical Merchandising, April 15, ‘48. 





HOWARD Refrigerators 


Howard Refrigerator Co., 
Hatboro, Penna. 


Models: Howard Super De Luxe 1350 


and 1375 refrigerators. 


Selling Features: Hermetically sealed 


refrigeration unit; top-to-bottom re- 
frigeration all welded-steel construc- 
tion, bonderized and finished with 
baked Dupont enamel inside and out; 
inner and outer walls vapor-sealed 
and custom fitted with heavy-duty 
insulation batts; modern design 
hardware; 110 volt, 60 cycle, single 
phase motor; No. 1350 has 134 cu 
ft. capacity; 18 sq. ft. shelf area; 
3 cu. ft. freezer-locker; 8 ice cube 
trays; vegetable mg # : 
No. 1375, 133 cu. 24 sq. it. 
shelf area; 7 ice re ined meat- 
keeper locker; vegetable crisper. 
Electrical Merchandising, April 15, ‘48. 
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PREMIER has the GIMMICK 


to Spark Spring and Summer Sales 
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9 wats Suggested Selling Price of Polisher *7.50 
A “natural” with the PREMIER "23's. 
Right at the time when homes are being 
made ready for summer — when bare PREMIED 
floors and waxed porch surfaces need at- ER ») 
tention—comes the new Premier Polisher , l V ad f ( tf / TCM [4 od 
to give an extra push to Cleaner sales! A /, 1 
dvertis out iM 

With the new, lower-priced Premier 
Model “23” and the Premier Polisher, you } AMERICAN WEEKLY 

tors have a combination that will win its way SATURDAY EVENING POST 
into the hearts and pocketbooks of any BETTER HOMES AND GARDENS 
prospect. LADIES’ HOME JOURNAL 

axe 1350 

7 The Premier Polisher is attached in a i GOOD HOUSEKEERING 

iy sealed minute by simply removing the cleaner FARM JOURNAL 

a with brush—no tools necessary. Here is a new CAPPER S FARMER 

e and out; demonstration angle that will sell more 

anes and more cleaners! A Premier Polisher is 

.% — made for the Premier Duplex “12” as well 

as 134 cu. as for other Premier floor models. It is 

ae = being featured in current national adver- 

, tising! 

yp > 

“crisper. PREMIER CLEANERS Geet Huseooping Re. _ 

pril 15, ‘48. GENERAL ELECTRIC COMPANY, BRIDGEPORT 2, CONN. Scar eard about 






(Below) Floor Polisher in use 
on the Premier Duplex ‘‘12” 


3 combination 
offers for Spring? 


Ask your 
distributor 
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RCA Television Set 
RCA Victor Div., Radio Corp. of America, 


Camden, N. J 

Model: No. 721TCS television console, 
Sé Equipped with 10-in. 
lirect-view tube presenting a 52 sq. 
icture; available in walnut or 
nahoga hiishes with permanent 
flat to mtal louvers protect- 
ng erille; 4 in. high, 20 in. wide 
and dee ( ‘ Throat tone sys 

te t Villani peak 

\\ ture synchroniz 

i 4 ition select 
ermediate ( 
€ 2-stage It 

i ne 





RCA VICTOR Table Radio 


RVA Victor Div., Radio Corp. of America, 
Camden, N. J 





ta ad U 
y > t-lime d a 
i i f clear 
7 
rl > ) l ner 
5 am ‘ 
tra a ! i dl 
sul t t i tor weak sig 
al ‘ 
nar 2 { I 
Ova it | rin 
netalli t n 
Electrical Merchandising, April 15, 
1948, 
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VUE-SCOPE Magnifier 
Celomat Corp., 521 W. 23rd St., 
New York City 
Device . ue-Scope television magni 
Sellis eatures: Magnifies television 


image and tints it blue to reduce 


eyestrain and glare; clear liquid 


enclosed between two sheets of 
Plexiglas—convex front sheet is 
ta ear, flat rear sheet is light 
blue and filters out bright objection 
able rays of light magnifier is 
mounted on brackets whi ermit 
t and vertical adjustment 

to screens of various size availabl 


ahogany trame 
i Merchand \ 
1948 
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, 
STEWART-WARNER Table 
Radios 


Stewart-Warner Corp., 1826 Diversey 
Pkwy., Chicago, Ill. 


Models: “Continental Sr.” and “Con- 


tinental” table radios 


Selling Features: 7-tube AC superhet 


plus rectifier; 3-gang double-rotor, 
double-stator condenser with RF 
amplification on all bands; 7 tuning 
ranges: broadcast 540-1625 kc; 1.9- 
5.8 mc intermediate; 5.8-15.4 mc 
ortwave; 4 spread bands 13-16, 19, 





25, 31 meters; 7 watts power output; 
8 permanent namic speaker; 
25% in. wide, 11} in. deep, 134 in. 
high; has phono pickup connection 


} 


with 3 tone control positions on radio 





and phono. American walnut 
“smoke” finish cabinet. 

“The Continental” has 6 tubes 
plus rectifier; 5 tuning ranges: 535- 
1650 ke broadcast and 4 shortwave 
bands from 13 to 100 meters; 5-watts 
output; 8 in. permanent magnet 
dynamic speaker: 3-position tone 
control; 23} in. wide, 94 in. deep and 
high; has phono pickup connection; 
American walnut “smoke” finish. 

Electrical Merchandising, April 15, 
1948. 
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STEWART-WARNER Console 


Stewart-Warner Corp., 1826 Diversey 
Pkwy., Chicago, Ill. 


Model: “Sante Fe” FM-AM radio- 
phono model No. B92CR4 

Selling Features: 8-tubes plus recti- 
fier; 2 superpower Alnico V perma- 
nent magnet dynamic speakers; AM 
range 540-1700 kc; FM 88-108mc; 
34 in. high 26 in. wide, 152 in. deep; 
electro-hush reproducer; shadow- 
box dial; automatic intermix record 
changer 

Electrica 
194 


Verchandising, April 15, 
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NEW RADIO PRODUCTS 


FREED-EISEMANN Radio- 
Phono 


Freed Radio Corp., 200 Hudson St., 
New York City 


Model: Freed-Eisemann “Modern” 


console combination, in contempo- 
rary cabinet styling to harmonize 
with modern furniture. 


Selling Features: 21-tube radio with 


Armstrong FM; a separate power 





supply with 20 watts undistorted out- 
ut; co-axialy mounted dual speak 
ers with tonal range of 30-15,000 

les; automatic record changer 


ays 10 and 12 in. records in any 
sequence and employs a new type 


wide range pickup and matched 
semi-permanent replaceable needle 
in a pull-out compartment; cabinet 


available 1 rown and bleached 
stripe African mahogany finishes 
Electrical Merchandising, April 15, 
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SONORA Consoles 


Sonora Radio & Television Corp., 325 N. 
Hoyne Ave., Chicago, Ill. 


Models: No, 401 AC radio-phono; 
No. 402A A.M. combination; and 
No. 402F FM-AM combination. 

Selling Features: No. 401, 5-tube 
superhet; standard broadcast band 
535-1620 kc; built-in “Sonorascope” 
loop—no aerial or ground required; 
FM dynamic speaker; easy-to-tune 
clock-type dial; Lift-Top cabinet 
conceals automatic record changer 
with low-pressure crystal pickup and 
long-life needle ; plays 12-10 or 10-12 
in. records; cabinet of walnut ve- 
neers; large record storage space; 
also available in mahogany or mod- 
ern blond finish 

No. 402A, 8-tubes; standard and 
foreign short wave bands; 12 in. 
dynamic speaker ; easy-to-tune dial; 
built-in “Sonorascope” loop; 2-post 
automatic record changer ; low-pres- 
sure crystal pickup and_ long-life 
needle; plays 12-10 or 10-12 in. 
records; cabinet of matched ma- 
hogany veneers with pull out drawer 
for record changer; front panel full- 
vision tuning dial accessible behind 
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panel door; generous record storage 
No. 402F has all features of 4024 
plus FM band 87-109 mce.;  built-ir 
dipole antenna for FM and _ provi- 
sion for external dipole ; both models 
also available in blonde finish. 
Electrical Merchandising, April 15 
1948. 
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UST Table Television Set 


United States Television Mfg. Corp., 
3 W. 6)st St., New York, 23, N.Y 
Device: UST 15-in. direct-view table 
television set 
Selling Features Provides a picture 
93x13} in.; cabinet is 22 in. wide 
and deep and 23{ in. high; new 
automatic circuits lock picture in 
synchronism with transmitter and 


ae | 





makes possible simplified operatio 
ouly 4 controls required ; 13 char 
nels; r-f amplifier, 4 stages of 
ture i-f amplification, 2 stage- 
video amplification; 4 megacy 
videoresponse; high fidelity 
sound reproduction; Alnico Vy. 
manent magnet speaker 
Llectrical Merchandising, April 
1948, 
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RECORA Tele-Com 


The Recora Co., 7419 S. Western Ave., 
Chicago, 36, Il. 


Device: Tele-com “electronic voice” 
2 way intercommun.cator tor homes 
offices, stores, factories. 

Selling Ieatures: Easy to install and 
operate—simply plug connecting 
wire into socket on master unit, 
master unit plugs into any 110 volt 
a.c. or d.c. outlet; instant 2-way 
communication between master and 
remote station; wooden § cabinet 
and Selenium rectifier help transmit 
voice with high degree of clarity 
and volume; additional remote sta 
tions can be hooked to master unit; 
distance between stations can be ex- 
tended to 500 ft.; master cabinet o! 
walnut 5}x8}x4} in.; 4-in. PM Al- 
nico V speaker; 2 tubes in additiot 
to Selenium rectifier; Lucite call 
switch; tele-com “package” consist: 
of Master station, remote statior 
and 50 ft. wire. 

Electrical Merchandising, April 15, 
1948. 
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ERCIAL CREDIT COMPAN) 


Warn a deep mutual regard exists between business organizations, 
as between individuals, it can be mutually sensed without having to be put 


into words or demonstrated in formal fashion. 


Nevertheless, when it breaks out and takes the form of a spontaneous 
tribute such as our good friends David Trilling and Harry Montague of 


Philadelphia publicly rendered us, our pride breaks out, too. 


So, we take this means of expressing, in behalf of our country-wide organi- 


zation, our sincere appreciation of their goodwill. 


While in this instance the tribute was earned primarily by the continued 
good service of our Philadelphia office staff, we know that the 4000 men 
and women in our more than 300 offices across the land are equally on 
their toes... equally keen to render efficient service ...and that their 


work is equally appreciated by the dealers whom they serve 


COMMERCIAL CREDIT CORPORATION 


A Subsidiary of Commercial Credit Company, Baltimore 


MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 





15, 1948 












330 WEST 42nd 


Foes Sake | eae 


PAGE 20 








The Chicago July Markets, July 5-17, 1948 
will be held at the Merchandise Mart 
(right) and the Furniture Mart (below) 


your booth. 





The issue that everyone reads for “Pre-Show News.” 


CLOSING DATES FOR JUNE 15th ISSUE 














CHICAGO JULY MARKETS |: 


IN THE JUNE 15th MID-MONTH NEWS ISSUE OF 


ELECTRICAL MERCHANDISING = qE 


before the shows open. Pre-sell your dealers on selling plans, 
and new products you intend to feature at the shows. Remember . . . every dealer 


will be reading this issue just before he departs for the shows. Invite him to visit 


May 15th 
Copy to set 
* 


May 20th 
Complete plates 


The June 15th Mid-Month 


News Issue gives you the chance to tell your full story to dealers three weeks 
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Lemly Named President by 
Manufacturers Representatives 


Recent elections conducted by the 
Electrical Manufacturers Representa- 
tives Assn., Baltimore, Md., resulted 
in the election as president of Frank 
W. Lemly. Murray Nelson was named 
vice-president and other officers in- 
clude R. A. Haworth as secretary 
and Charles Esposite as treasurer. 


Washington Institute 
Inducts New Officers 


The Electric Institute of Washington 
made sure that its new 1948 officers 
were not laboring under the delusion 
that their official capacities were sine- 
cures. Said the organization’s bulletin 
in a recent issue, “An even tougher 
year is in prospect, but we all know 
the new officers will continue to do a 
bang-up job and keep us afloat in 
the economic storm now brewing.” 
Charged with this responsibility are: 
J. A. Mitzelfelt, manager of the Balti- 
more-Washington branch of the Frigi- 
daire Sales Corp., president; H. C. 
Lease, manager of the Washington 
branch of Westinghouse Electric Sup- 
ply Co., vice-president ; Fred A. Leser, 
Washington manager for Ilg Electric 
Ventilating Co., treasurer; and Har- 
old Stoll, president of the Colony Radio 
Co., secretary. 


Milwaukee League Names 
Petersen 1948 President 


A total of 668 members and guests 
were present at the recent annual 
meeting for the election of officers of 
the Electrical League of Milwaukee. 
Elected president was E. J. Petersen, 





E. J. PETERSEN 


General Electric Supply Co. The new 
vice-president is L. P. Shull, General 
Cable Co.; the treasurer is T. H. Des- 
mond, retired sales employee of West- 
inghouse Electric Supply Co.; the sec- 
retary is Nels Christopherson, sales 
department of the Wisconsin Electric 
Power Co. Both Desmond and Chris- 
topherson have held their respective 
Positions in the league for 21 years. 

The annual report issued by the out- 
going officers showed that membership 
had increased 25 percent over 1946. 
The year also saw successful conduct 
of the EEI sales training course and 
the Milwaukee Home Show, attended 
by 127,000, 

The Electrical League of Milwaukee 
recently followed up its annual elec- 
tions with its annual All-Industry 
Meeting, subject of which was “The 
Electric Slate for 1948”. The Three 
Flying Horsemen, Al Herr, Les Falk 
and Jim Dornoff, presented their talk 
on the proper making of a sales pres- 
entation. The sound film, “Where Do 
We Go from Here?” was also shown. 
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Wetters Named to Lead 
Huntington Dealers Assn. 


Eldon Wetters has been elected 
president of the Huntington (Ind.) Ap- 
pliance Dealers Assn. Other officers 
are: Everett Smith, vice-president ; 
and Wallace Rice, treasurer. 


Toledo Appliance Dealers 
Elect Norton President 


The Toledo (Ohio) Appliance Deal- 
ers Assn. recently elected Louis J. 
Norton, owner of Norton Hardware 
Co., as president for 1948, with other 
new officers as follows: Charles 
Chambers, Fix-It Shop, vice-presi- 
dent; Edward LeFort, East Toledo 
Appliance Co., secretary; and David 
Lehner, treasurer. In conjunction with 
the Toledo Edison Co., the association 
has sponsored a series of six sales 
training lectures which commenced 
February 18 and are held every third 
Wednesday. More than 100 Toledo 
dealers and their sales staffs have 
signed up for the course. 


St. Paul Appliance Dealers 
Elect New Officers for ‘48 


Lawrence Rylander of the Arling- 
ton Electric Co., was elected president 
of the St. Paul Appliance Dealers 
Assn.; C. H. Rogers of the Golden 
Rule was chosen vice-president, and 
Harold Kunze of Weyand Furniture 
Co. is the new treasurer. Members of 
the board, L. R. Watson, H. Peterson, 
C. M. Taylor, Dick Denning, K. C. 
Rude, William Floren, and D. E. 
Anderson, past president. 


Rocky Mountain League Supports 
NEMA Go All-Electric Campaign 


Dealers, utilities, distributors and 
manufacturers of the Rocky Mountain 
Electrical League have joined forces in 
a five-year Go All-Electric promotional 
and advertising campaign designed to 
sell $50,980,000 in major appliances to 
the homes and farms of the small town 
rural market in Colorado, Wyoming, 
New Mexico, and western South 
Dakota. Some 248,685 families live in 
the area. Cash farm income in the 
region averaged $6,840 per farm in 
1946. Both of these facts are good 
reasons for the promotional support of 
the NEMA campaign, thinks the 
league. An internal committee ap- 
proved the plan and prepared an ap- 
plied local program for the league. An 
advertising campaign will employ eight 
radio stations, some 200 small town 
newspapers, the principal farm paper 
of the region, direct mail and point-of- 
sale advertising. To put the program 
into action the league has hired Joe 
Wright as full time field representative 
to help utilities and dealers obtain 
maximum benefits. 

Recent elections in the galeue re- 
sulted in the naming of J. A. Bullock 
to the presidency, succeeding J. B. 
French. Vice-presidents are L. M. 
Brudick, W. D. Johnston, Arthur 
Prager, and H. T. Rankin. Treasurer 
is W. C. Sterne. Harry Adler is 
assistant treasurer and secretary-trea- 
surer is Ralph B. Hubbard. 


1948 


Kaiser Succeeds Steinert 
as Head of Boston Institute 
William H. Kaiser, New England 


district manager of the General Elec- 
tric Supply Corp., has been elected 





WILLIAM H. KAISER 


president of the Electric Institute of 
Boston, Inc., succeeding Alan Steinert. 
Mr. Kaiser has been active in the elec- 
trical field for 35 years and began 
his career with the Pettingell-And- 
rews Co. He was in charge of the 
GESCO’s pioneer district office at 
Springfield, Mass., before returning 
to Boston as general sales manager. 


Coast Assn. Plans 
Electrical Show 


Special news from W. J. Quinn, 
manager of the Southern California 
Radio & Electrical Appliance Assn., 
Inc., is his announcement that the as- 
sociation will sponsor an “all-electrical 
show” to be presented at the Pan- 
Pacific auditorium in Los Angeles, 
August 20 through 29, 1948. Fred J. 
Tabery of the Tabery Corp., Los An- 
geles, will be managing director of the 
show. 

Space is now being reserved for 
what is planned to be one of the year’s 
big electrical events. In cooperation 
with manufacturers, distributors, re- 
tailers and broadcasters, the associa- 
tion plans to display the latest in 
radios, electrical appliances, FM, tele- 
vision and other lines relevant to the 
electrical industry. A special commit- 
tee is working on definite plans. 


North Starts 26th Term as 
Cleveland League President 


J. E. North, general sales manager 
of the Cleveland Electric Illuminating 
Co., was recently elected by the direc- 
tors of the Electrical League of Cleve- 
land to his 26th consecutive term as 
its president. He has been a director 
of the organization since 1920 and 
general sales manager of the C.E.I. 
since 1943, 

Stanley E. Strunk, secretary of the 
league since 1944, was elected secre- 
tary-treasurer. Willard E. Henges, 
district manager of the Graybar Elec- 
tric Co., and C. B. Gray, manager of 
the lamp department of General Elec- 
tric’s Buckeye division, were elected 
vice-presidents. 


Kansas City Electric Assn. 
Increases Dealer Activities 


That the 837 members of the Kansas 
City Electric Assn. have available a 
dozen or more services was pointed out 
recently by the group’s executive man- 
ager, Harry F. Bennetts. 

Some 5,407 persons turned out to 
the 127 meetings held last year. Cor- 
respondence to the amount of 31,237 
separate pieces of mail went out from 
the office. Dealers can get help from 
an attorney who passes on all busi- 
ness promoted by the association. A 
new radio servicemen’s organization 
has been formed and a listing of ap- 
proved shops meeting association 
standards has been promulgated. 

Marketing work is being done by 
the association and in 1947 three sur- 
veys were made to determine the num- 
ber of radios that were being sold in 
the Kansas City trading area. A full 
time field representative is employed 
to contact builders and encourage the 
Red Seal wiring program which goes 
on among new builders. 


San Francisco Television 
Dealers Drive for Members 


Increased membership was the pur- 
pose of a drive held recently by the 
San Francisco Radio and Television 
Dealers’ Assn. Theodore Hopman, of 
the Hopman Radio & Electric Co., 
newly elected president of the dealer 
group, announced that betterment of 
trade relations is the aim of the organ- 
ization, whose present membership 
represents 50 radio specialty shops in 
suburban areas of the city. 

A major portion of the meetings 
held is being devoted to drafting of 
recommendations for the stabilization 
of radio repair work, prices, and 
trade-in allowances, Mr. Hopman ex- 
plained. 

Other new officers of the association 
are: vice president, Charles Hazen, 
Western Appliance Stores; secretary- 
treasurer, Luke Hon, Peerless Radio 
Co.; sergeant-at-arms, A. Fritze, Re- 
liable Radio Co. 


Elmira League Elects 
Hyssong New President 


William L. Hyssong was re-elected 
president of the Elmira (N.Y.) Area 
Electrical Assn. at a meeting of the 
board of directors. Other officers 
named include Ivan F. Brady, vice- 
president; John C. Freeman, secre- 
tary-treasurer. 
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HAVE YOU HEARD... 


MORE COOPERATION LOVE THAT LECTURE 


Victor Emanuel, chairman of the 
ward of the Avco Mig Corp., has 
been awarded the first annual dis- 
e award of the Ameri- 
an Institute of Co-operation “for ex- 
eptional achieving 
g between rural and 


Students at the University of Cali- 
fornia at Berkeley have 
way to learn while they dream. They 
have, in one recorded tance at least, 
substituted a wire recorder for the 
conventional notebook. The machine is 
placed under the proiessor’s rostrum 
and the lecture recorded on the wire 
The student can hear the 
wisdom time and time again 


discovered a 
tinguished servi 


ribution in 
etter understandi: 
irban America.’ 

W yrds or 
and can, 





POTENTATE if he’s a smart operator, charge ad 
a1 , ; mission to those who skipped that 
Almost t aster of a harem is : : ; 

a ¢ ; es - particular class. It ought to be a pay- 

J. E. David general manager of 


ing proposition 


the Omaha Public Power District. He 


was recently re-elected president of 
the Knights of Ak-Sar-Ben (Nebraska ELECTRONIC SIGHT 
backwards ), an Omaha Civic organiza- 


At a recent meeting at Ann Arbor 
of the National Conference on Aid to 
the Blind, electronic devices enabling 
blind persons to “hear” written words 
and detect obstacles in their path were 
demonstrated by blind University of 
Michigan students. The devices are 
still in the experimental stage. 

Supersonic signals, sounds the hu- 
man ear can’t hear, are sent out by one 
type of device which warn 


is the blind 
of obstacles. These signals bounce off 


tion which annually conducts a fiesta 


of national iame and which features 
i bevy of beautiful girls, home-grown 
Nebraska products 


HIGH VOLTAGE TEMPEST 


British lawyers traveled long dis- 
tances to present their briefs in a 
recent case at Stoke-on-Trent, Eng- 
land When they got there they 





argued for four hours to settle the im- 
portant question of whether a local 
iry cleaning firm had the right to 
yperate an electric sign powered by a 
30-cent bicycle battery 
the Control of Fuel 

the proceedings it 


the motor tor the 


in defiance of 
Order. During 
was disclosed that 
he sign operated on 
1/4000th of an ampere and that one unit 
electricity would operate the sign 
six years and four months. It also 
developed that similar signs were be- 
ing used for recruiting purposes by 
the Admiralty and the War Office and 
for other purposes by the BBC and the 
National Savings Movement. The 
igns had not been used, testimony 
revealed, to spread the “Save More 


lectricity’ message. The case was 





issed 
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any object they strike and the rebound 
is picked up and magnified by an ear- 
piece. Differences in tone and in- 
tensity of these rebounds reveal the 
size and distance of the obstacles. 
Also demonstrated was “reading by 
sound” through use of an electric 
pencil. The pencil looks like an over- 
size fountain pen, containing a photo- 
electric cell which casts a beam of 
light on the print to be read. As the 
beam passes across each letter it is 
converted into sounds which are mag- 
nified in an earpiece. At present the 
user must learn a code sound for each 
letter, but an improved model is be- 
ing worked out in laboratories. The 
new model actually transforms printed 
words into their equivalent sounds in 


English. 





Refrigeration Manual 


for Servicemen 


“Household Electric Refrigeration,” 
F. Wostrel 
Praetz, is issued in a second edition. 


by J. 


"TEN years have elapsed since 
“Household Electric Refrigera- 
tion,” by John F. Wostrel and John G. 
Praetz, first appeared. Now a second 
edition is available (McGraw-Hill 
Book Co., Inc., New York, $4.50) for 
all refrigeration technicians who need 
up-to-date information. As the authors 
explain, no radical changes in general 
design, controls, or methods of serv- 
icing household refrigerators have been 
introduced since beiore the war; but 
new models require new instructions, 
and there have been many refinements 
and improvements—hence a new edi- 
tion. 

The authors begin by reducing re- 
frigeration theory to its lowest terms, 
in a general survey of what makes the 
boxes tick. They go on to detailed, 
practical data on the two main systems 
of refrigeration: compression systems 
and absorption systems. Controls, the 
devices that make automatic refrigera- 
tors truly automatic, get a chapter all 
to themselves. There is a discussion, 
in detail, of the equipment the service- 
man needs for installation, service and 
testing; it is followed by installation 
instructions for the compression and 
the absorption types of refrigeration 
Next comes a lengthy chap- 
ter on service operations and adjust- 
ments, based on the premise that the 
serviceman who becomes thoroughly 
familiar with the handling of service 
operations on a few general types of 
systems is not likely to have trouble 
udapting his 


machines. 


service 
routines to any type of unit, despite 
discrepancies in control devices and 
shutoff valves. 

The most exhaustive chapter in the 


knowledge of 


and J. G. 


RRR: AECL IIIS IO LL 


book, as might be expected, is devoted 
to service complaints, their diagnosis 
and remedy. After warning the sery- 
iceman that he is the representative of 
his company and should have some idea 
of what the word “courtesy” means, the 
authors list some of the common re. 
frigerator diseases that the customer 
may be referring to when he begins to 
get hysterical about the trouble he’s 


seen Remedies 


are given for specific 
brands of refrigerators in chart form, 
as well as in textual explanations. 

\lthough many service calls may be 
due to motor troubles, many of the 
motor troubles are due to refrigeration 
troubles. The authors believe that the 
serviceman should have a_ working 
knowledge of the construction and ac- 
tion of electric motors, and proceed 
to give it to him. 

In a chapter discussing food preser- 
vation, the reader can learn why and 
how food spoils, and what can be done 
about it, particularly in regard to food 
arrangement and storage. 


Appendix for Handy Reference 


The final chapter deals with heat 
transfer and_ insulation, including 
properties and types of the latter. A 
special appendix provides, in chart 
form, refrigerant and lubricant data for 
specific brands of household refrigerat- 
ing equipment, arranged chronologi- 
‘ally by models 

The consistent use of charts, dia- 
grams and tables throughout the book 
aids the reader in making practical use 
of it. It would be hard to imagine a 
more comprehensive guide for the re- 
frigerator serviceman than “Household 
Electric. Refrigeration.” —).8 
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Come along with Cs 


AND LEAD YOUR AREA IN 
IRONER SALES AND PROFITS 






Sor a Complete 
W/L, 74 Kime hel 


you will want a handsome »w Conlon lroner and 
also a fast, thorough Conlon Washer. With each or 
you get an exclusive Conlon 15 Year Rebuild Guarar 
ee Bond 





MEET THE NEW “LIGHT WEIGHT CHAMPION” 


PORTABLE IRONER 





GUARANTEED QUALITY Weighs enly 24 pounds, yet has a big 5 diameter 

roll, full 22” leng, 1200 wett unit in aluminum alley 
WASHERS AND IRONERS Seon, 1200 wet elt o atemioum alloy 
Centon Division, 1824 S. 52nd Ave., Chicago 50, Illinois “Magic Dial” thermestet—vser can “diel” correct heet for 


Conlon-Moore Corporation rayon, silk or any fabric. PRICED FOR FAST, PROFITABLE TURNOVER. 
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President 


HE electrical appliance industry has lost a staunch 

friend and capable adviser in the untimely death on 

March 3lst, of Les Moffatt, for 
this magazine. Countless numbers of his and 
intimates have lost more than that. They will miss his 
warm sympathies, his sharp wit, his extraordinary erudi- 
tion, and his capacity for vital friendship. 

Les epicure of all the civilized things in life. 
He loved laughter, good food and drink, and informed 
conversation. He was at home equally with music, painting 
and literature. In fact, his all-embracing knowledge in 
many of these diverse fields was a source of constant delight 
to his friends. 

Yet he combined with these qualities a keen sense of 
judgment on business and economic affairs. He had a 
capacity for getting at the heart of a matter, for seeing 
it whole and for making decisions that reflected his almost 
uncanny grasp of a situation. 

Many of the most important problems facing the appli- 
ance industry—whether in manufacturing, distributing or 
retailing—were subjected to his informed scrutiny and 
were given the benefit of his wise counsel. Readers of 
this page will bear witness to this capacity of his for calm 
appraisal and logical analysis. And many more will 
remember the terse style in which his editorial ideas were 


friends 


was an 


McGRAW-HILL PUBLISHING COMPANY, 


Lester Eggleston Moffatt 


20 years editor of 


1948 


clothed. There was no unnecessary verbiage—the words 
fell neatly but with the impact of authority. 

This talent of his for logical expression was, perhaps, 
even more surprising when one learns that he never even 
finished grade school. But from the time he was a boy, 
Les burrowed deeply into books, and their influence more 
than made up for the lack of a formal education. In fact, 
he was one of the truly cultivated men in that he never 
felt he was through learning. And the things he learned 
were whetted and refined in his contacts with people. 


HE stimulation of his ideas and personality brought 

him an ever-widening circle of friends in all walks 
of life. There was a saltiness to his expression, an impati- 
ence with the stuffed shirt mentality, a love of fair play 
and a generosity of spirit that made him unique among 
his fellow men. 

If he had troubles of his own, the world never knew 
about them; the troubles of others, he made his own. 
More nearly than most, perhaps, he modeled his life along 
the lines of the creed of St. Francis which he loved to 
quote: “What I saved, I lost; what I spent, I had; what 
I gave, I have.” 

His image and the things he stood for will cast a length- 
ening shadow for many years to come. 
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MODEL D-7-48 
7 cubic feet 
Meatkeeper, Humidrawer 
Dry Storage Bin orage B epe Pr 
Large Frozen Storage oze orage da 


$7995" : ‘ 
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® 3 Kinds of Cold * “Triplok” 3-way ® Sanalloy metal 
1.Normal 2. Sub-freezing Door Handle freezing units on 
heme 


3. High-humidity © Famous Economizer 
® Triple-plated, chrome- Mechanism, lubricated 
finish shelves for life e 5-Year Protection Plan 


WESTINGHOUSE ELECTRIC CORPORATION ~ Appliance Division + Mansfield, Ohio 
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NEW BENDIX DELUXE 


Presenting the all-new DeLuxe—with improved 





damp-drying, better washing, more working NEW BENDIX STANDARD 
surface ...a dream of a washer! 
Automatic soap injector optional. 

P The great new Standard! Features 





stepped-up washing, better damp-drying. 
Here’s that wonderful automatic soap | \ 4 More beautiful than ever—but still the 
injector! Load the soap bin—set the | 
dials—and that’s all! Every load of 
wash gets the exact amount of soap— 
no more—no less! The greatest single 
improvement in complete washing 

| soromarie since the first Bendix 


bargain washer in the automatic field! 


automatic Washer came out! 











BENDIX HOME APPLIANCES, INC. *« SOUTH BEND, INDIANA 


Also makers of the new Bendix automatic Dryer and the Bendix automatic lroner. 
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THE VACUUM 





“HEALTH AND SANITATION” was 
given by nearly 50 percent of the women 
interviewed as the first reason for cleaning 
their homes. But 50 percent use a broom! 











VNUPPOSE you handled an item that 
: 2 ’ 

N was moving better than it ever 
, 











had before in all your selling ex , 
rience. But suppose, too, you had a 
pretty strong hunch that such a state 
affairs wouldn’t keep up forever y 
Suppose, also, that you were well 
iware of the fact that other items with : 
the same sort of customer appeal, in ; 
the same price class and even higher, : 
vere selling better—alwavs /rad sold l 
etter, in fact , 
If you had any curiosity at all you F , 
vould wonder, and you would want to > 
snow why, so that you could do some . 
thing to sell more of that item and 
nake more money for yourself . 
One of the greatest selling geniuses t 
vho ever lived was a man who said, , 
ver and over in his lifetime, “When- : 
ever I have a selling problem, I go out ; 
ind talk with some ultimate consum- : 
ers. I have never failed to get the right 1 : 
inswer from them.” F ; 
The Vacuum Cleaner Manuiactur i 
rs’ Association decided to do just ) 
that. It went out, rang doorbells, asked : 
women: “Why don’t you own a va 
uum cleaner ?” : 
7 greatest rate of all historv. But they Worse yet, cleaner saturation has women who do not own vacuum clean- C 
Cleaner Saturation ; , : e ; le Sk om f 
wwe never overtaken washers and re- stayed around 50 percent for a long ers would be answers which it would 
The answers it got turned out to be rigerators, even though those are time, while other appliances steadily be possible for any dealer to turn right ; 
answers which will help any dealer much higher priced appliances. Washer .ipproached that figure and went on around and throw into every woman’s . 
ho wants to sell more vacuum clean ituration at the beginning of 1948 _ well past it. teeth for her own good. And . 
ers as 63 percent; refrigerator satura So the men who manufacture this so it turned out. . 
Vacuum cleaners, throughout 1947 tion, 71.5 percent. Vacuum cleaner country’s vacuum cleaners were not at But they got one answer, over- ! 
and throughout 1946, too, sold at the saturation was only 49.5 percent. all foolish, deciding at a time when shadowing all others, which surprised 
cleaner sales were smashing all rec- them, and gave them the cue for a ; 
ords, to go out and learn why more _ sales talk with wider appeal than any ; 
women did not own their appliance. which the whole industry ever has 
They did their question-asking by used. 
oxy. They entrusted it to Daniel ‘ 
Sead & Staff, of New York City. Fhe Mestth Story 
Good survey organizations know how Pass by for a moment the reasons 
to pick a cross-section of the population why women do not own vacuum clean- , 
which will give them an authoritative, ers. Let us see what this paramount 
accurate answer to what they want to _ tip-off is. 
find out. The interviewing was allo- When asked to tell their principal 
cated properly among cities of various _ reason for cleaning their homes, almost ; 
population brackets and in rural non- one-half of the women who do not own 
farm areas and on farms. The study vacuum cleaners gave answers that . 
was made in 126 communities, care- added up to “health and sanitation.” 
fully selected for correct geographical And yet they try to get such results 
balance, too. with brooms and carpet sweepers! , 
Before the study ever got under way, Fewer than three-tenths said that ; 


the vacuum cleaner manufacturers they cleaned to prolong and protect 
figured that the answers given by _ the life of their furnishings. Only one- 


A LARGE PERCENTAGE of «he non-owners interviewed thought vacuum 
“cleaners were for rugs only. They had never been shown the myriad other uses. 
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A survey by the Vacuum Cleaner Manu- 


facturers Association reveals that women 


clean their homes for health and sanita- 


tion, yet have not been sold on the varied 


uses and low prices of vacyum cleaners. 


iourth said they cleaned to maintain 
the appearance of their belongings. 

So, the outstanding big tip on how 
to sell vacuum cleaners to women who 
do not own them now is to push hard 
at that basic interest of theirs, stress 
the menace there actually is in dust, 
then reveal the vacuum cleaner as far 
better, far more thorough, far easier to 
use, than the means with which they 
now are striving to get those results 
which they already have said they want 
to get. 

Lack ot buying power is not the 
reason why these women have not 
bought vacuum cleaners. The Starch 
Survey, projected nationally, showed 
that of the 16,694,000 families not own- 
ing vacuum cleaners, slightly more 
than one-half own refrigerators and 
close to one-half own washers. They 
have money, all right. They are good 
buyers of household appliances selling 
for a good deal more than vacuum 
cleaners. 

They have the money, yes, but they 
are all at sea over what a vacuum 
cleaner costs. Slightly more than one- 
fourth of these non-owners told the 
interviewers in the survey: “I can’t 
afford to buy a cleaner.” All at sea, 
most certainly, because 50.2 percent of 
them, cornered by the investigators, 
broke down and admitted that they 
really did not know what a vacuum 
cleaner costs. 

Some homemakers actually said 
“$200” when they were asked to state 
the price of a vacuum cleaner. Such 
answers came, moreover, from women 
in homes where the annual family cash 
income ranges between $3,000 and 
$5,000. 

Such homes as those are homes 
which the industry has had every right 
to think of as the homes of families 
with at least average good intelligence, 
houses which would have been in- 
cluded long ago in the promotion 
efforts of live retailers. 

Everyone seems to have been wrong. 
Here these women still are wanting to 
keep their houses clean for sound 
reasons of good health, but uninformed, 
nevertheless, as to why the vacuum 


cleaner is better than broom or carpet 
sweeper, uninformed as to the actual 
price of the appliance and uninformed, 
too, as to the actual value of the vac- 
uum cleaner. 


Sell Other Uses 


Many non-owners interviewed did 
not know that there were many uses 
for the appliance and its various clean- 
ing tools. They think of vacuum clean- 
ers as an appliance to be used only on 
pile rugs and carpets. Many of them 
do not understand that walls, ceilings, 
bare floors, scatter rugs, linoleum, 
draperies, upholstery, mattresses, bed- 
spreads, books, book-shelves, lamp 
shades, scores of areas where dust 
gathers in any home, all can be vac- 
uum-cleaned by the cleaner itself or by 
one of its cleaning tools. 

For that matter, even some owners 
of vacuum cleaners encountered in the 
course of the Survey had no real un- 
derstanding at all of the fact that a 
vacuum cleaner can be put to a multi- 
plicity of uses. To them, they were 
getting their money's worth simply 
from vacuuming their floor-coverings. 

Thus the sales talk grows, a sales 
talk written in the answers given by 
women who never have bought a 
vacuum cleaner ! 

Let’s check again. Talk health, the 
dangers of dust. Set the woman’s 
mind straight on price. Sell her all the 
extra values in the many uses she will 
find for her vacuum cleaner. Every 
time she sees a new use, the cleaner 
becomes proportionately that much 
lower priced to her. 

Next after “I cannot afford one,” 
the answer given by women who 
promptly proved that they did not 
know what they were talking about, 
came the answer, “I have no rugs,” by 
almost one-fifth of the non-owners in- 
terviewed. Still more reason to talk 
about all the other good uses to which 
any vacuum cleaner can be put. 

Only one other reason-why-not was 
given by more than one-tenth of the 
women interviewed. One-sixth said: 
“T can get along without one, I used 
a carpet sweeper or a broom.” But 


MOST NON-OWNING WOMEN interviewed thought vacuum cleaners cost » 


far more than they actually sell for. Education on price is the answer. 
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CLEANER PUZZLE 


remember that these are women, too, 
who clean their homes for reasons ot 
health and sanitation. 

There is a horror story in dust and 
inadequate methods _ that 
brings these non-owners directly into 
the aim of the sales talk evolving from 
this survey. Let them realize what it 
means, in terms of health, not to use a 
vacuum cleaner and many of them will 
drop that “I can get along without 
one” answer. 

“Too many other things to buy,’ 
said 9.4 percent, the only other group 
of any worthwhile size. Judged by 
what standards? What else have these 
women bought? What are they plan- 
ning to buy? How important is their 
families’ health? Will it be helped by 
buying any of these other articles they 
are thinking about? 

Appealing to what seems to be an 
instinctive desire of the woman to keep 
her home clean and healthful for the 
protection of her family, and showing 
her that the vacuum cleaner is the effi- 
cient, economical appliance for the 
purpose, what reason is there for any 
dealer to believe that his sales talk 
modeled along those lines will actually 
get the order? 

Well, women who do not own vac- 
uum cleaners are pretty close right 
now to buying them, and they need 
only a fair amount of additional effort, 
sales effort, educational effort, call it 
what you will, to make buyers of them. 

Who says so? How can you tell ? 


Hated Household Chores 


When the women who do not own 
vacuum cleaners were asked what their 
most important homemaking chore 
was, they answered “cooking.” Sec- 
ond most important, they said, was 
cleaning. When they were asked what 
they liked least to do in their homes, 


cleansing 





Next 


they said: “Washing dishes.” 
to washing dishes, they most disliked 
to clean. 

They know cleaning is close up to 
the top in importance, right after keep- 
ing their families fed. But no wonder 
they so dislike cleaning, using the tools 
they do, getting along without vacuum 
cleaners because of misunderstanding 
about the appliance’s price and its wide 
usefulness. 

“Hard work,” “tiresome,” “drudg- 
ery,” “just don’t like it” and “takes 
much time” are typical answers the 
non-owners of vacuum cleaners gave 
when the investigators asked why they 
did not like cleaning. What else could 
have been expected ? 

There we have the picture. Millions 
of women who call cleaning their 
homes one of their worst dislikes, yet 
who agree that it is very important 
for them to do it. Millions of women 
who do not like dust and who clean to 
keep their families in good health. 
Millions of women who need straight- 
ening out on some bad misunderstand- 
ings about price. Millions of women 
who can afford to buy vacuum clean- 
ers, whether they think so or not. 

The dealer can take his share and go 
after them. Trade leaders months ago 
agreed that the one way to maintain 
volume was to resume the demonstra- 
tions, the canvassing, that sold vacuum 
cleaners before the war. By now the 
quick-and-easy buyers have gotten 
their new post-war vacuum cleaners. 
For volume in any store, there must be 
stepped-up selling effort, a return to 
the tried-and-true methods of a few 


years ago. 

But there must be more, if the dealer 
is going to bring vacuum cleaners up 
to the saturation figure of comparable 
appliances. There must be selling deep 

(Continued at bottom of page 102) 
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SERVICE TRAINING cost Los Angeles television distributors much money during the first year of 
Gough Industries created the above television service training room as the first 
step in preparing its dealers to handle all servicing of Philco television receivers 


The Distributor 
Godfather to 


handling television 


that the televi- 
| southern 
lifornia were cooperating in 
soring a daily television program 
» give their dealers a live show to use 
for daytime store demonstrations in- 
dicated that the television distributor is 
going to be more than a middle man 
concentrating on the physical handling 
of receivers. It indicated that he is 
going to be, for a long time, both a 
major sales promotional factor in the 
television industry, and at the dealer 
level a godfather to the retail outlet. 
lhe dealer who feels that his dis- 
yutors have 
Var years 


tributors of 


gone soft during the 
should have accompanied 
this writer on a two-week study of tele- 
vision selling in the Los Angeles area. 
He would have seen that, with televi- 
sion exactly one year old in that section 
of the country, the distributors have 
worked jointly and severally to put 


television receiver merchandising on a 
uund and profitable basis for the 
lealers and themselves 
Most important is that the distribu- 


tors realized their importance in tele- 
Vision merchandising Thev realized 
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How Los Angeles television distributors 


went all-out to fill the wide gap between 


manufacturer and dealer during the 


first year of promotion and selling 


By HOWARD J. EMERSON 


that the television receiver was a 
specialty and that the development of 
1 market for the receivers and the 
successful filling of that market would 
require many things that the dealer 
‘ould not supply and that the manu- 
facturers were in no position to handle. 
They faced the problems of selling the 
Los Angeles public on the idea of tele- 
vision, of getting good programs on 
the air, of handling field strength sur- 
veys, installation, service, floor displays 
und salesmen training. By the end of 


i vear they 


were meeting the additional 


problems of competition franchise 
changes and cut prices. 

Nothing has more deterred the 
growth of television in southern Cali- 
fornia, nothing has made it more diffi- 
cult for the dealers and the distributors 
in their selling work, than the quality 
and quantity of television programs. 
Only two stations have been on the air, 
KTLA and K2XOA, only the former 
with a commercial license. In spite of 
almost heroic efforts of two of nation’s 
best television men, Klaus Landsberg 
of KTLA and Harry Lubcke of the 
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FIELD STRENGTH TESTS had to be sponsored by Los Angeles 
television distributors for sales in remote or unusual locations. Leo J. 
Meyberg has RCA Television Lab specialists, above, on call. 


experimental Don Lee station, pro- 
grams could not appear in perfect shape 
in the beginning. The stations had to 
go through the growing pains of a new 
industry, too. There are still too many 
sports telecasts, too few family pro- 
grams, little to get the all-important 
housewife attention. Without trans- 
continental networks, the stations have 
been isolated from the eastern pro- 
grams and events. 

In three ways, the distributors dur- 
ing the past year have attempted to 
help their situation and that of the 
dealer by aiding in programming. 

A television program that would be 
on the air at an hour where it would 
allow the dealers to make satisfactory 
store demonstrations of their floor 
models, was made possible through the 
pooling of nearly $40,000 of distributor 
money. Originally, this cooperative 
program was under the control of the 
Southern California Radio & Electrical 
Appliance Assn., whose managing 
director Wm. J. Quinn and secretary 
Howard K. Burdick were instrumental 
in the development of the program 
Fifty-two daily programs were pr‘ 
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ANOTHER SALE and another satisfied customer is assured after Meyberg’s field test men take a microvolt 
reading on test equipment in a prospect’s home to determine size and type of antenna required. Most of Mey- 


berg’s RCA dealers could not handle this assignment during the first year of promotion. 


lelevisi 


ed by the J. Walter Thompson 
gency and telecast over station KTLA 
over a period of 10 weeks. The time 
of day for the shows was changed, 
moving from late morning to early 
afternoon as the result of tests on its 
imong the dealers. 

[his cooperative effort by the dis- 
ributors helped greatly to aid in the 
of television receivers, but its 

| potential never was realized. Be- 
use some of the distributors were 
ns, the local managers were 
ymied by national policies which pre- 
nted them from supporting local 
ociations, Asa result, the coopera- 
program had to be taken out of 
the hands of Southern Cal. Radio & 
Elec. Appl. Assn., and operated by the 
distributors themselves. Although 
Walter Stickle of the Leo J. Meyberg 
Lo., RCA Distributors, is credited by 
the whole industry with an excellent 
lob of managing the distributors’ ef- 
lorts in programming and presentation 
| the show, he was given no means 
ol promoting the use of the program at 
the dealer level. As a result, spot 
a illne showed that the dealers did not 


s 


LSTON 


take full advantage of what had been 
made available by the distributors. This 
writer asked ten representative dealers 
about the program, found only four 
that made use of it by asking prospects 
to come in at that time for a demon- 
stration, found three dealers that did 
not know when the program was on 
the air. 

This cooperative effort by the Los 
\ngeles distributors was completed by 
March Ist. It will not be continued for 
several reasons: some distributors can 
not afford the cost; another commercial 
station will be on the air this spring; 
programs have improved considerably 
in the last three months. 


Sponsored Shows 


Distributors have been aiding tele- 
vision programming through sponsored 
shows over KTLA in which two 
objectives are served: another program 
goes on the air, thus making the pub- 
lic more desirous of owning a receiver; 
the programs advertise the distributors’ 
products, aiding in the competitive 
situation and helping to draw more 

(Continucd on page 214) 
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INSTALLATION FACILITIES had to be organized by distributors 
to insure expert work during the transitior period before dealers 
could be ready for installation. A Meyberg crew is at work here. 


Sales 





DISTRIBUTOR-DEALER cooperation brought such crowds cs the above to witness tele- 
vision and to become prospects. Above scene was typical nightly crowd at the Barker 
Brothers 90-ft. display at the World Inventors’ Exposition 
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THE DISPLAY ROOM of Aufford-Kelley in Miami is regarded as one of the most modern and beautiful of its type in the deep South. 
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SCORES OF MIAMI 
the big Aufford-Kelley auditorium. 


NOT THE LEAST 


store occupies at 


housewives 


5080 Biscayne Boulevard. 


provided an 


of Aufford-Kelley attractions 


to Miami 
The glass front 


CUSTOMER NO. 1 
THE HOUSEWIFE 


appliance buyers is the trim and modern building 
makes the entire display room a show window. 


MAY 











interested audience at one session of the “Electric Home Arts Institute” held in 
Crowds such as this one were present every day. 





which the 





Modern furnishings, scientific 


Fred Aufford and Albert 
Kelley, of Miami, have 


built a three-quarter-mil- 
lion - dollar-a - year busi- 
ness by concentrating on 


pleasing the homemaker. 


N average of more than 20,000 

automobiles pass their doors 
4 every day. Their shop is one oi 
the most beautiful buildings of its kind 
in the deep South. They have a repu- 
tation of 15 years of solid service 
lheir advertising budget is enormous 
Yet despite all this, the owners 0 
\ufford-Kelley Co., Inc., appliance 
dealers of Miami, Fla., know that the 
great volume of sales is a result « 
direct contact with their No. 1 cus 
tomer—the Miami housewife. 

Albert Kelley and Fred A. Aufford 
partners for 15 years, have built them 
three - quarter - million - dollar-a-yeat 
business through a program designe 
to reach housewives of that famed re- 
sort city—for Mrs. Miami, despite t! 
vast army oi tourists 
through her gates, is a very real house- 
keeper and a steady buyer of electrica! 
Many dealers make 
point to specialize in service to 
farmer, to the carriage trade, to th 
newly wedded couple, to the business 
man and to other buyers, but the Aul- 
tord-Kelley program is built 
iround and for the established house- 


Vile, 


who _ ftilte 


~ 


appliances. 


sales 


Naturally, the home economics de- 
partment of the firm is one It 
strongest sections. Headed by Mrs 
Caroline Waters, a full time home 
economist who formerly was employed 
in a similar capacity by the Florida 
Power & Light Co., this department 
has an envious record of service among 
Miami housewives. 

For example, an outstanding innova- 
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MRS. CAROLINE WATERS, staff home ALBERT KELLEY (left) and Fred Aufford, owners and opera- WEEKLY MEETINGS such as this one bring the Aufford- 

economist for Aufford-Kelley, plays an im- tors of the firm which bears their names, built their success on the Kelley sales, service and home economics ‘staffs together for 

portant port in that firm’s merchandising idea of pleasing the housewife. They have been in partnership for beneficial ae, on current merchandising problems. Valuable 
obtained at these meetings. 


1ormous 
yners 


. ¢ the policy of concentrating on the housewife 15 years. coordination 





L 
ha 
result ¢ 
I cos 
tion in appliance circles and typical oi 
A uffor the firm’s accent on pleasing the house- 
wite, is “The Electric Home Arts 
























= a Institute”, a program of demonstra- 
peste tions, lectures, cooking schools and 
weal ty exhibits which the firm sponsors at 
a intervals throughout the year. Stage:l 
7 in their own specially constructed 25 
eal toot by 100 foot theater-type audi- 
Sacenls torium, the institute is a forum where 
be it interested housewives may see the de- 
neage tails of new appliance operation, pick 
Fa up hundreds of helpful household hints, 
- aia learn the secrets of cooking and ser\ 
a. Aad ing meals and hear other vital informa- + : 3 : , F pe a 
hail tion which contributes to easy and ; \ G0ow 
“yas comiortable homemaking. - we 
Attendance High 
nik 
Mrs. Waters, well known to most of 
yy Mrs her audience, conducts the institute and 
e hon gives away occasional gifts, food and 
mplovet small attendance prizes. According to 
Florida Mr. Kelley, attendance averages ap- 
artment proximately 100 daily during the insti- Sed 
onneae tute’ i i rs 
2 two meskes Tun from 10 days" DEMONSTRATING CORRECT methods of packaging for A PRACTICAL LESSON in “how to help o housewife make up her 
—_ "Qe fies qeew ont of a cockins home freezer storage, Mrs. Caroline Waters, staff home economist, mind” is given by Mrs. Waters, home economist, to new salesmen as 
” S easily holds the interest of her audience at the “Electric Home Arts part of the firm’s excellent sales training course. It’s just one more 
(Continued on page 206) Institute.” step in learning how to please the housewife. 
YISING 
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VOLUME BASIS LOWERS COST 
OF RANGE WIRING = vom. suscroom 


Method employed in two high union scale areas highlights study 
of range and water heater practices reported by 111 utilities. 


— ; 
WO bright spots loomed on the 


horizon in the nationwide survey 
of utility wiring policies made 
recently covering 111 organizations. 
They were Chicago and Detroit. 
Both are intensely union towns. 
Nevertheless, it was demonstrated that 
it is feasible to keep wiring costs down 
in the face of high union pay scales. 
On all sides it has been appreciated 
that the creeping cost of range, water 
heater and clothes dryer wiring could 
very well grow into something that 
will stop sales if it is not controlled. 


Volume Basis Lowers Costs 


These industrial areas have reached 
toward a solution by concentrating 
their wiring jobs in the hands of a few 
contractors. The idea is to give the 
contractor enough business so that he 
can operate on a volume basis, and 
keep crews continuously busy. Because 
organization is what does the trick, 
perhaps a run-through of the general 
system followed in Detroit and Chicago 
will be interesting. 

1. The utility spots the jobs for the 
contractor, lines them up so his men 
can do them in 1, 2, 3 order. The cus- 
tomer is told when the workmen will 
be there. 

2. The contractor loads enough stuff 
on his truck to wire four or five homes 
without a call-back. Teams put in about 
this many jobs a day. 

3. The codes are sheared of archaic 
or non-essential items which merely run 
up cost. Material for the average job 
doesn’t cost much over $20, including 
wire, switch and fuses. 

4, After the one-call installation, the 
next man the householder sees is the 
delivery man, ready to plug in the 
range. 

While this arrangement is working 
very well, there remain some angles 
that are still to be ironed out. What 


new houses, where owners ask for this 
utility wiring job, despite the fact that 
they already have a wiring contractor? 


Detroit and Chicago Set-Up 


In Detroit, until now, one contractor 
has received the bulk of the business. 
In Chicago two contractors concentrate 
on the work. Chicago dealers are free 
to grant the jobs to contractor friends, 
and actually from 40 to 50 take wiring 
jobs intermittently. Fact that it re- 
quires at least 100 jobs a month to be 
profitable keeps down the fringe. 

Commonwealth Edison Co. allows 
$34.50 for a range circuit in a single 
family dwelling ; $44.50 for a two fam- 
ily; and $55 for three family. Water 
heater circuit and plumbing allowance 
is $72.50. Some 900 dealers are selling 
under this plan, and 28,000 ranges are 
on its lines. 

Customers in Detroit pay $38.75 to 
have a range wired in. On water heat- 
ers the utility allows $23.75 for wiring 
and $19.35 for plumbing, with a tenta- 
tive ceiling of $45. Clothes dryers are 
said to cost the customer about $34, 
although installation prior to January 1 
was free, 


East 
Average allowance by utilities 
underwriting wiring expense on 
GISEWIE TERGES. 2 occ ccccccecs os $24 
Total installation cost........... 76 
Average allowance percentage of 
total installation cost........... 32 


Reporting on how it was done, 70 
percent of the responding utilities said 
all work for ranges and water heaters 
was performed by contractors hired by 
the customer. Some 14 percent hired 
contractor themselves on a flat rate 
basis. About 4 percent did the work 


oF 
/0 


In the study made this year of 111 
wiring set-ups as reported by local 
utilities it was revealed that the aver- 
age cost to the consumer for installa- 
tion of ranges in 1947 was $49; for 
water heaters, $29. 

This is a jump of 63 percent over the 
1940 figure for ranges, and 81 percent 
higher for water heaters. 

Of the 111 utilities reporting (57.5 
percent of those queried), it was found 
that they represented 17,578,000 me- 
ters, which is 56.7 percent of the total 
domestic number in the United States. 

Wiring expense on part or all of 
ranges was underwritten by 32 per- 
cent of the utilities, who met an aver- 
age of 31 percent of the total installa- 
tion cost. Some 29 percent did as much 
for water heaters, covering 44 percent 
of the installation expense. 

Lowest range wiring costs were: 
Central region, U.S. $45 per unit installed 


Southern 47 per unit installed 
Eastern 52 per unit installed 
U. S. average 49 per unit installed 


On water heaters: 

Central region, U.S. $28 per unit installed 

Eastern-southern- 29 per unit installed 
western 


U. S. average: 29 per unit installed 


Total 

South Central West U.S. 
$32 $24 $39 $22 
719 69 95 71 

1% 35% 4% 31% 


with their own crews. 

The alarming aspects of the report 
was the way that wiring costs were in- 
creasing. To repeat: it costs 63 percent 
more to put in a range today than in 
1940, and 81 percent more for water 
heaters. 


a  - 








to do when a utility spreads beyond U.S 
the area where it is giving this sort East South Central West Average 
of service? How to handle other con- Average wiring cost in 1940 on 
tractors who are attracted by the suc- crs netunatersisenrecens $34 $26 $28 $33 $30 
cess of the pioneers who build up this Average cost in 1947.......... $52 $47 $45 $56 $49 
installation volume? What to do with Increase over 1940. > 53% 81% 61% 70% 63% 
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Here’s what is being done to over- 
come this jump, according to replies 
from the questionnaire: 

17 utilities have in effect contracts 
with electricians to get favorable flat 
rate installation prices. 

13 are subsidizing the cost. 

1l are experimenting with new meth- 
ods and materials. 

8 effect contracts with builders and 
architects of new homes to wire for 
ranges and water heaters. 

7 encourage competitive bidding. 

8 make efforts to revise city codes 
with a view toward modifying unneces- 
sarily rigid regulations concerning 
wiring. 

6 conduct educational wiring pro- 
grams through adequate wiring bu- 
reaus, builders, architects and electrical 
contractors. 

6 negotiate acceptable prices for 
ranges and water heaters so that wiring 
costs will be included in the original 
sales price quoted by dealer. 

4 use promotional advertising with 
lower average wiring cost due to 
volume. 

2 standardize the work. 


How Codes Hamper 


Where city codes hamper activities 
(28 utilities) it was found that the 
most undesirable regulations were the 
“unnecessary” requirements on use of 
rigid conduit and prohibition of non- 
metallic conduit for 220 v. circuits. 

16 utilities stated code held unnec- 
essary requirement for use of rigid 
conduit. 

5 utilities said requirements on wir- 
ing in general too rigid. 

4 utilities stated non-metallic conduit 
prohibited. 

1 utility states codes required un- 
necessary labor. 

1 utility states unnecessary permit 
and miscellaneous fees on new installa- 
tions. 

That progress is being made was re- 
vealed by the fact that 39 percent of 
the meters on the lines of reporting util- 
ities were now wired for 220 v. service. 


An Optimistic Note 


Optimistic concluding note comes 
from H. C. Rice, manager of domestic 
sales, Southern California Edison Co., 
Los Angeles: 

“However, some of the more en- 
lightened contractors, looking forward 
to the day when this type of business 
will be welcomed, are offering to install 
ranges and water heaters at much 
lower prices than were charged two 
ago. Others have adopted the 
same plan without sending out cir- 
culars. We, of course, refer all inquiries 
to these aggressive contractors with 
the result that range and water heater 
sales have been greatly stimulated in 
our territory. Formerly, wiring costs 


years 
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ranged from $75 to $150, so these 
prices represent a considerable reduc- 
tion. 

“There will be sold on our system in 
1947 some 8,000 ranges as compared 
to 5,200 in 1941, the last year in which 
ranges were in good supply and range 
wiring was from $35 to $60. 

“One of the greatest drawbacks to 
reasonable prices on range and water 
heater wiring is due to the varying re- 
quirements of various city ordinances 
as you pass from one political subdi- 
vision to another. A standardized uni- 
form method of range and water heater 
installation would be a great boon to 
the industry.” 


City Codes 


When asked whether the local city 
codes offer a serious problem to lower 
wiring costs, 73% answered “No” and 
25% answered “Yes.” Two percent 
did not answer the question. 

Question: Do the local city codes in 
your area offer a serious problem to 
lower wiring costs? 


*Other arrangements include: 


hired by the customer. 





ee 


Who handles the actual wiring work for electric ranges and water heaters? 


Eastern Southern Central Western Average U. S. 
. No. % No. % No. % °. % No. Ge 
Electrical contractor 
hired by customer... . 15 58.0 14 70.0 30 69.0 18 81.0 77 68.0 
Electrical contractor 
hired by utility, flatrate 6 23.0 3 15.0 5 12.0 1 5.0 15 14.0 
Own crews........... 1 4.0 i a 3 7.0 1 5.0 5 5.0 
Other arrangements*. 4 15.0 3 15.0 3 7.0 2 9.0 12 11.0 
No answer............ ae se 2 5.0 a ea 2 2.0 
. A ee 26 100.60 20 100.0 43 100.0 22 100.0 111 100.0 


Four utilities who split their work between contractors 
hired by themselves on a flat rate basis and contractors 


Two utilities who split their work between their own 
crews and contractors hired by the customer. 


Utilities Replying to Question: ‘‘Do you underwrite part of the 
Wiring Expense for Installation of 


Eastern Southern Central Western Total U. S. 
Water Water ater Water Water 
Range Heater Range Heater Range Heater Range Heater Range Heater 
Penis waite wad ee eee 62% 38% 10% 25% 35% 28% 23% 23% 68% 29% 
ia cian ei iaace- dice tech 38% 62% 30% 15% 65% 712% 171% 11% 32% 1% 
a 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
Average allowance by 
those who underwrite $24.00 $22.00 $32.00 $28.00 $24.00 $23.00 $39.00 $21.00 $22.00 $23.00 
Total installation cost.. 76.00 51.00 79.00 57.00 69.00 51.00 95.00 50.00 71.00 52.00 
Average allowance as 
ercent of total instal- " . 
fetion Dr avcewes eens 32% 43% 41% 49% 35% 45% 41% 42% 31% 44% 


Wiring Costs to Consumer in 1947 Compared with 1940 


Water Water ater Water Water 
_ Range Heater Range Heater Range Heater Range Heater Range Heater 
Average wiring cost in 
ee $34.00 $18.00 $26.00 $14.00 $28.00 $15.00 $33.00 $15.00 $30.00 $16.00 
Average increase..... 18.00 11.00 21.00 15.00 17.00 13.00 23.00 14.00 19.00 13.00 
Average wiring cost in 
Tsscccccceesvecees 52.00 29.00 47.00 29.00 45.00 28.00 56.00 29.00 49.00 29.00 
Percent increase over . U 
errr TT 53% 61% 81% 88% 61% 107% 10% 93% 63% 81% 
aR am TRIE SAI PCCM ROASTS AERSTIC: SSS 5 ORLA atin 





Eastern Region 


Yes No. No. Ans. Total 
5 21 ~- 26 
(19%) (81%) (100%) 
Central Region 
Yes No. No. Ans. Total 
12 29 2 43 
(28%) (68%) (4%) (100%) 
Southern Region 
Yes No. Ans. Total 
5 15 > 20 
(25%) (75%) (100% 

; Western Region 
Yes No. No. Ans. Total 
6 16 a 22 
(27%) (73%) (100%) 
Average forthe U. S. 
Yes No. No. Ans. Total 
28 81 2 111 


(25%) (73%) (2%) (100%) 


220 v. Wiring 


The reporting utilities answered that 
an average of 39% of the meters on 
their lines are now wired for 220 v. 





One utility each who “ . award job to lowest bid- 
der, providing materials at cost,"’ . .. “give contract to 
electrician and bill customer for time and materials. 

Two utilities employ contractors with dealers arranging 
for the work.” 


Ranges and Water Heaters?” 


Average for 


Southern Western U. 
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IN A COUNTRY TOWN it’s a good idea to carry parts for all the standard makes of washers. 


S All Wound Up For Farm Business 


, ipphance sta 
gns oO llen arche t 
ne e the t ll be advised, 
| nto ( K il | t { 
Shop 
Lhe i) it Cy 
kK is va . the 
ural trade during decade in De 
Kalb. There is no denying that he h 
ot been a mainstay in that munity 
n keeping the hom lee turning 
ring the wat ¢ ‘ on 
mting org tio oO 
mot e with a nded setup 
L ar t wing a al t rie 
gre vely sa elas it et 
ervice inded ( t t forth the 
flambovant ra | le ind lla 
alloc ecessary t ) ona 
ale 
As the twig bent so the tree is 
lined, say the prophets. When Cyril 


] 


Kallal came up to Urbana and enterec 


the University of Illinois there was a 
mechan ) t t looked 
good. In it he learned to do wirins 


He Followed the Farmers 


ut of school it natural for him 
to go to work for the Public Service 
Northern Illinois which 
then doing a lot of farm electrification. 
Came the and the Insull 


Co. of 


was 


depression 


debacle, and Cy picked up the pieces 
| started his own business in DeKalb. 
‘l had a little store about 12x15 ft. 
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e next do rtoa leet bus ness,” 
relates ‘lL had been out 


Public 


itural for me to follow them out 


lasing 
ers for Service and it was 
here. 

fact, | signed upa block of farmers 
iat the local utility couldn’t touch and 
they were impressed. I would go out in 
little drawing 
ird, sit down and knock off a wiring 
gram tor a farmer that accomplished 
it he wanted to. I turned the busi 


electrician on a per- 


le country with my 


over to the 


entage basis. I then sold these fellows 
| 
pl al t 
[he bovs in the feed store noticed 
e activities and told their farm friends 
out it. That brought in more walk-in 


Then came the war.” 
Kallal’s had to turn to service wiring 
said that he could 
ive sold $20,000 worth of second hand 
But he refrained, 
he says, because they were all junkers 
that would mean future trouble and he 
lidn’t feel that he would be able later 


to offer $50 as a trade for a $500 item 


' 
s 


o keep going. Cy 


ice cream ireezers 


he had sold a year or two earlier. 
3,000 
calls a year come floating into the busi- 
ness, and Cy Kallal gained a reputation 
as being the man who would jump into 
his car and drive wildly into the night 
to keep the wheels turning over. 

Service men were hard to get and Cy 
had to meet industrial payroll level to 
keep his men. In fact, he says he took 
a $3,000 loss to keep his service depart- 
ment operating. 


Some retrigeration service 


One of the things he started selling 
vas the stoker and he built a tinshop 
around it because so much duct work 
was required. Today the tinshop does 
half the volume of the firm’s business. 
Chis made-to-measure stuff is 
profitable, he finds. 

To keep a big organization function- 
ing Cy worked out a percentage basis 
proposition, paying 60 percent on serv- 
ice and 20 percent on parts. With radio 
he has a deal where the service man 
gets 90 percent of the business. Cy 
doesn’t mind because it enables him to 
sell radio, which is one of the items he 
can get plenty of. 


very 


No Outside Salesmen 


The firm has had no outside salesmen 
since 1940 and has had trouble in 
getting lines even up to now, 

The lines carried are Iron Fireman, 
the Dryant furnace, Coleman oil water 
heaters and floor furnaces, Hotpoint, 
Crosley ranges and refrigerators, Vic- 
tor freezers, Presteline ranges, Sun- 
beam small appliances, Crosley, G-E 
and Sentinel radios. Earnings of the 
firm today are about 50 percent from 
sheet metal work, 25 percent service, 
25 percent from sales. 

In the repair shop are Lawrence 
Sebby on a part time basis, Walt Mau- 
ser takes care of radio and guns on a 
part time basis, Henry Rueff handles 
washers and general repairs. The firm 
has three men in the tinshop. 

\ local delivery service, Eichner’s, 
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Kallal of 
DeKalb, Ill. 
Got His Start 
By Following 
Rural 
Electrification 


Poles 











CY KALLAL got his start by a course in 
farm mechanics at the University of Illinois. 


does the pickup and delivery of appli- 
ances. Incidentally, customers pay for 
delivery and pickups, which reach out 
25 miles in the county. 

Charges are $2 an hour for service, 
with 7¢ mileage and a $2 minimum bill 
Advertising of the firm is built around 
the slogan, “Service Is What We Sell.” 

Handicap of the firm is the fact that 
it is spread over four different loca- 
tions. The greediness of the city 
authorities in plastering the town with 
parking meters denies farm visitors a 
chance to park when they come to 
town, at least in a pleasant, leisurely 
manner. 

Cy Kallal has contact with the trade 
for miles around, and his service record 
should give his salesmen an under- 
standing of the situation of practically 
every bit of equipment in the neighbor- 
hood. He’s not rolling in a sales way, 
as he frankly admits, but is confident 
that ten years of calling on rural trade 
gives him a high potential. End 
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A GLEAMING WHITE KITCHEN is an almost irresistible attraction for shoppers such 
as this Hattiesburg housewife, who listens intently during the salesman’s demonstration. 


A GLANCE INSIDE of the Modern Appliance Co. store shows a well stocked line of 
almost all small appliances, as well as the larger ones. 








LOVE THY 
NEIGHBOR 





























_ AISER C. RUNNELS, 3l-year one time, and once a wholesaler re- rhree years aiter his initial venture, wasn’t letting any opportunities get 
> in old appliance dealer of Hat- fused to sell me six nickel boxes of Mr. Runnels built a new grocery store by him. 
ois. tiesburg, Miss., established snuff because he didn’t want to break on two vacant lots next to his first Hattiesburg, like scores of other 
his business the hard way. Ten years a case. But by staying with it, work- store—and best of all, was able to add American cities and towns, went 
ago he came out of a CCC camp with — ing alone from six in the morning until a line of electrical appliances. He did through a wartime boom of unprece- 
pli- $42 and a firm knowledge of what he nine at night and eating my noon meal well with the new merchandise because dented proportions. Home of the giant 
hee wanted to do. Today, as owner of the [rom a can, the store finally began to by this time, the great buying boom in army post, Camp McClellan, where 
“a Modern Appliance Co., 1011 River pay off.” appliances had begun and Mr. Runnels hundreds of thousands of troops were 
Avenue, he counts his assets at almost trained, the city’s business broke all 
how $100,000 and has made a name for records during the war years as hun- 
vill himself throughout the southeast Mis- dreds of newcomers, army families and 
und sissippi trading area as a leader in the workers took up residence in the area. 
1." sale of electrical equipment. When the war was over this vast army 
hat But it wasn’t always that way. Look- of new buyers left the town and Mr. 
ia, ing back over his experiences now Mr. Runnels, along with almost every 
rite Runnels can point to one or two out- other Hattiesburg merchant, was faced 
vith standing planning moves which he with a heavy loss of customers unless 
“— made, as factors in his success and as something was done about it. Mr. Run- 
to an object lesson to many another dealer nels did something. 
nae in a similar situation. “In the first place, I knew we had 
: “T couldn’t go into the appliance to keep traffic coming into the store 
- business on $42,” he explains, “yet that if we were going to keep up our sales,” 
ord was my goal. So I went at it ina he recalls. “That’s where the grocery 
7 round-about way by going into the end of the business came in again. We 
ally grocery business. I had a one-room expanded it into a super food store and 
og store for which I paid $18 for the first joined it on to the appliance business. 
ay, month’s rent and $10 down on some FROM A MODEST BEGINNING these flourishing business houses grew. Now the In our ads in the daily papers, food 
lent groceries. I never was able to buy super food store on the left and the appliance store next to it are among the outstand- store specials and appliances were 
ade more than a half a dozen items at any ing trading centers on River Avenue in Hattiesburg, the result of one man’s vision. (Continued on page 224) 
ind 
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PRESENTATION 








BECOMINGLY STYLED HAIR—“A woman's hair is her crowning glory”—it should 
be kept neat and have a well-groomed appearance at all times, as shown by Powers model 


Eleanor Flournoy 

















PROPERLY APPLIED COSMETICS—Cosmetics used subtly to emphasize and enhance 


is another step in fastidious grooming required for a successful demonstrator, says Miss 


Rowan (right 














SUITABLE CLOTHES—Aa afternoon dress 
or tailored suit suggests time-saving and 
release from household drudgery in demon- 
strating appliances such as the automatic 
washer, cleaner or ironer. 
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POSTURE ALIGNMENT —Hold a ribbon 
to ear lobe and stand erect to check posture 
—if ribbon falls through center of shoulder, 
hip, knee and ankle, the result is perfect 
posture alignment. 








AIDS 


For a SUCCESSFUL 
DEMONSTRATION 


The last three lectures in the Demonstration Tech- 


nique Course given by The Electrical Women’s 


Round Table, Inc., N. Y. at Hunter College, takes 


up the subjects of personal presentation, demon- 


stration aids and organization. 


Fifth of a series 


By ANNA A. NOONE 


BELIEVING that personal appear- 
) ance—good grooming, posture, 
poise, makeup, good speech habits and 
a healthy mental outlook are as import- 
ant in learning to be a successful dem- 
onstrator as the mastering of the actual 
techniques of handling appliances, The 
Electrical Women’s Round Table, Inc., 
secured Miss Sarah Rowan of the 
Powers School of Modelling to give the 
Demonstration Techniques class some 
basic information on the subject in her 
lecture, “Personal Presentation.” 

“Selection of clothes suitable for the 
demonstration is a prime considera- 
tion,” Miss Rowan said. “With some 
appliances, such as automatic washers, 
ironers and cleaners, an afternoon 
dress or a tailored suit is highly de- 
sirable, suggesting the outstanding 
selling features of these appliances— 
time-saving and release from household 
drudgery. 

“Where food preparation is involved, 
pastel colored sport dresses are a 
better choice. Some food demonstrators 
prefer the clinical white. In any case, 
the dress should be well tailored, well 
fitted, well pressed and spotlessly clean. 


Use of Cosmetics 


Properly applied cosmetics, used 
subtly to emphasize and enhance, is 
another consideration. “Proper make- 
up, in the Powers sense, is really ‘make- 
down’,” Miss Rowan said. “The aim 
is to look natural, not ‘made-up.’ ” 

An observation on this subject made 
by Miss Rowan which might be of 
help, especially to demonstrators who 
work in large auditoriums, is the fact 
that far too many women wear lipstick 
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and do nothing to their eyelashes or 
eyebrows. This lip emphasis has a 
tendency to throw the eyes into sha- 
dow, giving them a faded, old appear- 
ance. “Eyebrows should be like well- 
tended gardens,” counseled Miss Ro- 
wan. “Eyebrows plucked to a fine thin- 
line are absolutely taboo, because they 
are not natural. Mascara should be 
applied sparingly with a brush and to 
the actual hairs—no lines painted on 
skin. A trick for subtle mascara ap- 
plication is to have the brush moist, 
not wet.” 

Lipstick, for best results, should be 
applied with a brush. This may seem 
difficult at first, but once the knack of 
using a brush is acquired, you have a 
softer, more natural looking effect. 

Well-kept hair, becomingly styled, 
is another important attribute of good 
grooming. “A woman’s hair is still 
her crowning glory,” Miss Rowan said, 
“and it can make or break her in busi- 
ness. It should be kept neat, and should 
have a well-groomed appearance at all 
times.” 

Once makeup has been applied, a 
dress put on, and the hair done, the 
best thing a demonstrator can do is 
to forget about them completely. Ner- 
vous gestures such as smoothing down 
a skirt, pushing back a lock of hair, 
should be avoided at all costs. 


The Posture Problem 


And to carry out the theme of per- 
sonal presentation as part of a product 
presentation, the demonstrator should 
give serious thought to her posture. 
A graceful walk and carriage encour- 

(Continued on page 228) 
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closeup of the finished product. 





PIE CRUST TRAY—set up with flour, salt, short- 
ening and water all measured out to make pie crust 
preparation look easy. The rolling pin is wrapped 
in pastry cloth. 


A WELL-EQUIPPED PLATFORM —An immacu- 
late, well appointed kitchen with a trained assistant 
and a maid are all aids to successful demonstration. 


) REDICTING that television will 
be a big new interest in appliance 
demonstration, Mrs. Florence P. Han- 
ford, home economist, Philadelphia 
Electric Co., in her lecture on “Aids for 
a Successful Demonstration,” said: 
“With approximately 175,000 Ameri- 
can homes now equipped with television 
sets, and the prediction of an increase 
to 750,000 by the end of 1948, televi- 
sion is a natural as a home appliance 
demonstration medium.” 

However, when the industry awakens 
to the potentialities of television for 
bringing appliance demonstrations 
right into the user’s home, new tech- 
niques in demonstration will have to be 
developed, according to Mrs. Hanford, 
who has been appearing in cooking 
demonstrations on the Philadelphia 
Electric Co.’s television program for 
dealers, 

For instance, Mrs. Hanford has 
found in her television cooking demon- 
strations that it is necessary to prepare 
most foods in duplicate. The continu- 
ous working sequence required in tele- 
-asting allows no time for actual baking 
ind roasting processes, so after the 
iood has been shown in process of 
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DEMONSTRATION TELECAST—Mrs. Hanford is shown giving an 


actual television demonstration as the camera moves in to get a 
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preparation, it is necessary to have 
available for immediate display, a 
finished product to show the end result. 

“Television studies at present have 
no facilities for preparing the food, 
so it must be prepared in kitchens away 
from the set, and carried to the stu- 
dios,” Mrs. Hanford declared. “All 
demonstrations for televising must be 
rehearsed in advance of the actual tele- 
cast. Two cameramen follow the ac- 
tion—one takes closeup shots and fol- 
lows the demonstrator right to the point 
of operation at the range, refrigerator 
or preparation table; the other takes 
long shots.” 


Manipulative Skill 


Mrs. Hanford has found manipula- 
tive skill of the greatest importance in 
telecasting. There is less oral ac- 
companiment in a television demon- 
stration than en a stage. So, the dem- 
onstrator must be clever with her 
hands,—she must be quick and she 
must be accurate. A mistake cannot 


be explained or laughed off—it must 
be passed over quickly and the action 
continued. 

In television a demonstrator must 
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USE A MIRROR —Wherever possible, on a platform or in a store, 
a mirror is indispensable as an aid to successful demonstration. 





also learn to work within a limited 
area—within the bounds of the cam- 
era's field of focus. And there is no 
color, so the demonstrator has to de- 
pend on size and texture, lights and 
darks. 

“Last but not least,” Mrs. Hanford 
added, “television is hot work—it is 
very hot under the lights. Substitu- 
tions for foods that melt in warm tem- 
peratures must be found. Mashed 
potatoes, for instance, make a good 
substitute for ice cream; cheese takes 
the place of cubes of butter; and 
creamed cheese for whipped cream. 


Regular Demonstrations 


For regular demonstrations, at 
which Mrs. Hanford is also expert, she 
suggests a mirror as an indispensable 
aid. “Use a mirror wherever possible,” 
she said, “on a platform or in a depart- 
ment store corner. The bigger the 
better,” she added. “And it’s a simple 
matter to ask the audience to watch 
the mirror before starting the demon- 
stration.” 

Hearing what is said comes next in 
importance to seeing what is done, in 

(Continued at bottem of page 228) 
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MISS HELEN SMITH 
Assistant to the Dean 
College of Home Economics, 
Syracuse University 


c<? ‘HE first point in being a suc- 

ful lecturer-demonstrator is to 
know your weaknesses. If you know 
the mistakes you are likely to make, 
you can plan a demonstration that will 
force you to avoid these mistakes or 
that will provide crutches until you 
have developed the necessary skills,” 
said Helen Smith, assistant to the 
Dean, College of Home Economics, 
Syracuse University, in her lecture 
“How to Develop a Lecture and Or- 
ganize a Demonstration.” 

“Practically everyone new to the 
field of demonstration has stage fright 
to some extent at first, so don’t let that 
get you down,” Miss Smith advised. 

“Like a story or play, a demonstra- 
tion has a beginning, a middle (or 
presentation) and an end. In the be- 
ginning, if the demonstrator plans to 
say or do something that will identify 
her to her audience as a friend, this 
introductory business can serve two 
purposes—set the scene for what’s to 
come; and carry the demonstrator over 
the rough period of initial nervous- 
ness.” 

If your memory is bad (and whose 
isn’t in the throes of stage fright?), 
Miss Smith suggests three kinds of 
notes : 


1. A set of recipe cards for demonstrations 
involving food. One card for each tray. 

2.°A set of procedure cards. These cards 
may contain only a single word—-a clue to 
the next subject to be discussed. On the 
other hand, they may also contain a detailed 
time-sequence of the entire operation. 

3. A set of cards with things to say when 
you have forgotten what you were originally 
going to say. (The more cards of this nature 
the better.) And don’t be sneaky about them 
—have them out in the open. The audience 
won't mind. 


Start With the Finish 


“The next important step in plan- 
ning a demonstration is te know what 
the conclusion will be. This may seem 

(Continued on page 230) 
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labeled “Coffee-Make 


r Headquarters” of Akron, 


Victor's, Inc., Akron, 
O., built a reputation 
with this one appliance 
that is drawing traffic 
for major appliance 
sales 


Sta k of irtons holding milar 
merchandise stand in warehouse and 
louble parar¢ torage pace y ou’ll 
get the idea even more clearly when we 
tell you that distributors, such as Gray- 

r Electric, In tell around that 

if Victor’s doesn’t carry this 
ttee-maker part, no one this part 
the country has it!’ 

Several hundred complete units 

onthly not an unusual volume in 

is merchamlise, according to Odeh 

‘The beauty of it said Odel 

that customers who enter my store 
first of all, to buy a coffee-maker or re 
place a part LV i broken bowl 


nger to exat ther merchandise 


ippliances tor instance 


They Sell Themselves Up 





Odeh’s stock, that runs into hundreds of cartons of parts 





Only a small! store, Victor's, Inc., is 
Ohio—this is but o portion of N. “Victor” 


DEMONSTRATIONS . . . sastore disptoys ore always prominent 


at Victor's too. Here Odeh demonstrates a coffee-maker to a customer. Later he may 
be demonstrating a major appliance to the same customer. 


‘ae => \1 fa 


CUSTOMER FILE » « « A card file system, list- 


ing name, address and parts or complete units of coffee-makers 
bought at Victor's was started years ago, and has been used for 
direct-mail and other promotion efforts 


according to Odeh. 


1undre of dollars being spent here. she moved, had an opportunity to sell land, due north of Akron, began tele 
lor one example, a housewife who had _ that refrigerator, and came in to buy’ vising last December.) Odeh earl; 
~oked everywhere for a coffee-maket a larger model with a freezer compart- _ resolved to cut himself a slice of t! 
owl that I finally supplied for her ment. This ran into $200 and $300 very profitable receiver retailing bu 
ressed a great deal of gratitude. sales, you see.” ness. A substantial display of sets lin 
s r is back, this time to \s this is written, Akron and area a store wall. 
refrigerators. She bought \omeowners are climbing on the tele- “Yesterday I delivered a televisi 
ipartment. Recent! sion bandwagon. (WEWS, Cleve- (Continued on page 98) 
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WINDOW DISPLAYS . . . Acttut window di 


plays of coffee-makers, with torn-down units showing all parts, hove 
been a big aid to customers who want to point out a part needed, 
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RECORDS ACCOUNT for $100,000 in sales, THE LOCATION is out of the high rent district 
and Jay's considers them as staple as groceries. and yet within a couple of blocks walk of it. 


| ey, TIMELINESS 


ls a Bargain 


: Jay's of Peoria believes in tailor-making 





2 ges aes 
a = 


* 
FS 
— 
% . 


hn ——® , all its propositions to fit the moment 


of J. N. Jacobson at his office in the appliance business are telling up as follows: 
at 530 S. Adams, i i ; same story the sec i : 
at 3 \dam in Peoria, Ill, the same story the second time. 83.7% own mechonical refrigerators. 
a copy of Nathaniel Hawthorne’s If you should doubt him, Mr. Jacob- 98.5% own radios. 
book called “Twice Told Tales.” For son can wrestle up statistics and reveal 84.1% own washers. 
76.2% own cleaners. 


4 SA HERE should be on the desk here is a gentleman who believes we that Peoria’s 120,000 customers stack 


HUMIDOR 


MONDAY ONLY 


Add to this the interesting informa- 
tion that there are twice as many retail 
outlets for appliances as before the war, 
waiting for that wave of demand, all 
from the average paycheck of $56 a 
week. 


USE TED AS 


RECORD CABINTTS $9 
HERE ARE le “All of which sums up,” says Mr 
ECIFICATIONS: ‘ Ss 
- ae Jacobson, “to the fact that you have 
Biende as Mahogany f iau 


to be timely, ingenious and truly in- 
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CELLARETTE Cheice Veneers of 
Fine Woods teresting in the way you present your 
inches High merchandise to attract the demand 
1 ceca 29 Inches Wide your store is entitled to. Just price, 
a ae | Sees Say plus object, won’t do it any more 





Big Compartment Holds 


20 Records in 4 Divisions (that is, soon).” 





st THEM A 
sage 2 Heavy Pancied Beers 

low dis- Merchandising 
hove vse TwEM A Tapered Fluted L ae rs 
* inp TaBiES tei ack Mr. Jacobson proceeded to give a 


needed, sample of what he meant. For three or 


four years everybody has been buying 


BRING A TRIEND AND 

SPLIT TOUR PURCHASE 
USE THEM AS . <i 
MUMIDORS 

















LIBERAL his head off on records. Every house 

n tele- Caeser tas teems with them, and Junior is con- 

early a Oe andl ee ee, stantly breaking some that have been 

of the 9659p : Oe laid in a chair. How about a cabinet 

e busi- : 2 in which to put them? Ha, try and 
ts lines get one. 

P - ae = . —o 
' JAY’S HAS BEEN a consistent advertiser. Baal Realizing the need, Mr. Jacob nae 
on Notice how the firm bucks the mail order scared up a supply, priced to sell 


houses and offers tailor-made propositions. AGAIN washers of all makes are beginning to be seen side by side. (Continued on page 212) 
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CLAUDE H. WOLFE, head of the big 
appliance store which bears his nome, is 
known as a civic leader in Orlando as well 
as a top-notch business man. 











THE EFFICIENT SALES and service organization of Claude H. Wolfe, Inc., has made the name of the Orlando dealer one 
of the foremost in Central Florida. Some of these employees have been with him since he started business in 1928. 


The PROFITS 














NEW TECHNIQUES in ironing are demonstrated by Mrs. Stalnaker, home economist, who is a graduate of sev- 
eral manufacturers’ schools 


H Orland: Fla.) Morning 
Sentinel for Nov. 12, 1947 con- 
tained approximately 240 col- 
Of this amount, 84 
re devoted to write-ups, ads, pic- 
tures, editorials and descriptions of the 
business operated by Claude H. Wolfe 
pioneer merchant of the city. A three- 
lumn cartoon on The Sentinel’s front 
page topped off this tribute to one of 
Central Florida’s outstanding electrical 
ppliance dealers 
Now, when an appliance dealer pro- 
vides the subject matter for so much 
newspaper space, there’s a reason. Ad- 
vertising? Yes, but certainly more 
than that, since few dealers anywhere 
have been able to garner one third of 
4 newspaper’s space even with lopsided 
advertising budgets. The explanation 
lies in the fact that Mr. Wolfe himself 
is something of an Orlando institution 
and he has been able to project his 


olumns 
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ersonality into his business. 

Mr. Wolfe sums up his success with 
me word—‘“service.” And that very 
ell explains it except that the kind of 
service Mr. Wolfe is talking about is 
two-fold-service to his customers and 
service to his fellow townsmen. Both 
ave been a prime object with him 
since he came to Orlando 20 years ago 
as a youngster on his first business 
venture, and both have paid off hand- 
somely in the years which followed. 


A Good Example 


“Claude Wolfe is a good example of 
the profits of service,” an editorial in 
The Sentinel points out. “People like 
to deal with him.” 

The big building occupied by Mr. 
Wolfe’s firm at 19 East Washington 
St. in Orlando, is a monument to his 
ideal of service. The fact that he ex- 
pects to maintain a volume of sales of 


from 25 to 35 percent over last year, is 


proof that the ideal is a good one. Mr. 
Wolfe is a key dealer for Frigidaire 
and Bendix appliances. His other 
major lines include Youngstown kitch- 
ens, Frogil heaters and Stromberg- 
Carlson radios. 

To serve his customers, Mr. Wolfe 
maintains a complete sales and service 
organization of 25 personnel, a fleet of 
eight trucks, a commercial department, 
a home economics department with two 
demonstrators, a gift department, a 
clerical department and a branch store 
in nearby Kissimmee, Fla. The sales 
organization, headed by Leron E. 
Toole, sales manager, is composed of 
veteran salesmen who have been espe- 
cially trained for operating in the Or- 
lando territory. Sales accent at present 
is being placed on air conditioning, 
commercial refrigeration, electric 
kitchens and home laundries. Special- 
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Serving your fellow townsmen 
can be as important a factor 
in business success as serving 
your customers, according to 
Claude H. Wolfe, one of cen- 


tral Florida’s major dealers 


By A. B. WINDHAM 


ists in each of these fields set the pace 
for the organization. 

“Refrigeration has become one of 
the major sections of our business,” 
says Mr. Wolfe. “Here in Orlando, 
both business men and home owners 
have been quick to adopt electrical re- 
frigeration as the most economical for 
the preservation of all types of fresh 
or perishable foods. We deal in all 
types of such equipment and today are 
selling reach-in refrigerators, beverage 
coolers, meat cases, ice cream cabinets, 
home freezers and all kinds of con- 
densing units for walk-in coolers. Our 
customers include markets, grocery 
stores, soda fountains and other busi- 
ness houses as well as_ individual 
homes.” 

The home economics department, 
manned. by two pleasant and highly 
trained workers, is a feature of the 
store. Mrs. Mamie Bardwell and Mrs 
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AVAILABLE 24 HOURS a day for almost immediate action to meet calls for adjustment or repairs to equipment sold by the 
firm, is this fleet of seven trucks, manned by 12 trained electrical technicians. 


of SERVICE 


Billye Stalnaker are both graduates of 
home demonstration ceurses conducted 
by Bendix, Frigidaire and Youngstown 
kitchen unit manufacturers, and are 
thoroughly cognizant of the needs of 
Orlando housewives. 


Demonstrations Staged 


“The services of our home econo- 
mists are available, through appoint- 
ment, at any time,” says Mr. Wolfe. 
“They continually stage demonstra- 
tions for homes, clubs and in stores. 
Our demonstration kitchen, located on 
the balcony of the store, is fully 
equipped with every modern device to 
make the electrical kitchen more effi- 
cient and more beautiful.” 

A complete card index file system 
keeps accurate record of maintenance 
on more than 25,000 pieces of electrical 
equipment sold in Central Florida by 
Mr. Wolfe’s firm. In this special serv- 

e file, a card for every electrical 
appliance sold by the company, regard- 


FULLY EQUIPPED WITH every modern device to make the electrical kitchen more efficient and more 
beautiful, this demonstration section is located on the open balcony and is a feature of the store. Mrs. 
Stalnaker, left, and Mrs. Bardwell are the firm’s home economists. 
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less of its size or purpose, is kept. The 
cards show the name of the customer, 
a description and serial number of the 
appliance, the date of sale, delivery and 
installation, and pertinent information 
which tells the reader at a glance what 
has been done to or for the appliance. 
This card index system is credited by 
Mr. Wolfe as a customer service of 
the highest importance. 

Nelson E. Odom is service manager 
for Mr. Wolfe. He heads a staff of 
more than a dozen highly trained tech- 
nicians who provide service for Or- 
lando residents 24 hours a day, seven 
days a week. 

“The service and repair department 
has been an integral part of the firm 
since it started operations,” says Mr. 
Odom, who has been with the company 
since its opening. “We have one or 
more men ready at any time of day or 
night to give prompt and skillful treat- 
ment or service to any piece of equip- 
ment being maintained by the company. 





We have specialists in heaters, for 
refrigeration, for plumbing installa- 
tions or for general service. In this 
department as well as throughout the 
entire organization, preference is given 
to veterans of World War II in em- 
ployment.” 


Other Service Important 


So much for customer service. But 
the unique part of Mr. Wolfe’s success 
formula lies in his service to his fellow 
townsmen. Civic pride and participa- 
tion in civic responsibility has been a 
policy with him since he started busi- 
ness. Mr. Wolfe is modestly reluctant 
to talk about himself, but the facts 
nevertheless can be gained from perus- 
ing the editorial in The Sentinel, which 
reads in part: 

“Claude came to Orlando in 1928 and 
immediately threw himself into civic work. 
It wasn’t many years before he was Orlando’s 
most busy and most popular young man. 
When someone needed something, they 

















called on Claude .. . His civic work kept 
him out of his office many, many hours. He 
was away from home night after night, sit- 
ting with this or that committe on this or 
that civic job. It was demanding work but 
how his b kept growing and 
growing in pace with his public service ac- 
tivity... The war didn’t deal kindly with 
Mr. Wolfe’s business. Most of the equip- 
ment he sells were impossible-to-get items 
during the days when guns and tanks were 
more important than new Frigidaires . . . But 
Claude knew that one day the war would 
end and that business would return to nor- 
mal channels. So he didn’t close his shop. 
He kept a high grade service department in 
operation to take care of the people who 
bought from him prior to the war... He 
had no goods to sell so he sold service.” 


Mr. Wolfe was twice president of 
the Orlando Junior Chamber of Com- 
merce, president of the Greater Or- 
lando Chamber, vice-president of the 
Orange Memorial Hospital and of the 
Central Florida Exposition, and ac- 
cording to the editorial “no man in 
Central Florida has done more to fur- 
ther the cause of the Boy Scouts of 
America.” It was this devotion to pub- 
lic service which the editorial writer 
had in mind when he penned that one 
significant sentence: “People like to 
deal with him,” 


Building Is Showplace 





The handsome new store which Mr. 
Wolfe opened in November, 1947, is a 
showplace in Orlando. Wide display 
windows face the street to permit the 
showing of all latest types of electrical 
equipment. One side of the main floor 
is devoted to executive and adminis- 
trative offices of the firm, and sales and 
conference rooms. Back of the offices 
are large, well equipped, well stocked 
service and storage rooms. A display 
gallery extending approximately 70 
feet to the rear of the store building 
is filled with the latest models of 


appliances. 

Mr. Wolfe has built well for the 
future—both in his ideal of service 
and in his place in the community. End 









COMMERCIAL REFRIGERATION is an important department of the 
Wolfe business. K. R. Williamson, in charge of commercial sales, demon- 
strates one of the big Frigidaire units handled by the firm. 
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NE of the brightest spots in the 
O picture of American electrical 

progress during recent years is 
the city of Nashville, Tenn. A strong, 
integrated plan of advertising and sales 
promotion by the Nashville Electric 
Service, to convince its co-owner sub- 
scribers of the benefits of using more 


electrical appliances, seems to be 
chiefly responsible for the spectacular 
climb in electric power use. 

In Nashville and the rest of David- 
son County, which the Nashville Elec- 
tric Service serves, electric power con- 
sumption has jumped from an average 
residential use of 2,497 kw.-hr. annu- 
ally, as of Dec. 31, 1945, to its latest 
reported 3,239 kw.-hr. annually as of 
Sept. 30, 1947. These figures, fur- 
nished by William D. “Bill” Hall, sales 
promotion manager of the organiza- 
tion, represent a gain of 364 kw.-hr. 
made during 1946 and 378 more kw.-hr. 
added during the first nine months of 
1947, During tl 
Nashville’ 


is period of growth, 
aah ; 
ential electric con- 
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sumers increased from 56,566 to 62,- 
731. This residential list, according 
to Mr. Hall, is entirely clear of bor- 
derline commercial accounts and is 
established in a ratio of approximately 
six residential accounts to one com- 
mercial, a factor which makes Nash- 
ville’s reported average annual resi- 
dence kw.-hr. use seem somewhat lower 
than in communities where residential 
lists are less carefully classified. 


Program Aim Explained 


The sales promotion and advertis- 
ing program, which is credited with 
bringing about this substantial gain in 
the use of power, is one aimed directly 
at getting more electrical appliances 
into every home in the Nashville area. 

“No single factor is responsible for 
the success of this program,” says Mr. 
Hall. “Every phase of the program 
is aimed at bringing our customers the 
electrical benefits they want now— 
today and tomorrow—not in the vision- 


ONE OF THE OUTSTANDING PROMOTIONAL cctivities staged dur- 


ing 1947 by the Nashville Electric Service was this demonstration meeting 
featuring home freezers. Widely advertised in the newspapers and over radio, 
the meeting drew an audience of more than 450 housewives. William D. 
“Bill” Hall, sales promotion manager of the utility, is addressing the group. 


ary future. We sell our customers on 
the basis of their immediate needs for 
up-to-date kitchen appliances, proper 
lighting and other electrical equip- 
ment. This assures us of that basic 
element of customer confidence in 
things electric as we go along, and this 
is the factor upon which next year’s 
sales are built. We know buyers be- 
come better electric customers and big- 
ger users of appliances because of dem- 
onstrated success with their own elec- 
trical equipment. Yes, and they’re go- 
ing ‘all-electric’ as fast as their pocket 
books and slow appliance deliveries will 
permit, too!” 

A look at the Nashville Electric 
Service advertising program, adminis- 
tered by Mr. Hall with the assistance 
of R. F. Linsert, advertising man- 
ager, points up this common sense ap- 
proach to the problem of selling. A 
generous promotional budget blankets 
the Nashville market with newspaper 
and radio advertising, as well as a full 
showing of billboards and bus cards in 
the city area. Hand tailored monthly 
bill-stuffers supplement these media. 
In fact, there is little escape from this 
din of electric publicity which reaches 
the Davidson County public. All of 
it seems to be down-to-earth, prac- 
tical, reason-why selling that tells 
people why they should own a re- 
frigerator, water heater or range, and 
all of it is attuned to the needs of to- 
day which have sprung from the pent- 
up wants of yesterday. 


Program Gets Results 


The fact that this advertising and 
sales promotional program is getting 
results, is confirmed partially by the 
fact that Nashville appliance dealers 
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are selling their wares at a rate more 
brisk than ever before. The record 
stands out as brilliant compared with 
many other localities in similar areas. 
This record has been achieved by 135 
electrical appliance dealers in Davidson 
County working in close cooperation 
with the Nashville Electric Service, 
which sells no major appliances. 

A look at this record is convincing. 
As compiled by Mr. Hall it shows, for 
example, that during the period from 
Jan. 1, 1946, to Sept. 30, 1947, Nash- 
ville appliance dealers sold 8,005 elec- 
tric refrigerators, 7,273 electric water 
heaters and 7,172 electric ranges. In 
a city of approximately 175,000, with 
only a few small nearby towns, this 
obviously “ain’t hay.” 


Consider the Supply 


The figures cited, covering a 21 
month period, represented top sales 
volume obtainable on refrigerators and 
ranges, because of insufficient alloca- 
tions to the Nashville market, accord- 
ing to Mr, Hall. At the same time, he 
points out, a gain of 142 percent was 
shown for this period on sales of 
7,273 electric water heaters, which 
were in fair supply, as compared with 
the previous fastest selling 21 month 
period in Davidson County when 3,040 
were purchased. Using an average 
base of 60,000 residential customers, 
he calculates, these recent sales in- 
dicate that 134 percent of Nashville 
Electric Service subscribers have pur- 
chased refrigerators, 12 percent have 
purchased water heaters and 12 per- 
cent have purchased ranges since Ja: 
1, 1945—this despite the fact that 
Nashville boasted a 71 percent use of 

(Continued on page 222) 
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HOW TO PATCH UP 


Damaged Radio 


Cabinets 


Philco Expert Gives Tricks of the Trade, 


Materials 


BOUT one appliance in ten gets 
A damaged in some way. With 
radio, it is serious as its hand- 
someness as a piece of furniture is one 
‘f its important selling points 

\ breakdown of what causes these 
things to happen would probably re- 
veal three sources of trouble: 

1. Damage during shipment. 

2. Damage while unpacking. The 
cartons are stapled together, and car 
tons must be removed carefully to 
void scratching the cabinets with sta- 
ples 

3. Customer damage, caused by 
raking with diamond rings, scratching 
with buttons and burns from cigar- 
ettes 

4. Damage from dropping, water, 
etc. 

“Generally speaking,” said Fred 1 


and Equipment 


Needed. 


Notz. who does the refinishing work 
for Philco Distributing Corp. in Chi 
cago, “the. dealer takes a licking on a 
damaged radio, as he tries to forget it. 
He will take a $10 to $20 loss to move 
it. I think if he knew how easy it is 
to repair radio damage, he would find 
it more profitable to do the work him- 
self.” 

In the Phileo Chicago workshop, 
which is excellently lighted, Mr. Notz 
proceeded to tell about the kind of 
damage that came in to him and how it 


vas treated. 
What Happens in Accident 


1. Corners knocked off. This doesn’t 
ccur very often but the Notz formula 
is to drive brads into the damage spot 
to form a backbone and to build up 


the missing wood with plastic wood. 











TESTIMONIAL TO TELEVISION 


A Philco television set, damaged in shipping, was sent over to the workshop of 
Fred J. Notz the other day, to have the finish repaired. Curious to see how it 
worked, the repair men hooked it up to a 6 ft. piece of curtain rod. Inside, and 
without ground, it gave a perfect performance. Candid camera shot does not 
give details of image, but shows it in operation. 
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MEET FRED J. NOTZ, Chicago expert in repairing damaged radio cabine*s 


Chen it is refinished. If you just tried 
to fill it out with plastic wood, without 
driving in any nails to give it strength, 
this would dry and fall off, according 
to Mr. Notz. 

Scratches. These are the most 
common damage. If light, this can be 
rubbed out with rubbing compound. 

se sure not to rub too hard or you will 

take the entire finish off, says Mr. 
Notz. If the scratches are too deep you 
must first, with a hot knife, stick on 
compound as will be described under 
dents. You need a knife to repair this 
sort of a job, and it is just made from 
an old hacksaw blade. Ordinary knives 
aren’t any good because they don't hold 
heat. Fred Notz has two knives sharp 
ened at the end, and with the edge at 
an angle. He uses an electric heate: 
but says that the dealer can heat them 
over an alcohol lamp just as well. For 
a dent you take stick shellac, which 
you can buy from a woodwork refinish- 
ing house (Star or Wagner-Miller in 
Chicago) and with a hot knife cut off 
enough to fill up the hole. Then you 
take 9-0 sandpaper with a little oil on 
it and sand the fill down smoothly. 
Take rubbing compound and go over it 
next. The job is finished by using a 
clear lacquer which is sprayed on. 
Never use varnish, advises Fred Notz. 
Varnish has a harder finish and takes 
longer to dry. For the final finish, 
Fred Notz uses a “Nu-Glo” finish 
which is also sprayed on. 


Dissolve Cracks 


3. Cold checks. These are prominent 
in stores where radios are often hauled 
out of a cold warehouse. There is also 
such a thing as a heat check caused by 
setting a radio too near the hot radi- 
ator. Fred Notz first takes alcohol on 
a piece of cheesecloth and rubs it to 
dissolve the finish. Then again he 
takes No. 9-0 sandpaper and goes over 
it lightly. Next is applied a wood 
sealer, sprayed on. Sandpaper again. 
Then he goes over it with rubber com- 
pound, also applied with a cheesecloth. 
The rubbing compound is washed off 
with cold water on a cloth which takes 
off the muck from the rubbing com- 
pound and hardens it up. He sprays 
lacquer over it, and finally, Simonizes, 


Heat checks are treated the same 
way. Fred Notz advises dealers not to 
store radios against anything hot. 
Modern radios are put together chiefly 
with glue and a few screws and over- 
heating will loosen the glue and cause 
them to fall apart. 

4. Warpage. One of the things that 
will stop a customer quick is a door 
that is warped. Doors must work easily 
ifa job is to be sold. The Notz tech- 
nique is to work on the hinges. You 
can take the hinges off and reset them 
and make the door work freely, and 
the customer will never notice if the 
hinges stick out a quarter of an inch 
or so. 

“People look down on a radio while 
standing up. The top lines of a door 
ire very important,” said Mr. Notz. 
“The hinges in their position pass un- 
noticed.” If the door is too bad, Mr. 
Notz does not hesitate to take a plane 
and plane it down to size. Then he 
stains, seals, lacquers the job and puts 
it back on the radio, 

“Remember, after you put on a seal- 
ing coat, go over it with No. 8-0 sand- 
paper. Also remember, that gumwood 
takes a lot of seal.” 

5. Veneer trouble. Sometimes the 
veneer will raise up. The answer is 
to take a sharp knife and cut it in the 
middle, raise up each section and put 
in a lot of glue. You put it in with a 
brush, press down both sections. Then 
you lay an oiled paper over the part 
treated. This is oiled, to prevent stick- 
ing. Put a block of wood over this and 
let the job dry. After the job is fin- 
ished you may have to sand away the 
rough edges and seal it up much as you 
would a scratch. 

6. Open joints. This is due to the 
glue coming loose. The Notz tech- 
nique is to open still more, glue and 
clamp them in position. 

7. Burns. This is one thing that the 
refinisher dislikes, says Fred Notz. In 
the first place you have got to take a 
knife and scrape away the burn down 
to the white wood, then get your stick 
lacquer and build it up again, then re- 
finish like a scratch. You must go at 
this easy because the burned place will 
spread if not handled lightly. 
(Continued on page 86) 
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Demonstrating 
The Westinghouse Range Timer 


It’s Simple, It’s Easy, and Takes Only a Twist of 
the Wrist, Says Jean Jeppeson, Home Economist 





One of a Series 








ELIEVE it or not, Miss Jean Jeppeson, who degree in home economics at Ohio State and 
it stepped out of the Westinghouse test kitchen worked in Chicago and New Orleans before return- 
to demonstrate this timer, had quite a reputation ing to her native state. She is the expert who 
as a baseball pitcher in her tomboy years around _ tests future ranges and refrigerators in the West- 
Newark, Ohio. An all Ohio product, she took her inghouse experimental kitchen. 






































Here Miss Jeppeson takes time out to show you how she 1 The first move is to set the right hand knob to the 2 Next turn the left hand knob to the number of cooking 
sets the timer on a 1948 Westinghouse range. Prior to time you wish the cooking to stop, indicated in the hours desired, indicated in the window with the red 
setting the timer she advises that you be certain the clock window with the black background shown just above Miss background which shows 412 hours. 

is set for the correct time Jeppeson’s thumb. 























3 Then turn the switch, located at the right of the timer 4 Finally, turn the single dial oven control to the desired 5 After the cooking operation is finished, turn the single 

clock, to the right until it clicks. This sets the oven temperature. dial oven control to “off” and reset the automatic con- 

on automatic control. trol switch to manual operation by turning it to the 
extreme left. 


1948—ELECTRICAL MERCHANDISING 











oking 
» red 








ngle 
con- 


JING 





ADEQUATE PUBLICITY given to the store opening brought old customers and new to view 
thot there was no break in the volume of sales. 


ROOM to SELL 


Pinski’s of Great Falls, Montana, moved out 


of the downtown high-rent district and now has 


plenty of room for sales, service and parking 


By CLOTILDE GRUNSKY TAYLOR 


ANY a dealer, confronted with 

the excessively high rents of 

the downtown area in his 
community, has wondered whether or 
not it would not pay him to move out 
to the residential districts. Pinski’s of 
of Great Falls, Montana, has tried just 
such a move and has definitely in- 
creased its business by finding a loca- 
tion where it has room to sell. 

For some years this firm, long 
known in Great Falls as a plumbing 
and electrical appliance center, has 
done its business from a store in the 
main shopping district. This was a 
good location from the standpoint of 
accessibility, but was necessarily 
‘ramped for the reason that no space 
vas available in this busy district to 
take care of business expansion. In 
particular, the store’s delivery and 
service trucks found difficulty in find- 

g space to load up and to park, 

ustomers were equally unable to find 

om for their cars. So the store 
oved. 

The present location is on the main 
treet, but beyond the shopping area, in 
vhat at the time of the move was a 
urely residential district. Here the 
rm has adequate room. There is 100 


of display window, a 60 x 100 ft. 
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sales floor, plus an equal area in the 
rear for the service department, stor- 
age and shipping. A paved drive-in 
area at the back gives generous space 
for the firm’s numerous trucks. 

There was no break in business when 
this move was made—in fact it imme- 
diately began to pick up. The opening 
took place in June and was announced 


the new location, with the result 





A. A. PINSKI, president of Pinski Bros., found it 


profitable to move to a residential district. 


by a full page ad in the newspapers, 
plus spot announcements over the ra- 
dio. A special feature was made of the 
event, with a gas range and an electric 
mixer given away as door prizes. 
Practically all of the firm’s regular 
customers and many new ones re- 
sponded to the invitation to attend the 
party, with the result that the sales 
floor was crowded from morning to 
night. Since that time the firm’s 
monthly total of sales has averaged 
slightly better than in the old location. 

The firm sells plumbing and heating 
equipment and does contracting as well 
as handling a complete electrical line. 
Since the move has allowed greater 
space for display, more emphasis is 
being placed on electrical wares, so 
that the emphasis of the firm’s interests 
may be said to have shifted somewhat 
in that direction. It does a major busi- 
ness in freezers, air conditioners (par- 
ticularly for offices), oil burners and 
complete, built-in kitchens. 

A particularly good freezer business 
is done with customers in the smaller 
outlying communities. In a cattle coun- 


try such as Montana, it is not uncom 
mon for a smal] town to be entirely 
without a butcher shop. Homeowners 
are used to purchasing direct from the 
ranch—and it is very convenient to 
buy a half an animal at a time, having 
it butchered for storage in a home- 
owned freezer. 

Such out of town customers usually 
drive in to Great Falls to do their 
shopping. From their standpoint, the 
firm’s location is now more accessible 
than before and is especially conveni- 
ent because of the parking facilities. 
Town people who shop for major ap- 
pliances are also likely to come by auto, 
particularly if husband and wife shop 
together, as is frequently the case 
when a major purchase for the home 
is to be made. The slight extra dis- 
tance to travel means nothing in a car, 
while space to park is a very important 
convenience. So is time to make the 
decision, without the necessity of 
watching business district parking 
limits 

One advantage of the location, says 


(Continued on page 84) 








MODERN LIGHTING and attractive store front catch the attention of passers-by, on foot or by auto. There is ample room for cus- 
tomer parking, one of the great advantages of the new location. 
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Selecting Salesmen 
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. Have you ever been arrested for other than traffic violations? 


SALESMAN’S INTERVIEW 


Here is a sample of the planned interview form worked out by the Dade 
Distributing Co., of Jacksonville, for its dealers. 
thought questions which the dealer may ask himself while reading answers to the 


Questions in parentheses are 


interview: 

1. Name? 

2. Address? (ls it a desirable neighborhood?) 

3. If military medical discharge or 4-F give particulars. (Anything undesirable 
here?) 

4. Do you own a car? (Can it be used in selling?) 

5. Last position? From to......? Nature of work? (Do these dates 


check with his application? Is previous experience helpful?) 
Salary at start? At leaving? What promotions obtained? 
pay? Has he made progress?) 

Reasons for leaving? (Are his reasons for leaving reasonable?) 

Do you have any part-time job? (Will he be able to devote enough time to 
the job?) 

List other positions, nature of work, dates and reasons for leaving. 
gotten along well on his jobs? Are his attitudes toward his employers 
justifiable? Has he shown ability to improve himself?) 
Have you done house-to-house selling? How did you like it? 
to be of value? Is his attitude right?) 

(If no) How do you think you would like it? 
Are they consistent?) 

Are you free to work evenings? (Will there be handicaps in his path?) 
How many weeks have you been unemployed in the past five years? (Is this 
a reasonable period?) 

How did you spend the time? (Does he use his time profitably?) 

Have you ever drawn unemployment benefit compensation? (Does he want 
to be employed steadily?) 


(Is this what you 


(Has he 


(Is this enough 


(Are his reasons acceptable? 


(Were charges 
serious or merely indicative of immaturity?) 

How far did you go in school? (Is his schooling adequate for this job?) 
If you did not graduate from high school or college, why not? (Are his 
reasons for not finishing sound?) 

Did you take any courses by correspondence, at night or in vocational school? 
(Has he shown ambition to improve himself?) 

While in school, in what activities did you participate? 
with others?) 

Is it necessary for you to help your family financially? 
ences strengthen his character?) 

Do you own or rent your home? (ls this a motive for working hard?) 

How much do you estimate it costs you to live each month? (Is he financially 
responsible?) 

Hos your salary ever been garnisheed or assigned? 
stances? (Is he mature financially?) 

in your last position were you able to save any money? 
provident?) 

Is your wife employed? (Will this affect his incentive to work?) 

Do you have any hobbies? (Will his hobbies help his work?) 

Do you drink intoxicating liquor? (Is this sensible drinking?) 

Do you suffer any physical disability? (Is he able to do a full day's work?) 
Does anyone in your family suffer from ill health? (Is his family relatively 
healthy?) 


(Does he get along 


(Did his early experi- 


What were the circum- 


(Is he frugal and 





























The dearth of good appliance salesmen is due to many 
reasons, says Edwin Palmer, of Jacksonville, Fla., who 
thinks it’s time for the dealer to combat the shortage. 


HE shortage of competent and 
experienced salesmen is a thorn 
in the side of appliance dealers 
everywhere, according to recent sur- 
veys of the industry. 

But the dealer himself is responsible 
for much of this problem, according 
to Edwin Palmer, ex-president of the 
Jacksonville, Fla., Appliance Dealers 
Association. Mr. Palmer believes that 
now is the time for dealers to work out 
a definite program to combat this 
shortage. Otherwise, a lot of Ameri- 
can buying power is going into un- 
guided channels. Mr. Palmer has been 
a student of the situation for a long 
time. He has been a salesman all his 
life and has operated his own appli- 
ance business in Jacksonville for the 
past 12 years. 

“It is a terrific problem,” says Mr. 
Palmer. “I can go into a barber shop, 
a luncheon meeting or a picture show 
and I’m certain to run into somebody 
who wants to buy something. Every- 
body is in the market and ready to 
buy but we haven’t got the salesmen. 
Most dealers I know are working 
themselves 12 to 16 hours a day, with 
the only help coming from their wives 
or members of their immediate family. 
Regardless of pay or method of pay- 
ment, competent salesmen are as scarce 
as the proverbial hen’s teeth.” 


Reasons Are Manifold 


Reasons for the dearth of good appli- 
ance salesmen, as Mr. Palmer sees it, 
are manifold. First, many youngsters 
who came out of the armed forces and 
who would make potentially good sales- 
men, are going back to school. Second, 
many of the older men, trained in sales 
technique and high volume selling, are 
going into business for themselves. 
Third, money is plentiful and easy 
living has taken its toll of ambition. 
Fourth, many trained salesmen of long 
experience have forgotten the details 
of selling and have lost the ability to 
close a sale. Fifth, many potential 
trainees for salesmanship are handi- 
capped by uncertain living conditions 
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such as difficulty in finding housing, 
the cost of living and uncertainty of 
home life which makes concentration 
on selling instruction difficult, There 
are other reasons of course, according 
to Mr. Palmer, but these five will serve 
to emphasize the problem facing the 
dealer today. 

“What is needed is a good program 
to overcome the shortage and to assure 
ourselves of first class salesmen for 
the future,” Mr. Palmer declares. “We 
have got to get men who are potential 
top-notchers and train them as special- 
ists in selling appliances. These men 
must have a basic like for canvassing. 
for finding prospects and closing them 
If we are going to find such men, we 
are going to have to give plenty o! 
study and thought to the problem.” 

Mr. Palmer is one of the few dealers 
and distributors who have done just 
that. In his capacity as president of 
the Jacksonville dealers group, he 
called on his fellow dealers to tackle 
the problem as a help to the industry in 
general. He also called on his dis- 
tributors and manufacturers to take 
cognizance of the problem, for he feels 
that both are going to have to assist 
the dealer in solving it. 

One of the forward steps resulting 
so far is an interview sheet for pro- 
spective salesmen. This sheet was 
worked out by the Dade Distributing 
Co. of Jacksonville for its dealers, and 
it has been put into wide use in that 
area. While the questionnaire does not 
help to increase the supply of poten- 
tially good salesmen, still it is a big 
iactor in weeding out the incompetents. 
Among the questions asked are those 
which should give almost any dealer 
an insight into the character and po- 
tentialities being interviewed. 


Recapitulation Sheet Used 


A recapitulation sheet with assigned 
values for the dealer to fill out is the 
next step in using the interview ques- 
tionnaire. This sheet shapes up some- 
thing as follows: 

(Continued on page 202) 
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Beth, Chocksn has a whole new 


» slant on steam ironing! 


IT’S THE NEW ATTACHMENT THAT MAKES THE TRU-HEAT IRON A STEAM IRON INSTANTLY 


It makes sense! Why should a woman have to have two irons— 
one for dry ironing—another for steam? Why should she have to push 
around the extra weight and bulk of an ordinary steam iron when 
she’s not even using steam? 

Well, she doesn’t, thanks to a completely new development in 
steam ironing appliances... the Steam Ironing Attachment for the 
General Mills Tru-Heat Iron. 

Now she uses her Tru-Heat Iron all by itself for about 75% of 
her weekly ironing. Then when she has steam ironing or pressing to 


PRACTICAL FEATURES FOR 
PRACTICAL STEAM IRONING 


¢ Slips on or off Tru-Heat Iron in an 
instant 
Plenty of steam in 2 to 4 minutes 
Irons 30 to 45 minutes on one filling 
Larger soleplate speeds ironing 
time 
Weighsless than élbs.,ready toiron 
Steam flow is easily adjustable 
Every part made of rustless metal 
Ordinary tap water can be used 
Can be cleaned easily at home 
Needn't be cooled before refilling 
Can safely be refilled with cold 
water 
Water tank never gets hot 
Completely safe—no steam pres- 
sure 
Listed by Underwriters’ Labora- 
tories 





do, she simply slips the Attachment on the iron and she’s all set for 
the easiest steam ironing she’s ever done! 

You’ ve already seen the Tru-Heat Iron climb from scratch to one 
of the two or three top selling brands in the country. Imagine what 
this new exclusive feature will do for your sales! No other iron ever 
had so much to offer in common-sense, usable advantages ... and 
concrete sales pluses. Be sure you and your salespeople are using up 
every bit of sales punch the new Steam Ironing Attachment gives 
them. And watch it sell more Tru-Heat Irons for you. 














The Tru-Heat Iron with tapered back, 
longer, larger —— Safety Side 


Rest, Tru-Heat Control, Button- 
Saver Edge. One of the two or 
three top selling brands in the 
country use its features spell 
faster, easier ironing to every 
woman who sees it. 


The Steam Ironing Attachment slips on the 
Tru-Heat Iron in a second. Gen- 
erates plenty of steam in two 
to four minutes. Steam irons or 
presses for 30 to 45 minutes on a 
single filling. Tap water can be 
used because unit is easily cleaned 
right at home. 


IT’S SPONSORED BY Bett Crocker 


The General Mills “Steam Team” is beauti- 
fully balanced, light in weight, easy 
to handle, always completely safe. 
Steam irons many washables with- 
out the bother of dampening. Does 
a professional looking job of press- 
ing woolens without a dampened 
pressing cloth. 












Copyright 1948, General Mills, Inc., Minneapolis, Minn. 
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More Frigidaire Refrigerators 


! serve in more American Homes 
than any other make 
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ANo LOOK 
MAKE TEMPER 


Frigidaire Products 
cover a temperature range a 
from 40° below, to BROILING 
500° above Zero 








BAKING AND ROASTING 
ELECTRIC IRONERS 





ELECTRIC RANGES 
LOW TEMPERATURE BAKING 





BOILING 





WARMING 
ELECTRIC Te 





ELECTRIC WATER HEATERS WATER HEATING 
AUTOMATIC WASHERS 





ROOM AIR CONDITIONERS 

STORE AIR CONDITIONERS AIR CONDITIONING 

WATER COOLERS MOBILE AIR CONDITIONERS 
BEVERAGE COOLERS 


MILK COOLERS 
HOUSEHOLD REFRIGERATORS FOOD STORAGE AND BEVERAGE COOLING 


T STORA 
REACH-IN REFRIGERATORS ICE MAKERS —— Say a Doel aS 
shih ir Wake ICE CREAM CABINETS — EEZER Mae 
HOME FREEZERS ——+ ZERO STORAGE 



































LOCKER STORAGE EQUIPMENT ——- LUG Ga 4274), ease), | 











Pick a temperature—40° below zero to 500 
above! Frigidaire products harness every use- 


ful zone of cold — or heat — throughout that 


wide range. Chart above shows zones con- 7 , hadee y/ Ocale 
trolled by each one 


al i 
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| * only do more Frigidaire re- 


frigerators serve in more American homes — 
Frigidaire refrigeration equipment also serves in 
hundreds of thousands of installations used com- 
mercially in processing, transporting and dis- 
tributing foods. 


The safe and automatically controlled temper- 
atures provided by this equipment have solved 
many a vexing food-keeping problem. They 
have helped revolutionize the world’s food- 
growing, selling, serving and eating habits. 

Today, there are Frigidaire products which 
harness useful temperatures throughout the 
sweeping range of 40° below zero to 500° above. 


These bring new ease, new convenience to such 


diverse tasks as cooking, storing or freezing 


foods, clothes-washing, clothes-drying, ironing, 
water heating, or keeping comfortable in hot 
weather. 


In addition, these new products bring new 
sales opportunities. With each new temperature 
zone that Frigidaire has found a way to control 
—another rich market has been uncovered for 


Frigidaire Dealers and Salesmen! 


You're twice as sure with two great names 


FRIGIDAIRE 


MADE ONLY BY 


General Motors 
ey 
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Showing off their degrees. How Frigid- 
aire products span a 540° temperature 
scale to serve homes and businesses is 
graphically shown in this public Frigidaire 
“Thermometer Exhibit” in General Motors 
Building, Detroit, Michigan. 
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ervicing ARVIN HEATERS 


YECA | tric heaters are used 
> so plentifully around old folks and 
) re oht ( ir] 
lor tire t 
i ea na to 
‘ \ 
it 
I g \1 
H el Swit 
OLICY ke tl 
i i ght il r 
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ta u he 2) 
) Lu y troup 
Anot y itioner e. b 
t i t LUS¢ oO 
on net e 1! e v 
iting va e out l 
i ) 1 n 
ume ) e o oO 
the t rection » tha t ( 
MY tly aga t the 1é 11 future pro 
uction Oo Arvin heater Vil ive 
lis trouble, because of co tion 
ing’ ereby a shell brace connects 
she i ‘ ume in the reat 





ote oO wution to remembet 

your wiring is hooked up. Pos 

bly you had better mark it. In som 
heaters a 28 volt motor is used, 


h is connected to a tap on the 


eating element and hooked in series 
ent, thus acting as a 
ropping resistor for that 28 


motor Latest Arvin heaters use 


motors this Of course means 


Don't worry about oiling the motor 
ie bearings are self lubricating. 

Where new heating elements or new 
tor are required, they can be ob 
tained from the service department o 
‘oblitt-Sparks in Columbus, Ind 


roper motor voltage must be specified 
nally, don’t worry if the heating ele 


ent does not become red hot. Air is 
rculated over those wires at a rate 
ufficient to carry away the heat and 
to prevent the coils from becoming red 
\lany customers don’t understand this, 
ve | 





think the heating coils should CHARLIE MORRIS in these oi! short days, likes to keep the warm breezes from an 
| t all over. Arvin heater playing about his tootsies. 





Something goes wrong the heater stops. With a screw- Top off, he can see that the trouble must be one Like any good mechanic, Charlie first goes over the 
driver he removes the four Phillips screws that hold of three things; (1) motor; (2) heating element; (3) appliance with a rag and cleans off the accumulation 
the case on switch. Check that switch first by touching the two of dust that the passage of so much air has deposited. 

posts with a trouble light. Remember the Arvin motor doesn’t need any lubrication 


If there has been a rattle of the fan blades, 
the screw that holds them rigid on the motor shaft. studs permits you to slip it out. First of all, though, 
The motor mounting studs may also be loose, and a slip off the fan blade. Noisy operation may call for 


screwdriver should also be applied to them. 
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he tightens When the motor is dead, removal of the four mounting If it’s the coil that has burned out, he laces a new one 


(obtained from factory) over these insulators and 


. reconnects the wiring. Be sure to follow the old wiring 
new bearings or the inner frame may be vibrating. 


(See text). 
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Automatie 


ELECTRIC RANGE 


THE RANGE THAT MAKES GOOD COOKS BETTER 





Hew 


IN DESIGN 


Whew 


IN PERFORMANCE 


Hew 


IN PROFIT-POTENTIALS 


All the features 
the finest range should have 





MONOTUBE HINGED SURFACE UNITS, 
FASTER AND EASIEST TO CLEAN 





SUPER *'5000"' OVEN, EXTRA LARGE, 
) i beauty, style, smartness that attracts women . . . the RECESSED BROILER AND BAKE UNITS 


look of tomorrow caught in a product of today.’’ It's 
this rare quality, this plus-value, abundantly noticeable in 
the new L&H Automatic Electric Range that pays off in 


profits for you time and again. In other respects . . . out- 





standing performance, time-and-work saving features, qual- 


a > aur LOBE ie cientieste cities. DUO-COOK COMBINATION DEEP WELL 
eS ity construction, the new L&H is similarly out-in-front . . . COGNEn iaib Gunnadn eiet 


gives you a big edge on competition. It’s a truly great 
range, superlatively typical of the progressiveness that has 
made the L&H line a profit and prestige leader for dealers 


Also manufacturers of 
LEH Electric Water Heaters £0 more than seventy-three years. 


and LEH KEROGAS Oil Ranges. 
A. J. LINDEMANN & HOVERSON CO., Milwaukee 7, Wisconsin 





VARI-SPEED SWITCHES, 
UNLIMITED RANGE OF COOKING HEATS 


iw one 
5 and 
wiring. 
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77U AM and a Record 


Changer .. . “Silent Sapphire” 





TSX1 Standard Broadcast Band... four RCA Victor 


Preferred Type Tubes plus rectifier tube .. . strikingly jewel pickup ... six RCA Victor Preferred Type Tubes plus 
cased in plastic and polished brass. rectifier...handsome cabinet with walnut or mahogany finish. 


Theres an BCAMICTOR 











66X13 AM and Short Wave... five RCA Victor 66X2 AM and Short Wave... five RCA Victor 
Preferred Type Tubes plus one rectifier tube ... rich Preferred Type Tubes plus one rectifier tube .. . ultra- 
walnut and mahogany finish cabinet trimmed with modern plastic case with handle molded into back. 


gold-finish metallic wire. 
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The “Golden Throat” .. . the exclusive 
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65X1 Standard Broadeast Band... four RCA Victor 
Preferred Type Tubes plus rectifier tube . . . modern 
cabinet of rich walnut plastic. 


table model for every customer 


68R1 AM and FM... . seven RCA Victor Preferred 
Type Tubes plus one rectifier tube ... walnut brown 
plastic case. 


Their outstanding performance plus appealing advertising 


builds bigger profits for you through quicker turnover! 


@What a line of instruments! AM, FM, Short Wave and 
Victrola Radio-Phonograph . . . there's a model to please 
every customer at the price they prefer to pay. And, all of 
these instruments feature the thrilling tone of the “Golden 
Throat”... the exclusive RCA Victor acoustical system. 

Dollar for dollar, these instruments will give your cus- 
tomers more pleasure, better performance and a greater 
listening thrill than any other make. 

Persuasive RCA Victor advertising in the leading na- 
tional magazines and over 160 NBC stations sell RCA 






Finest Tone System in 
RCA Victor History 





RCA Victor 3-way sound system that brings 
listeners a new thrill in radio entowment. 





1, 1948 


ROA JICTOR 


DIVISION OF RADIO CORPORATION OF AMERICA 


Victor instruments to millions. Prospective customers 
right in your city are sent to you—their dealer—for the 
RCA Victor instrument of their choice. 


Cash in on this growing preference for RCA Victor in- 
struments! Display them in your window and in your ra- 
dio department. Let your customers know that you have 
RCA Victor instruments for them. Let them listen... let 
them compare ... and watch the RCA Victor sales ring up! 
[f you don’t have these models from the full line on display, 
contact your distributor NOW! 


> 





When you’re in New York, see the elec- 

tronic wonders of the RCA EXHIBITION 

HALL. Open every day, 10 A.M. to 9 P.M. 
free to all. 36 West 49th Street. 


“Victrola''— T.M. Reg. U.S. Pat, Off. 
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CHROMALOX UNITS ARE 


























Triangv!ar 


% 
Chromalox 
a 4 


Range Units 
Fit all Electric Ranges - Are Easy & Profitable to Sell 


CHROMALOX— leader in the field—offers a 
complete line of range unit replacements to 
fit every electric range. Join the parade of 
dealers who are taking advantage of this pro- 
fitable, extra replacement business. 

Write today for Catalog RU-147 which lists 
the complete line and gives full servicing data. 


EDWIN L. WIEGAND CO. 7:25 Thomas Bivd., Pittsburgh 8, Pa, 


TIRO]VENEOX4 


@C-29 


cHROMALOX Aix 


HOT-WATER 





REPLACEMENT 
HEATERS 


WRITE FOR DATA SHEETS 1.1025 AND 1.1026 
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| 6647 
| Texas, to make a showing in the com- 
| plete kitchen field. 











“MINE CONVERTS 











INTO AN AUTOMATIC WASHER WHEN I’M NOT WEARING IT.” 











Office in His Hat 


C. L. Noack of Houston, Tex., Needs No Store 
Displays; He Uses a Pencil and Sells in the Home 


in his refrigerator selling days 
has enabled Clarence L. Noack, 
Harrisburg Blvd., 


| 4 chance observation he made back 


Houston, 


“When I had told my whole story 
selling a refrigerator, and was not 
getting any place, I used to ask my 
prospect to show me the place in the 
kitchen where she intended to set the 
refrigerator when she had bought it. I 
found that gave me a brand new start. 
The housewife would always enthuse 
over her kitchen, and my suggestions 
frequently enabled me to walk out with 

| a refrigerator order.” 
| 


| Women Glow When Showing Kitchens 


So this is why Mr. Noack feels that 
he carries his office in his hat, and does 
the entire job of selling in the home. 
The plans he draws up, the books he 
shows constitute his complete equip- 
ment. 

There is not a kitchen fixture in his 
modest store at 6647 Harrisburg Blvd. 

“For a dozen years I sold commer- 
cial equipment for Frigidaire in Hous- 
ton, and with dealers you are always 
helping them arrange their stores. It 
| is second nature to grab a pencil and 
| start showing how things could be.” 

Mr. Noack has run into the usual 
garoodle with plumbers, who said, “If 
we don’t sell it, we don’t install it.” 

“Look,” he replied. “You want to 
do a turn key job. What about that 
piece of naked wall you will leave? 
Have you a plaster man to fix that up— 
a carpenter to do the woodwork, an 
electrician and a linoleum man? If 
you haven’t, you can’t satisfy the cus- 
tomer. If you have, you are not a 
plumber, you are a contractor.” 

So, the firm has succeeded in lining 
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up the necessary people, and schedules 
them to go on the job in 1, 2, 3 order. 
There cannot be any fooling on timing. 

Most of the store’s complete kitchen 
sales have been to what Mr. Noack 
calls the “Cadillac” crowd. He has 
been thwarted too many times in ob- 
taining enough cabinets and sinks to 
try selling the lower income groups. 
This will come later. 

But the heart of it all will be a 
thoughtful, understanding salesman 
who can sketch out what is wanted, and 
will oversee it being done. The public 
likes to deal with one individual better 
than an institution in complete kitchen 
work. 

When Clarence L. Noack opened his 
store the location was out in the coun- 
try. A distributor’s man called on him 
when he had only a couple of barrels 
to sit on, and told him he did not have 
enough capital. “I like to sell special- 
ties,” was his reply. “And I have the 
experience. I’m going to keep pecking 
around and get some business. Why 
shouldn’t it be your business ?” 

During the war the store put in 
paint, wiring supplies and plumbing 
stuff to keep going. It will continue 
to be carried in stock, because Mr. 
Noack believes that today a dealer 
should diversify. He is against carry- 
ing any merchandise that has only a 
25 percent margin. The business of 
making out income tax reports taught 
the retail trade bookkeeping, he says, 
and no store can make a profit on such 
a short margin. 


Small Dealers’ Future Specialties 


“The future of the independent is in 
lines that have to be demonstrated and 
sold,” he says. “Independents must 
swing to specialties like dryers, home 


(Continued on page 70) 
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The heat is on 


The bedrock of Sunroc’s nation-wide sales- 
supremacy is a sound and expansive adver- 


tising and merchandising policy. 


Sunroc really goes all-out in pre-heating the coast- 
to-coast consumer market for its dealers and distributors. 
Hard-hitting advertisements cover the water cooler front | 
in more than a score of top-flight publications . . . key 
i} 
i 
| 
| 
| 
| 


magazines which provide the most rewarding home and at specific markets: ARCHITECTURAL FORUM, NATIONAL 
business readership. SAFETY NEWS, JOURNAL OF AMERICAN MEDICAL ASSOCIA- 
Here are the ones which you TION, SUPER SERVICE STATION, PARENTS’ MAGAZINE, OIL 
know will scoop in the pros- & GAS JOURNAL, INSTITUTIONS, INDUSTRIAL MAINTE- 
pects in droves . . . circulation NANCE, NEW EQUIPMENT DIGEST, INDUSTRIAL EQUIPMENT | 
giants like THE SATURDAY News, AMERICAN RESTAURANT. - 
EVENING Post, TIME, For- This is the biggest saturation schedule of national adver- | 
TUNE, NEWSWEEK, BUSINESS tising ever used by a water cooler manufacturer. Add | 
Week, U. S. News, WALL ST. newspapers and direct-mail, and you have a sales-pitch 
JOURNAL. Trade books aimed that’s unbeatable. 


P All this and the 17 superb coolers in the Sunroc line 
(available for immediate delivery) are wrapped up in the 


“hw: S - franchise—z at's ierests . 
SUNROC SUPER COOLER much-wanted Sunroc franchise—a plum that’s irresistible 


Combination water cooler and re- oan : 
y 2. ; America’s leading water cooler manufacturer—mail the 
frigerator. Three ice-cube trays; 









coupon below. Today's the day to do it! 


‘ : 7 : , | 
For full details on how to tie-up with the finest line, and 
ample refrigerated storage space; 


unfailing source of properly chilled America’s most complete line of water coolers, $199.95 
drinking water. up, F.O.B. Glen Riddle, Pa. 


——_— 
_—__ 
-_—o 
—o 
——— 
——o oo 
-_— 
-_— oo 
—_— 
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SUNROC REFRIGERATION Cc 
GLEN RIDDLE, PA. — 


: information ab ; 
d me, without obligation, complete | | Distributors. 


, alers | 
Please sen lized sales service for |_| De 


LelCt Lolee ¥ line and Sunroc’s persona 
Wr A. (Check which) 


GLEN RIDDLE, PA. Company ————— —— 


“SUNROC SERVES THE WORLD ...a Cool Drink of Water” i. —— 


Distributors throughout America and in 30 Foreign Countries 
Branch Offices in Principal Cities 
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MODEL F108 





Look at that big Super-Deluxe Crosley Shelvador*! It’s a 


beauty .. . it’s a bargain . . . and it’s loaded with A of the 


strongest sales features on the market today. There’s the... 


FREEZIN-COLD COMPARTMENT 


... for Frozen Storage 


NORM-COLD COMPARTMENT 


- +» with Meat-Holder 


MOIST-COLD COMPARTMENT 


. « « Food Conditioner Section 


EVER-DRY STORABIN 


... Extra Dry-Storage 


EXCLUSIVE SHELVADOR* 


. . « Time-and-Work-Saver 


MAY 
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That's right! FIVE outstanding practi- 
cal features distinguish the new 1948 
Crosley Shelvador ° Five-Way Refrig- 
erator. Add to those a wide range of 
prices . . . a complete line . . . a score 
of refinements . . . and it’s easy to see 
why smart home-makers are saying, 
“It’s the new 5-Way Crosley 
Shelvador* for me!” 








ok 





A COMPLETE LINE ...MODELS PRICED FOR EVERY MARKET 


| 
— 











—|f 





























al 
— 
‘ 
MODEL SD 88 MODEL D 88s MODEL M 88 


the famous Crosley Shelvador ® is available No doubt about it; the new 1948 Crosley Shelvador * 
in a full line . . . with models priced to fit Refrigerator is the greatest in Shelvador ® history . . . first 


any income! What's more, that exclusive choice of women everywhere . . . easiest-to-sell refrigera- 
advantage—twice as much front-row food—is now backed tor a dealer could want. That’s why Crosley dealers are 
by four more great features, plus many other refinements moving more refrigerators faster . . . why it’s worth your 
and improvements. checking into. 


CROSLEY 


Division — veO Manufacturing Corporation, Cincinnati 25, Qhio 





Shelvador* Refrigerators — Frostmasters — Ranges — Radios — Radio- 
Phonographs—FM—Television—Short Wave—Home of WLW 


* @TRADE- MARK REG. U. S. PAT. OFF. © 19s CROSLEY DIVISION—AVCO MANUFACTURING CORP. 
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Most of our “Star Salesmen” 
never heard of 


Tophet for Top Heat 


~™& 





- - 






















...BUT TOPHET 
HEATING ELEMENTS 
GAIN LASTING 
CONSUMER 
ACCEPTANCE! 


The vital part in any electrically 
heated appliance is the resistance 
element. Elements made of Wil- 
bur B. Driver Tophet alloys have 
for years proved their dependabil- 
ity in countless appliance leaders. 
The use of Tophet elements in 
appliances is a step in building 
a reputation for reliability — a 
reputation that grows as one per- 


son tells another. 

* * * 
Manufacturers will find the 124 
page Wilbur B. Driver Resistance 
Hand Book helpful in production 


planning. 







WILBUR B. DRIVER CO. 


150 RIVERSIDE AVE., NEWARK 4, NEW JERSEY 
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THIS IS NOT MR. NOACK, but 
| M. T. Huddleston of the Carola Radio 
Shop, Oklahoma City, who does the same 
sort of job, illustrating how this kind of 
selling is done. 





Office in His Hat 
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| freezers, dishwashers, ironers, auto- 
matic washers. I still sell a bit of 
commercial equipment, as I’m used to 
running in a store and grabbing an 
order.” 

Five salesmen have been with the 
store in its nine year history. Each has 
worked on salary and commission. 

Although he was alone in the neigh- 
borhood when he started, Mr. Noack 
thinks it best to be surrounded by 
other appliance stores, because people 
want to compare when they buy. 

What is lacking today in retail 
selling is a keeping of records and 
persistence in following up. Once, be- 
fore the war, he called on a prospect 
for a refrigerator, who said, “No, I’m 
| not in the market now. I might pos- 
sibly give my wife one for her birth- 
day.” 

“When is that birthday?” Noack 
asked. 

The man named a date in January. 
Promptly on that day, the coldest in the 
year, he returned, got a hearing and 
said to his prospect, “This is the day.” 

“This is the day what?” asked the 
prospect. 

“This is the day that I deliver a re- 
frigerator to your wife as a birthday 
present from you? We've got it all 
| ready in the truck to take out.” 





Record Keeping Needed Today 


Obviously, the man had not only for 
gotten the remark but the fact that it 
was his wife’s birthday. He took the 
deal. And he asked Mr. Noack to come 
in and shake hands with his twenty-fiv: 
salesmen—he was head of a firm—and 
called attention to the fact that per 
sistence and attention to details had 
sold a refrigerator on the coldest day 
of the year. 

That, said Mr. Noack, is the sort o 
thing that today’s retail men must 
come to. There is a lot of business t 
be had when this take-it-away market 
is over. 

Meanwhile, the firm, Better Appl 
ances, Inc., is getting a full inventor) 
of everything. Walk-in customers ar« 
beginning to choose between two mod 
els of refrigerators. This will soot 
pass, pointed out the proprietor. “Ow 
selling is going to be done on the out 
side.” End 
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Hotel...for HENS! 


Big barns, needed when horses were prime farm power source, today 
have often been outgrown . . . gave Omar Smith, Hagerstown, Ind., the 
idea of more profitable utilization as hen hotels. . . 

In Smith’s barns, ramps were elevated to enter the second story, 
are used to deliver feed. Automatic water fountains completely eliminate 
carrying water. Fresh air comes from vent flues. As the hens lay, the eggs 
roll into gathering trays, reducing breakage, keep shells clean, aid collection. 

Highly successful, Smith’s hen hotels enabled him initially to expand 
his flock from 75 Leghorns to 2,000 high producing hens . . . later 
increased to 10,000 pullets as more barns were added . . . concentrate 
all work in a small area, save steps and labor, reduce time, make possible 
management of more hens per person, cut overhead, boost income. 

Advertisers interested in the profitable farm market can profitably read 
**A Low Cost Hen Hotel,” Successrut Farmine, April, page 62. 


No men in white . . . Robt. Gors, Bremer Co., Ia., 
buried $4,000 in swamp...and no men in white put him in 
padded cell. His drainage investment paid off in double 





dollars . . . “Don’t Buy Tile, Buy Drainage!” page 24. 


Synthetics save . . . The average bull, on 95 farms in Mich. State 
study, cost $214.11 per year for food, labor, interest, bedding, overhead, 
etc... . bred 14.8 cows, 4.5 heifers, at a cost of $11.09 each . . . more 


than the price of artificial insemination in most states... “Dairy”, page 184. 











| 
| 
J 
Most missed market .. . Lightly covered by magazines and networks, 
the best U. S. farm audience in the 15 Heart States is penetrated deeply 
only by SuccessFuL FARMING . . . with 1,200,000 circulation among 
the top farmers with richest soil, best brains, average gross income *46 
Without gov’t payments) of $7,860—$3,252 above nat’l farm average. 
_ With savings of the seven best years, production and income at peak 
"i. . SF readers are the best electric goods market in the U. S. To make 
ational advertising really national, you need this market and medium! 
‘Data and details, any office . . . SuccessFuL FARMING, Des Moines, New 
= York, Chicago, Cleveland, Detroit, Atlanta, San Francisco, Los Angeles. 
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The Only Unbiased Buying Guide of Its 
Kind in the Major Appliance Field 


The “‘CP”’ trademark indicates that the automatic gas 
range on which it appears is manufactured by a mem- 
ber of the Gas Appliance Manufacturers Association, 
to meet or surpass the high ““‘CP”’ specifications of the 
Association. These specifications are created by the 
Association on recommendations made by leading gas 
range manufacturers, gas utilities and home econo- 
mists. Not all models bearing the “‘CP”’ trademark are 
alike but all models must be pre-tested by unbiased 
laboratories before they can bear the “‘CP”’ trademark. 


GAS HAS GOT IT 
FOR YOU 
with these Top-Line 
Automatic Gas Ranges 


CALORIC + ESTATE HEATROLA 
GAFFERS & SATTLER + GLENWOOD 
GRAND + HARDWICK + MAGIC CHEF 
MOORE'S + OCCIDENTAL 
O'KEEFE & MERRITT » QUALITY +» ROPER 
SGE-ACORN + SGE-ORIOLE + SPARK 
TAPPAN + UNIVERSAL - WEDGEWOOD 
WESTERN HOLLY 
In Canada: CLARE BROS. + MOFFAT 
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Up, up, up goes the swing to cool, clean automatic 
gas cooking. Today 24 million homes cook with 
gas. Another million joined the parade in 1947 
alone. In addition, another million and a quarter 
modernized their gas kitchens with new gas ranges. 
That means more homes bought new gas ranges in 
1947 than bought ranges using all other fuels 
combined! 


An 8 Million Dollar Red Carpet For You! 


Back of the ““CP”’ program, the greatest gas indus- 
try-wide promotion in history is telling women 
everywhere that the new automatic gas ranges 
built to ““CP” standards have what they want. This 
powerful, concentrated national and local adver- 
tising—totaling $8,000,000 in 1948—is creating a 
tremendous market for every appliance dealer. 
Like a magic red carpet it is leading prospects 


ae pay? 


ING IN 1947! 


straight to the top-line automatic gas ranges on 
your sales floor! 


A Nationally Accepted Buying Guide! 
Your customers will look for the ‘““CP”’ trademark 
of the Gas Appliance Manufacturers Association 
on the automatic gas ranges you display. This 
famous ‘“‘CP”’ seal is the only accepted buyer’s 
guide of its kind in the appliance field. It was cre- 
ated to give your customers an easily recognized, 


unbiased guide to superior cooking performance. 
o * * 


To cash in on this industry-wide Gas Has Got It 
campaign, feature automatic gas ranges on your 
display floor. Ask your gas utility or manufacturer 
how you can tie in. Learn about the Certified New 
Freedom Gas Kitchen*. Make the ““CP”’ program 
a red carpet to greater sales for you. Act today! 


GAS APPLIANCE MANUFACTURERS ASSOCIATION 


60 EAST 42nd STREET, NEW YORK 17, N. Y. 


1948 


*Certification Mark, American Gas Association, Inc. 
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Makes Home as Cool as 
a Summer Evening Ride! 





Silent Breeze 


THE COMPLETE COOLING SYSTEM 





Here are two tips that will double and redouble cooling 
equipment sales and profits. Picture to your prospect a home that 
is cool as a summer evening drive; then show him how easily and 
economically this summer-long comfort can be his by installing 
a Silent Breeze Cooling System. Do that and prospect becomes 
customer—a satisfied and profitable customer, grateful for your 
guidance in giving him zestful, restful summer cooling plus 
healthful home ventilation in winter! Remember—Silent Breeze 
is not just a fan, but a completely packaged, scientifically designed 
air-moving system that provides “cooling plus ventilation with air 
in motion.” Get set for the great sales season ahead. Write for 
details and attractive dealer terms on Silent Breeze . . . including 
the deluxe Gold Seal line with Five-year Guarantee and “Lifetime 
Lubrication.” 


HOLCOMB & HOKE MFG. CO., INC. - INDIANAPOLIS 7, IND. 


For All Dealers 


Available for every Silent Breeze dealer Is 
ample ammunition to seal every sale—in- 
cluding dramatic, easel-type presentation 
for prospects and fact-packed manual on 
design, construction and installation of Silent 


Breeze in home or place of business. 


¥ 
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FAN AND MOTOR LUBRICATED FOR LIFE! 
FIVE YEAR GUARANTEE! 


eG? 
COOLING SYSTEM 








TO TAKE THE CLOCK 
—_—_ 





Separating Sheep from Goats 
Among Radio Repairmen 


Kansas City Assn. Gives a Label to 
Those Who Can Meet Qualifications. 


N DEC. 22, Time magazine (cir- 
culation 1,577,066) published re- 
sults of a New York checkup on radio 
repairmen who were tested with a set 
in perfect condition except that one 
connection was deliberately loosened. 
Time reported that all of those who 
went over the radio fudged on the re- 
pair bill, and commented that the 
Readers Digest story of a few years 
back apparently was still standard as 
to the morality of the radio repair fra- 
ternity. 

Obviously everything has been 
tossed up for grabs in radio repairing. 
Old stands have new men, fellows who 
had worked up a following before the 
war have moved on, and the public is 
frankly bewildered. 

This is good business for the sale of 
new sets but the reputable radio repair 
man is discovering that the dog is get- 
ting a bad name. Eventually there will 
emerge a pattern of repair organiza- 
tions with good reputations won the 
hard way, and the familiar scene of 
customers dealing with repairmen the y 
know will again be present. 


An Emblem Tells “Who's Who” 


To cut this trying period short, the 
Electrical Association of Kansas City 
is supplying signs to accredited repair 
shops as guide posts to the buying pub- 
lic. The emblem in the window tells 
folks that this repairman measures up 
to the standards set by the Association. 

Declares Harry F. Bennetts, the 
executive manager of the Association, 
to qualify, a man must have been 
identified with the radio repair busi- 
ness for a minimum of ten years. This 
time can be spent either as a shop 
owner or repairman. 

He must carry insurance against fire, 
theft and tornado and supply the As- 
sociation with the name of the insur- 
ance companies and policy numbers. 
The idea is to cover all possible damage 
to customer’s radio while in the pos- 
session of the repair shop. 





“WE CAN FIX THE RADIO, BUT YOU'LL HAVE 


SOMEWHERE ELSE.” 


MAY 1, 











THIS SIGN on the radio dealer's door is 
a guide post to good service in Kansas 
City. C. W. Donaldson is pointing. The 
emblem is enlarged in the inset. 


Next the repair shop must have a 
clean bill of health from the Kansas 
City Better Business Bureau. Now 
anybody can have complaints made 
against them. The Association judges 
on whether or not the complaint was 
taken care of. 

The place of business must be a 
recognized one. This means that the 
majority of the space where the busi- 
ness is located has to be devoted to 
business purposes. It cannot be a 
residence where the bulk of the space 
is devoted to living quarters. The idea 
behind this is that a little outfit can 
move or close up too easily to be con- 
sidered stable. 

The dealer who gets the label has 
to turn in the name of his bank, and is 
checked up to see whether he is a good 
financial risk. The Association makes 
no attempt to pass judgment on the 
kind of repair equipment that a dealer 
uses. This is a matter of expert tech- 
nical judgment which the Association 
does not purport to have. 


Starting on Television 


Aside from listing—and that em- 
blem is something a dealer can use in 
the Red Book classified—the Associa- 
tion has a program for all radio serv- 
ice men which includes monthly 
meetings which are addressed by radio 
engineers and various manufacturers. 
A 50 hour television course is starting. 

“We believe we have indelible proot 
that our list of shops are operating to 
both the public benefit and to consi 
able financial benefit themselves,” says 
Mr. Bennetts. “I believe it is pos- 
sible to prove to Time or Readers 
gest that we have made it pay to be 
honest in the radio repair field. Tat 
is the theory we have operated under: 
that if the radio repair shops can be 
shown that it pays to be honest, t 
will be honest and carry the indust! 
in the professional field.” 


aS 
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Within the J & H motor operates a 


home heating system in Maine, a washing machine 
in California or any machine anywhere, an Author- 
ized J & H Motor Service Station stands ready 


nearby at all times to see that the J & H Motor stays 
on the job. Each station is well stocked with genuine 
J & H factory parts and is staffed and equipped for 


prompt, expert service. 
Here’s business. The J & H line of precision-built 


SACK & HEINTZ |PRECISION 


MERCHANDISING—MAY 1, 1948 


INDUSTRIES, 


Boost your sales with 


JACK & HEINTz 


Better electric motors 


motors, backed by these unsurpassed Service facili- 
ties and supported by merchandising aids, offers 
opportunities for increasing your business. Write 
today for information on the J & H Motor Franchise 


for your area. 


ENC., Cleveland 1, Ohio 
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“and isn't this G-E ‘Airliner’ @ beauty!” 
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news for pieey banks! 
This G-E De ep-® ell Thrift to tell what's o* 
Cooker bas 45 different use? G-E Tel-A ok Switches 
coker andraisab e Different colors for each heat 
i signal what unit § on, 
what cooking speed! 





«Just think! ‘Speed Cooking: these products, listen 
swell G-E features, and good looks House Party’! (On the air every 
—all for sweet and low price! day, Monday through Friday, 3:39 
Fetter dash over to your G-E re p-m-» © Ds.T., ov CBS.) 
tailer’s, right now! “This is Art Linkletter, speak- 
“And for up-to-the minute in- ing for the General Electric Com- 
formation 08 tiona 5 pany Bridgepo't 2, Connecticut.” 
“saves o lot bing! Here's speed what IS speedt 
G-E No-Stain Oven Vent These new G-E Calrod* units 
yTOMATIC R AN GES (concealed > the right are better than ever! Really 
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yood word about “Speed Cooking '! 





On its way to more than 19,000,000 customers! 
Send for color reprints, now. 


Here you are, boys! The Art Linkletter “plug for G-E Ranges” 


| 
advertisement that'll be in leading magazines in May and June! 
é Many insertions in full color! All told, a total circulation of 
| 19,649,862! Special range plugs on the coast-to-coast radio hookup 
ior “The G-E House Party,” too! 
Reprints in color are available. Write your G-E distributor, today! 
Talk about salesmen! 
You've got one when Art Linkletter starts things rolling! 
General Electric Range promotion! 
j The ad on the opposite page is the lead-off! There'll also be big doings 


on ~The G-E House Party,” where that genial guy, Linkletter, is VM. C. 


AUTOMATIC | 
ELECTRIC | 





And during May and June, he’s doing just that with a big special 
| 


All this can add up to lots of extra traffic for you—if you go along 


! 


with the push! Here are a few suggestions. Probably you can think 


CF : Display full-color reprints of the Art 
of even more ways to make this G-E Range promotion work for you! Some ou. es 
A Linkletter ad in your window and on 


your counters, 


Get acquainted yourself with the G-E 
ing attention to the Art Linkletter ad. 
(Available through your G-E distributor.) 


* Airliner.” Run through a “test” dem- 
onstration with an imaginary customer—so 
you're sure you're thoroughly familiar with Invite prospects to come in for a special 


demonstration, where you will go over the 





all the chief selling points. 
features emphasized by Mr. Linkletter in 





the advertisement, \ 


FASTER 


| 
| 
Send out post cards to prospects, call- 
) 
| 
} 
| 
| 


Put a G-E ~Airliner” in your window 5 a 
. where your customers can see it. Com- * G-E House Party.” On the air every | 
bine with it the effective G-E Range dis- dinv, Malian ince Friday, 3:30 p. ig 
E.D.S.T.. the CBS network. (Swell show! | 


Loads of fun!) 


plays which are available at your G-E. dis- 


tributor’s. 





Art Linkletter’s ready—and so are we—for a BIG May-June range 
jamboree! So get ready—and go! Talk G-E Ranges—demonstrate 
G-E Ranges—feature G-E Ranges in your store! General Electric 
Company, Appliance and Merchandise Dept., Bridgeport 2, Conn. 
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How to guide 
more buyers to 





For further information, 
call your local telephone business office. 


your door 


When people don’t know what lines of electri- 
cal appliances you carry in stock, your chances 


of losing sales are increased. 


By identifying your business in the ‘yellow 
d d So d y 
pages’ of your telephone directory, you direct 





more people to your store. It’s a sure way of | 


telling the whole community what goods you sell 
and what special services you offer. 

Why not help prospects find you 
quickly? Why not help yourself to 


increased sales? 
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WHILE BABY DAUGHTER SLEPT 
in car outside, Berl M. Raborn, G. E. Sup- 
ply, Houston, learned to sell vacuum 
cleaners. 


He’s Dusting Off 
His Contest Clippings 


With salesmanship coming to 
the fore again, Berl M. Raborn 
sees a return of sales contests 


[ OWN to the office, where he heads 

appliance sales for General Elec- 
tric Supply Corp. in Houston, Texas, 
Berl M. Raborn has toted his old clip- 
ping books. 

“I’m just about to dust off the details 
and the records of the old contests we 
used to hold among salesmen,” he said. 
“Up to now it hasn’t been any job to 
sell anything in Houston. But it’s 
coming, faster than you think, and 
salesmen are going to have to snap out 
of it if they are to make a living. No 
better stimulant than a contest.” 


More Demos 


Second change is going to be demon- 
strations, he says. Demonstrations 


| everywhere—hot cookies to bite in, ice 
| cream to taste, mechanical operations 





to see. This is the most interesting 
phase of appliance selling, in his opin- 
ion. 

Berl M. Raborn started selling clean- 
ers in Chicasha, Okla., working eve- 
nings while his wife and baby daughter 
waited in the car outside. From here 
he went to the Tennessee Appliance 
Co., Memphis, and thence to Houston. 


Gotta Get ‘Em to Sell 


The ex-G. I. has lost all ambition in 
Houston to own an appliance business, 
he declares. It is still difficult to get 
retail salespeople to take an interest in 
sales training. Department store train- 
ing sessions must be held on company 
time in the mornings, and must be 
snappy. Country stores alone will call 
the help in for evening events now-a- 
days. 

With no sign appearing to indicate 
that margins are going to get any 
longer, Mr. Raborn says, it certainly 
behooves the salesman to learn all the 
ways and means of saving his time in 
getting more orders on the books, and 
sales training alone will help him do 
this. End 
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the 


“Scots Guandeman” 


declares... 


“THERE’S A PRESTELINE 
TO MEET EVERY 
CUSTOMER’S NEED!” 


When you sell Presteline automatic electric water 



























heaters, more sales come to you—and less sales 


go to your competitors. 


That's because Presteline provides a complete 
LINE of water heaters—sized and designed to 
meet the specific needs of your customers. Nine 
different models in capacities ranging from 10 
to 100 gallons! And including the 10 and 15 
gallon “office” models that appeal so strongly 


to doctors and dentists in your community. 


Get complete information about nationally- 
advertised, nationally-wanted Presteline Auto- 


matic Electric Water Heaters. Write today! 


80 gal. round 


OUTSTANDING FEATURES 


or PRESTELINE 
AUTOMATIC ELECTRIC 
WATER HEATERS 





i t ° 
Scots Guardsman banishes cold spots, 45 gol. table top 24° x24"n36 
boosts life of heating elements and 
thermostats. ProtectOrod* — magnesium 


anodic rod helps prevent corrosion. Fast 


recovery—as high as 50 gal. per hr. 
where utility permits unrestricted input 
Zinc-lined tank. Fiberglas insulation 


Products of Pressed Steel Car Co., Inc., Since 1899 Makers of Fine Steel Products 
Domestic Appliance Division, 666 Lake Shore Drive, Chicago II, Illinois 


APPLIANCES 


SA 
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His hands are tied. but he’s running no risk of missing 
the big fight. The radio will turn on the minute the 
broadcast starts, and record it for his future pleasure. 
It's equipped with a Telechron synchronous electric 
switch timer. 

These completely automatic timers are being used 
by manufacturers of radios. wire recorders and televi- 
sion sets to give their products strong. new sales appeal. 
They boost the value of a set because a timer-equipped 
set does more . wakes the owner with music in the 
morning makes certain he hears or records his 
favorite programs. 

There's a Telechron timer for every type of set. 
The C-40 turns on a radio at any pre-set time .. . in 
the morning or any hour of the day or evening. The 
C-28 switches on at any quarter-hour, switches off after 
any desired interval. 

You can count on customer satisfaction when a set 
has a Telechron switch timer. They're built by the larg- 
est producer of electric timing devices for over 25 years. 
Precision building and a motor lubricated by Telechron’s 
exclusive oiling system assure long. trouble-free life. All 
Telechron timers are Underwriters Laboratories ap- 
proved. They're the modern timers for modern radios. 
For full details write or wire Industrial Sales Division, 


Dept. G. Telechron Ine., Ashland, Massachusetts. 





C-40 Electric Clock Timer 


C-28 Radio Clock Switch 


Selects programs in advance 
up to 10 hours. Each key con- 
trols one 15-minute period 
Dial is styled to blend with 
cabinet design 


Permits pre-setting up to I! 
hours. Turns on radio and tele- 
vision sets. Rated at 15 amps. 
115 volts. The C-39 is iden- 
tical but switches radio off. 


Cfelechion 


CLOCK TIMERS 
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Miniatures Permit 
Gift Wrappings for Majors 


Purcell Bros., San Francisco, Use Miniatures 
for Their Surprise Value and as Token Gifts 


I) EALERS who sell major appli- 

ances recognize that they work 
under a handicap when competing for 
the “gift’’ market, whether at Christ- 
mastime or for early summer gradua- 
tion and wedding gift purchases. The 
equipment is highly desired, but it does 
not lend itself to surprises, or to 
decorative gift wrappings. 

In order to overcome this difficulty, 
the Purcell boys, of Purcell Bros. ap- 
pliance sales and service organization 
of San Francisco last Christmas took 
e of their advertising counsel 
by utilizing plastic miniature replicas 
ot electric ranges, sinks, refrigerators 
and other appliances to place beneath 
the Christmas tree. Not only did these 
miniatures make possible the surprise 
element, so desired in gifts at Christ- 
mas and hitherto so difficult to achieve 
in the case of major appliances which 
are almost impossible to smuggle in 
beneath the tree, but they also could be 
used as token gifts, really in the nature 
ot merchandise orders, which would 
permit later selection of model by the 
recipient. This allows the housewife 


tne aavi 


to make her own choice of details in 
the appliances which she will later so 
oiten use. In cases where short supply 
has made immediate delivery of the 
refrigerator or other appliances impos- 
sible, the miniatures serve equally well 
as promise of the article “as soon as 
available”. They can also be attrac- 
tively gift wrapped, always a difficulty 
with a bulky article. 


Accurate Replicas 


The little miniatures are accurate 
replicas of the appliances they repre- 
sent. Included are white refrigerators 
and sinks, radios in walnut finish, real- 
istic to the point of 


rrapl Or the 


a pull-out phono- 


miniature console model, 















“THEY LOOK AT IT AND SHUDDER, 
AND I'VE SOLD ANOTHER UNIT!” 


MAY 1, 





MINIATURES SOLVE the gift wrap- 
ping problem for Purcell Bros. of San 
Francisco. 


ranges, and several other items. Since 
Purcell Bros., like other stores which 
do not handle off-brand merchandise, 
were unable to obtain all the merchan- 
dise they could sell this Christmas, the 
little models did much to maintain a 
normal volume of sales. 

The firm works very closely with 
Raymond L. Sines & Associates, ad- 
vertising counselors, in order to tie in 
all store activities with the promotion 
and advertising. In this case, a spe- 
cially designed silver and sunset-gold 
gift box was used to protect the minia- 
tures, bearing the inscription “Purcell, 
Purcell always rings the bell with 
things to lighten your day’—an ex- 
cerpt from the lyrics used in Purcell 
Bros.’ tuneful radio transcriptions. The 
gift box colors of silver and sunset- 
gold were selected as being festive 
enough for the Yuletide season and yet 
appropriate for year-round use. The 
boxes also were of a most convenient 
size for gift wrapping. 


Good Customer Reaction 


The miniature appliance gift idea 
was promoted in newspapers, by radio 
transcriptions, and in a monthly letter 
sent to a customer mailing list of 15,- 
000 names. Customer reaction was 
very favorable and the firm considers 
the idea of sufficient merit to continue 
throughout the year, as it not only 
enables a man to make the gesture of 
giving his wife a major appliance 
without commitment as to size or 
model, but also enables parents to give 
an engaged daughter something tangi- 
ble to display with her other wedding 
gifts. 

Although present miniatures number 
less than a dozen, Purcell Bros. hope to 
expand the number so that eventually 
there will be a suitable replica of each 
of the 104 national brands they sell and 
service. End 
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OH COMpaTLOHL.. ” 


AND MAKE MORE MONEY WITH 


> 


~~f BEB Da 
— FOOD FREEZERS 


Whiting Home Economists Help You Set Up Your Store 
as Headquarters for Food Freezers in Your Community 

















No other manufacturer provides dealers with such a complete merchandising 
program, carefully developed and tested to fell and sell the advantages and 
need for the Whiting Food Freezer. 


Whiting home economists and promotion experts create a demand for Whiting 
Food Freezers right in your neighborhood. They educate your prospects on the 
convenience and savings benefits of owning a Whiting. Working under your 
MODEL F-2200 sponsorship, they set up Food Freezer Schools, arrange Frozen Food Dinners at 


Spacious 12 cv. ft. capacity of approx. 420 ibs. Powered by a % hp . ° oe ° 
churches, clubs and public meeting places, and hold clinics and demonstrations 


removable “Packaged Power” sealed unit. Heavily insulated with 4° to 


Fiberglas. Thermostatically controlled to maintain constant below in your store. Newspaper publicity and advertising ties in your store with the 
zero temperatures. Long trouble-free life 


MODEL F-1200 
Convenient 4'/ cu. ft. capacity of approx. 165 Ibs. Powered by removable 
Packaged Power” sealed unit. Insulated with 4’’ to 5’’ Fiberglas. Thermo- pects. Second, by converting these prospects into Whiting 


static control maintains below zero temperatures. Extra large condenser : . . ~ 
surface eliminates fan or additional cooling devices. Trouble-free sales. Third, by producing more satisfied Whiting owners who 


individual promotions. 


Merchandising like this pays off—First, by digging up pros- 






convince their friends Whiting is the Food Freezer to buy. 





Wns‘) C) heads up the Whiting staff 
. of nationally famous Home 


Economists and Food Consultants working directly with 
dealers to promote Whiting Food Freezer sales. 








Write today for complete details. See how Whiting dealers benefit from the com- 
plete Whiting Food Freezer program which includes POWERFUL LOCAL NEWSPAPER 
ADVERTISING @ RADIO PROMOTION ON “QUEEN FOR A DAY” @ SALES-MAKING 
DEALER AIDS. Address Whiting Corporation, First National Bank Bidg., Chicago 3, lil. 








UBLIC EYE ee? 


WWIII GG 2a 


FIRST NATIONAL BANK BUILDING, CHICAGO 3, ILLINOIS 
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\ STEEL KITCHENS 
ee 


Hitch yo 4 


* Join the Dealers all over the country 
who are selling Elgin Steel Kitchen 
"Package Units’ and preparing to cash 
in on the vast market for steel kitchens 
during the years to come. 


Elgin dealers know that when they sell a 

sink unit or utility unit today that the 
time-saving convenience, satisfaction and 
gleaming white beauty of Elgin Steel 
Kitchens in the home are the forerunners 
of complete kitchen sales when materials 
are available to supply complete kitchens. 


The Elgin Steel Kitchen line of today embodies 
the best features of the various Elgin lines of 
the last 20 years, plus new and improved 

materials and manufacturing methods. 


Full factory and distributor cooperation plus 
Elgin Quality Steel Kitchens make an unbeatable 
selling combination. Write today for name of 
your distributor and franchise information. 














HOME VENTILATING FAN 
eaieetiak :gpamaatiaces 





Solid red lines: Route of air from upper f'oor - doors "A" and"C" open, 
door "B" closed, other basement openings closed 

Dotted red lines: For venting or drying bosement- door "C” opened or closed 
door "A" open, door "B" closed 


s 


— Door "Con 
first floor 
at heod of 
bosement 
stoirs 


Bosement 
plan 








SHOWING how attic fan is installed in basement. 


Detroit Edison Boosts Basement 
Installations of ‘Attic’ Fans 


"T SHAT a home ventilating fan 

(commonly called an “attic fan”) 
installed in the basement of a home 
will give an extra bonus by keeping 
the basement dry is the observation of 
W. W. McLean of The Detroit Edison 
Co, 

“A basement installation has the fan 
in the basement at any point where the 
first floor can be partitioned off. The 
preferred installation uses all available 
windows for the exhaust,” says Mr. 
McLean. “The warm dry air which is 
drawn from the upper floors absorbs 











MAY 1, 


the moisture from the basement and 


carries it outside. Another advantage 
is that an electrical supply is much 
more convenient in the basement. \ 
further benefit is the fact that the air 
rumble from the fan is not objection- 
able because of the greater distance 
from the bedrooms of the owner and 
neighbors. 

“In addition to the above points 
there are two more: The fan is more 
convenient to be serviced, oiled and 
cleaned and the ambient temperature is 
lower.” End 














TWO VIEWS of an attic fan installation in the basement. 
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Here’s the 


NEW 1948 GOPHER 


fully automatic 


Oil Water Heater! 


Guaranteed for 5 Years 


Gopher is the new trade name of oil water heaters manufactured by the 
American Gas Machine Company up in Albert Lea, Minnesota. This 
company is one of the oldest in the oil water heater field. More than 30,000 
of its water heaters are in service today. They have features other heaters 
don’t have... such as a pilot that won’t overheat the tank. And people 
like the dependability that honest manufacturing puts into them. 

We don’t think that any other oil water heater can match the Gopher 
for economical use of fuel. And this is not an idle claim. The Gopher pilot 
uses only 6/10 of a gallon of oil in 24 hours. Read about some of its other 
good points below, won’t you? 


SELL GOPHER AND YOU SELL: 





1. Fully Aut tic Operati Set it and forget it. 





No electricity required. 
2. Economy of Operation — Th 
pilot in the industry—stainless 


radiation to surr ding water. 





e most efficient oil 
steel cowl type— 


patent applied for and exclusive! 6-inch diameter 
steel tube center five with baffies delivers maximum 





3. Low Heat Loss—insulation is a combination of 
moisture resistant, non-packing fibre glass and dead 
air space. 


4. Longer Life—Heavy-dvty, 300 Ib. test, tank gives 
long-term satisfaction. Exclusive Gopher pilot does 
not overheat tank. Magnesium anode protects tank 
against corrosion, 


5. Streamlined Appearance — Lustrous white finish. 
All controls fully enclosed. Easy to keep sparkling 
clean. Has new low-boy design. Takes less headroom 
than most heaters. 

6. Ease of Servicing— Comfortable access to burner 
through big service door. Built-in fuel-line clean-out 
tool minimizes frequency of burner cleaning. 

7. A 5-Year Guarantee—Every Gopher Heater car- 
ries a factory warranty guoranteeing it for five years. 
8. Underwriters Laboratory Approval — for safety 
and efficiency. 

9. Nationally Advertised in publications reaching 
more than 342 million farm and small town readers. 











( Formerly AGM Sunflame ) 


OIL WATER HEATERS 


American Gas Macnive COMPAVY 


ALBERT LEA, MINNESOTA 
Continuous Manufacturing Experience since 1896 





Please send me the name of my nearest distributor of 
Gopher Oil Water Heaters. 





Name. 


Address 





Available in 30 and 45 
gallon capacity sizes. 





State 
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| Room to Sell 


| es CONTINUED FROM PAGE 57 meen 


the store manager, is that once a cus 
tomer comes out to this district to look 
at an appliance, he is likely to make 
the purchase. There are no nearby 
competitors to make “shopping about” 
attractive—and he feels that once hav- 
ing come out this far, he might as weil 
save himself a second trip. 

The new building is modern in ap- 
pearance, with an attractive neon sign 
across the front which attracts passers 
| by by car or on foot. No one utilizing 
this main thoroughfare into town can 
miss the firm’s main specialties of re- 
frigeration, plumbing and heating, 
which have silhouette signs of their 
own over the various display windows. 
It is safe to say that the fact that the 
building is outstandingly different in 
the neighborhood where it has been 
erected, plus the attractive exterior and 
night illumination has made its name 
and location better known to the ma- 
jority of inhabitants of Great Falls 
than it ever was in its downtown posi- 
tion. 

Pinski’s has always made a special 
feature of service. With major appli- 
ances spread around the countryside, 
in many outlying farms as well as in 
| city homes, it is important that they be 
| promptly taken care of in case of any 
| difficulty. The firm has special service 
| cars which have been rigged up as 
workshops, with essential parts ready, 
so that in many cases repairs can be 
done from the truck itself on the spot, 
without the necessity of bringing the 
appliance to the shop. There is one 
| such car for refrigeration, another for 

laundry equipment and others for gen- 
It was the difficulty 
of loading and handling these trucks 
in the crowded downtown area which 
gave the first impulse toward the move. 
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TRAINS DEALERS AND 
THEIR SALES STAFFS! 


Now, with this powerful new sound-slide 

film, “A Revolution in Your Kitchen’ — 

dealers and their sales staffs both can see 
and hear HOW TO SELL COOLERATOR 
HEAVY-DUTY FREEZERS! No better method 
has ever been created to show the right step-by- 
step procedure of selling a prospective customer— 
from the time she (or he) walks doubtfully into 
the store, until she leaves, convincingly sold! To 
every dealer who wants extra sales—more profits, 
this outstanding film is a must! 


SELLS A SINGLE CUSTOMER | 
OR WHOLE GROUPS! 


Shown to a single customer—or to en- 
tire groups such as women’s clubs— 
this film utilizes dramatic power to 
show how the big, family-size Coolerator Freezer 
SAVES MONEY, SAVES FOOD, SAVES TIME! 
No salesman alone can get the reaction from an 
audience as successfully. Those who see and hear 
it will visualize a Coolerator in their own homes, 
imagine their own money being saved. Here is a 
matchless medium, not only for c reating the desire 


to own a Coolerator, but for selling it to every 
customer! 









MAKE ARRANGEMENTS NOW TO GET YOURS! 
ORDER FROM YOUR DISTRIBUTOR 


“A Revolution in Your Kitchen” 
37-Action-Packed Minutes of Convincing 
Facts Told in Story Form! 


Here's the true-to-life 
their two children 


story of Sarah and Sam Smith and 
a typical family of average means. Beset 
with the ever-growing problem of stretching the food dollar, 
they unexpectedly discover a new way to cut food costs and 
yet eat better! 


| eral appliances. 


Every 


housewife who sees this remarkable sound-slide film P 
will recognize the truth in the statement that a home freezer Special Service Cars 
can actually revolutionize her day—every day of the week 
by saving time spent in the kitchen, saving money, saving Since Pinski’s has so successfully 


food, saving work. What’s more, she 
top quality food she wants 


always have all the 
wants it! 


will established itself on the outskirts of the 
when she 


business district, other firms have fol 
| 


lowed suit, so that this area is gradu- 
ally becoming a shopping center in its 





own right. Fortunately, Mr. Pinski 
was foresighted enough to have pro- 
vided himself with adequate space 


while it was still available, so that no 
matter what the future development of 
the section may be the firm will still 
have “room to sell”. With this taken 
care of, the traffic brought by others 1s 
all to the advantage of the first on the 
scene, End 





Jlaver Oar 


REFRIGERATORS AND FREEZERS 


THE COOLERATOR COMPANY 
Dept. EM-58 — Duluth 1, 





Minnesota 


COOLERATOR DISTRIBUTORS THROUGHOUT UNITED STATES AND CANADA 





ALBANY, N.Y 
ALLENTOWN, PA 
ATLANTA, GA 
BALTIMORL, MD 
BANGOR, MAINE 
BILLINGS, MONT 
BIRMINGHAM, ALA 
BOSTON, MASS. 
BUFFALO, WN. ¥ 
BURLINGTON, VT 
CANTON, OHIO 
CHARLOTTE, N.C 
CHATTANOOGA, TENN 
CHICAGO, ILL 
CINCINNATI, OHIO 
CLEVELAND, OHIO 
COLUMBUS, OHIO 
DALLAS, TEXAS 
DAVENPORT, 1OWA 
DAYTON, OHIO 
DENVER, COLO 

DES MOINES, |OWA 
DETROIT, MICH 
DULUTH, MINN 

EL PASO, TEXAS 
FARGO, WN. DAK 
GRAND RAPIDS, MICH 
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RT A Distributor, Inc 
Bell -Clark & Company 

The Yancey Co., Inc 
David Kaufmann’s Sons 

Coffin & Wimple, in 
Parker Montana Company 

R P. McDavid Co., Inc 
Bigelow & Dowse Company 
H. 0. Taylor Company 

J. S. Geor ge Supply Co 
Cleveland Radiolectric, Inc 
Southern Radio Corporation 
Radio & Appl. Distributors, Inc 
S. E. Schulman Company 

Ohio Appliances, Inc 
Cleveland Radi olectric, Inc 
Ohio Appliances, inc 
The Schoellkopf Co. 
G. W. Onthank Company 
Omo Appliances, Inc 
The Parker Company 
....G, W. Onthank Company 
Republic Supply Company 

S. Distributing Co. 

Albert Mathias and Company, Inc 
Fargo Glass & Paint Co 
State Distributing Company 


HOUSTON, TEXAS 
HUNTINGTON, W. VA 
INDIANAPOLIS, IND 
JACKSONVILLE, FLA 
KANSAS CITY, MO. 
KNOXVILLE, yp 
LITTLE ROCK, AR 
LOS ANGELES CALIF 


NEW ORLEANS, LA 
NEW YORK, N.Y 

NEW YORK—EXPORT 
OKLAHOMA CITY, OKLA 
OMAHA, NEBR 
PHILADELPHIA, PA 
PHOENIX, ARIZ... 
PORTLAND, ORE 
PROVIDENCE, R. | 
RAPID CITY, S. DAK 


SAN ANTONIO. TEXAS 


Straus-Frank Company 

Van Zandt Supply Co 
Appliance Distributors, Inc 
Consolidated Automotive Co 
Enterprise Wholesale, inc 

C. M. McClung & Co., Inc 
Gunn Distributing Co., Inc 
Suls, Young & Brown, Inc 
Ewald Distributing Co., Inc 
Shobe, Inc 


Taylor Electric Co. 

Keith, Simmons Co., Inc 
American Distributors, Inc. 
Modern Appliance & Supply Co. 
W. May Corporation 

). H. Latham—70 Pine St 
Jenkins Wholesale Division 
G. W. Onthank Company 
Philadelphia Dist 

Albert Mathias and Co., Inc 
Bargelt Supply 

Tracy & Co., inc 

Hill's Gas & Appliance Co. 
Wyatt-Cornick, Inc 
Hollander & Co., Inc 
Campbell Stenson Co. 
General Appliance Company 


SAN FaAnersce, CALIF 


ne Ww 
SIOUX FALLS, S. DAK 
SOUTH BEND, IND. 
SPOKANE, WASH 
SPRINGFIELD, MASS 
jt o 
SYRACUSE, 
UTICA, N Oh 
WASHINGTON, D.C. 
WICHITA, KANSAS 
WILKES-BARRE, PA 


Suls, Young & Brown 
‘ancey Co. 

Seattle ate Supply, Inc. 
G. W. Onthank oupeny 


Cloud 
Prudential Distributors, Inc. 
The 5 


Canadian Distributors 


CALGARY, ALBERTA 

paar ah og ao 
NeW WESTHINSTE 

Westie NSTER, B.C 
TORONTO, ONTARIO 


VA 
WINNIPEG, MANITOBA 


Metals, Limited 

Metals, Limited 

Franke, Levasseur & Co., Ltd. 
Associated Distributors, Ltd. 
eral Equipment, Ltd. 

Bailey Industries Corp. 
Associated Dist., Ltd. 
Consolidated Ind., Ltd. 
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Setter Homies 


—— 


VURYERYL 
will see it in 
BETTER HOMES 
AMERICAN HOME 


104,000,000 


will see it in 


LIFE 


58,630,348 


will see it in the 


a O}-} | 





WATER HEATERS 





TRADE MARK REG U S PAT OFF 


_— YOU PROFIT NOW FROM THE STRONGEST 
3 ie NATIONAL ADVERTISING IN THE INDUSTRY 


Millions everywhere . .. hundreds in your own community... KNOW 
ABOUT “PERMAGLAS.” The biggest, most consistent merchandising 


push ever given any water heater backs you up—anow! 


Permaglas Water Heaters keep on being news... because it is 
PROVED: their famous tanks of glass-fused-to-steel CANNOT RUST 
OR CORRODE. 


Why work to sell anything less—when you can now sell “‘Perma- 
glas”’? It’s the completely modern water heater people KNOW! Electric, 
gas, and LP gas. Send the coupon now! 


Glass-fused-to-steel! No Rusting—No Corroding! 


a.0. Sm0Te 


Corporation 


























a —— ee ee ee ee ee ee a = me re ee ee ee ee ee ee eee ee ee 
: | 
A. ©. SMITH CORP. ] 
Dept. EM-548 Name { 
Kankakee Works j 
Kankakee, Illinois Firm ' 
Tell me how |! can make more i 
money right now with “‘Permo- Street i 
glas."" No obligation. | just ‘ 
want the facts. City State } 





New York 17 * Atlanta 3 * Chicago 4 * Houston 2 * Seattle 1 * Los Angeles 14 * International Division: Milwaukee 1 * Licensee in Canada: John Inglis Co., Ltd. 


Manufacturers also of better zinc-lined Duraclad and Milwaukee Water Heaters 
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Dptromaser sella 


to maintain 

“Leadership 
Born 

of Quality” 





The “Banquet Superb”— 
mode by Electromaster, 
Inc., Mt. Clemens, Mich, 


A glance at the gleaming, massive ele- 
gance of the “Banquet Superb” and 
you know that an aristocrat is in the 
house. A few moments’ inspection, and 
you are convinced that here is a mas- 
terpiece of specialized skill—a true 
answer to cooking without drudgery. 


And then there's the signature: Electro- 
master—signifying 19 years of creative 
electric range engineering characterized 
by manvfacturing standards of the 
highest order. For instance, take the 
heating elements: In the Over-Size 
Oven, Deep-Well Cooker, and Warmer 
Oven, these are made of Nichrome, the 
heat and corrosion-resistant alloy that 


~ 
i TE Viny miaay 
OF GOOB 


GECTRNCAL 
APPUANCIS 


~ Exclusive Manufacturers of Nichrome 
v7 jz 


Driver-Harris Company 


HARRISON, NEW JERSEY 





has been the very heart of good electri- 
cal appliances for more than 35 years. 


The excellence of Electromaster! The 
absolute dependability of Nichrome! 
These are factors which have powerful 
appeal at the point of sale—help build 
a record of satisfied customers. 


If your manufacturing sources are not 
already using heating elements made 
of Nichrome, you can profit by asking 
them to do so. For Nichrome is the 
standard of quality and trouble-free 
service the world over. With Nichrome, 
you promote consumer satisfaction, sell 
more customers and keep them sold. 





BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco, Seattle 


Manufactured and sold in Canada by 
The B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 
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“| DON’T CARE FOR THAT MODEL—MY 
NEIGHBORS WOULD BE BORROWING IT ALL 
THE TIME.” 





| Patching Up 
| Radio Cabinets 





CONTINUED FROM PAGE 55 =e 


Equipment Needed 


Equipment needed by a dealer, in 
Fred Notz’ opinion, to do a fair job of 
refinishing on all wood surfaces would 
be something like the following: 


Two stains—light and dark mahog- 
any. 

One maple and blond stain for light 
jobs. (Fred Notz uses powder stains 
which he dissolves with alcohol). 

Nine sticks of shellac; three colors 
for walnut; three colors for mahogany 
and three for blond woods. 

1 gal. rubbing compound. 

1 gal. sealer. 

1 gal. clear lacquer. 

Supply of sandpaper 9-0 and 8-0. 

Spray gun; high priced job is not 
necessary. 

One final word of advice was passed 
on to ELECTRICAL MERCHANDISING D) 
Fred Notz as the story was completed: 
“When you use lacquer or filler, don't 
use the full strength right out of th 
can. Thin it down 50-50 with wood 
thinner.” End 




















“POP SAYS NEXT YEAR HE’S GOING TO LET 
ME PLUG IT IN!” 
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In YOUR STORE—push these brands 


advertised in the May Journal! 











Bendix Automatic Washer Hoover Iron Nesco Housewares 

Conlon Washers and Ironers Hotpoint Dishwashers Norge Products 

Dexter Twin Tub International Harvester Philco Refrigerator 

Dormeyer Electric Mixer Refrigerator & Freezers Premier Vacuum Cleaner 

Easy Spindrier KitchenAid Food Preparers Proctor lron 

Everhot Appliances K-M Home Electrical Appliances Voss Washers 

Frigidaire Home Appliances L & H Automatic Electric Range, Westinghouse Electric 

Gibson Freez’r Locker & Electric Water Heaters Home Appliances 
Fresh’ner Locker, Kookall Lewyt Vacuum Cleaner Yale Tip Toe tron 
Electric Range & Home Freezer Monitor Home Appliances Zenith Radio-Phonograph 


EL—MY 
T ALL 





assed 
NG by 
leted: 
don't 
f the 
wood 


End 





4 1 2 1 of your women customers read the Journal—see the | 


advertising of electrical appliances you sell to them in... Ladies’ Home 






BOUGHT BY NEARLY A MILLION MORE WOMEN THAN ANY OTHER MAGAZINE!” 


*Monthly OR weekly, with audited circulation. 
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in home freezers too... 


Norge Home Freezers, like all Norge prod- 
ucts, are backed-up by aggressive national 
advertising in the country’s leading maga- 
zines, such as Saturday Evening Post, Ladies’ 
Home Journal, McCall's, Good Housekeep- 
ing, Better Homes and Gardens, American 
Home, Christian Science Monitor, Country 
Gentleman, Farm Journal, Successful Farm- 


ing, and others. 





NORGE MODEL HF-10 HOME FREEZER 


rs, has a total capacity (freezer capacity plus storage capacity) 
of 10.54 cubic feet, to accommodate approximately 370 


= latch handles, five-inch glass fiber insulation, 1/5 h.p. 
: hermetically sealed “Rollator” cold-maker condensing 
unit, and moderate price. 


1] 


= 
= pounds of food. This model is noteworthy for its two com- 
S== partments, each with separate counterbalanced lid; lock- 








NS oneal 


NORGE MODEL HF-18 
HOME FREEZER has a freez- 


ing compartment at the left, with 
separate lid, and two storage com- 
partments at the right. All three lids 
are counterbalanced, have lock-latch 
handles. Thick glass fiber insulation | 
' 
' 
} 








Total storage capacity 18.62 cubic 


"1 
— Lg 
i. = & 
feet or approximately 650 pounds Pica 


eee nee 
of food. Powered by 1/3 h.p. open- | —- 


type “Rollator” cold-maker 








Norge Division, Borg-Warner Corporation, Detroit 26, Michigan 


In Canada: Addison Industries, Ltd., Toronto, Ontario 


ft.) (fy +A BORG-WARNER INDUSTRY 


— —— 






































Gas Ranges Home Freezers 
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NORGE MODEL HF-6 HOME 


FREEZER is a vertical-type freezer, a com- 
panion-piece to the Norge eight-cubic-foot 
refrigerator. It has a refrigerated storage 
capacity of 6.35 cubic feet; holds approxi- 
mately 210 pounds of food. The food com- 
partment is made of aluminum finished in 
white Norcelain. There are six separate food 
compartment doors made of white trans- 
lucent plastic. A label frame, in which a card 
for identifying the contents of each compart- 
ment can be inserted, is molded into each 
compartment door. Other features are refrig- 
erated shelves; thick glass fiber insulation; 
positive-action door latch and a hermetically 
sealed 1/5 h.p. “Rollator” cold-maker con- 
densing unit. 








NORGE MODEL HF-26 HOME FREEZER 


features full depth freezing compartment of 5.6 cubic feet with 
a total of 26 cubic feet of freezing and storage capacity or 
approximately 910 Ibs. All of the lids are counterbalanced. 
The freezer condenser is a \% h.p. open-type “Rollator” 


cold-maker. 
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American Beauty electric irons have for more than a half- 


century been the favorite of women demanding the utmost in 
dependability and performance in an electric flat iron. 


As American Beauty provided mothers of years gone by 
with irons of the highest quality, so today American Beauty 
offers their daughters irons of equal excellence and even 
greater value. 


The new American Beauty iron is of traditional American 
Beauty quality and in addition embodies marked improve- 
ments in performance, design and safety. 


An exclusive feature of the new American Beauty iron is 
the thermoscope—a device of decided advantage to the user. 
It registers visually in fabric graduations the operating tem- 
perature of the ironing surface. It is a reliable and accurate 
indicator and guide for the selection of the proper heat for 
the particular fabric to be ironed. 

Chosen heats are automatically maintained constant by the 
thermostat, the control lever of which provides the means of 
easy and accurate adjustment to the desired temperature. It 
is quickly responsive to slightest temperature changes. 

These advantages represent but a few of the features that 
will continue to merit for the American Beauty iron in the 
years to come the well-earned distinction that it enjoys today. 


ESTABLISHED 1sego4 


AMERICAN ELECTRICAL HEATER COMPANY 
DETROIT 2, MICHIGAN 
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A Top Dealer 
Talks Tricks 


Called the best Stromberg- 
Carlson dealer in_ three 
states, Larry Myers tells why 


" M ORE than any other one thing, 

eS I attribute my success as a 
radio merchant to my habit of calling 
back on the customer two days after 
the radio is delivered.” 

Larry Myers, a Pittsburgh appliance 
dealer, doesn’t boast, but when he re- 
cently was acknowledged top Strom- 
berg-Carlson dealer in the tri-state ter- 
ritory by Ludwig Hommel & Co., 
distributors, he clearly discussed the 
secret of his success. By calling back 
on his customers, Larry explained, he 
makes sure that the buyer is satisfied, 
and, in addition, is able to find out 
about any other prospects in the neigh- 
borhood. He can also survey the home 
for other appliances the customer is 
likely to need in the future. This in- 
formation is put in a current file for 
frequent telephone follow-up calls. 


A Set on the Floor... 


A diversified stock, Larry indicated, 
is also important in getting the cus- 
tomers in. “I believe my success on 
Stromberg-Carlson is due to the fact 
that I have several other radio fran- 
chises,” he said, “and I’m able to do a 
good job on them, too. Customers like 
to see a lot of stock.” He believes in 
carrying a complete line of radio 
models so that he can step up the cus- 
tomer to the higher priced model. 


... Means a Check in the Hand 


Other important factors in selling 


and keeping customers, Larry in- 





dicated, are: 1. Deliver the set all 
polished and in perfect working order 
2. Take time to sell—don’t oversell but 
be sure your customer knows all the 
features he is paying for and appreci- 
ates the value he is receiving. 3. Ad- 
vertise in every profitable medium. And 
don’t forget direct mail and the tele- 
phone. 4. Make sure the customer 
knows the slogan, “A Fine Radio Is 
Never Expensive”. 

Sacked with a strong outside selling 
campaign, good store display and an 
intelligent merchandising program, 
Larry believes that 1948 will mark a 
new high in his business. End 


ker = Settny Pome Chae 
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LARRY MYERS, acknowledged by Lud- 
wig Hommel & Co., Pittsburgh distributor, 
as the top Stromberg-Carlson dealer in 
the tri-state area, receives a check from 
Fred Biewener (right) for a five percent 
rebate on his last quarter 1947 Stromberg 
purchases. Mr. Myers calls the post-sale 
call-back the most important single factor 
in successful selling. 
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EUREKA WILLIAMS CORPORATION, Bloomington, I!linois 


Complete Home Cleaning System + Upright Power-Driven Brush Vacuum Cleaners * Tank Type Vacuum Cleaners 
Electric Cordless tron + Electric Kitchen Waste Dipos-O-Matic 
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bove and right—the 

Marsalis Air Circula- 
tor. Extra sales appeal in 
this two-in-one unit. Oper- 
ates as a controlled diffu- 
sion circulator or, in pedes- 
tal position, as an exhaust 
or ventilating fan. Lower 
right, Marsalis “Chubby”— 
popular all-purpose, light 
weight air circulator, com- 
pact, powerful, budget- 
priced. Build your sales 
with these two outstanding 
Marsalis units! 


Marsalis units ore produced by 
American Metal Products Com 
pony—with 32 years’ experi- 
ence in design, manufacture 
and installation of air-treating 
and air-handling equipment 























\\ lert dealers agree 
y 


—Marsalis is out 
front in the home- 
cooling profit parade! 
Here’s proof — the 
Marsalis Window-type 
evaporative Air Condi- 
tioner (above). Engi- 
neered and designed 
for the mass price mar- 
ket: variable volume 
control plus fingertip 
adjustment of non- 
rotating air louvers! 
Here’s the unit for in- 
creased hot- weather 
sales volume! 








Wal Ww 


Yes wont to know more about the complete line of Marsalis home-cooling 


nits. Please send odditional 

open 
FIRM NAME 
(BY) 
STREET NO. 
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AMERICAN METAL PRODUCTS CO. 








HERE IS A GROUP of dealers and their salesmen getting first hand demonstration 
knowledge in Milwaukee. 


Brushing Off the Old Ones 


Pre-war strategies have largely been forgotten 


by the present 


generation of 


retailers, 


Roth Appliance Distributors, Inc., has found. 


A NEW broom is needed to uncover 
A some perfectly workable ideas in 
getting business, declares W. H. Roth 
who heads the distributing firm which 
bears his name at 647 W. Virginia St., 
Milwaukee. Some well known prin- 
ciples of specialty selling have been re- 
vealed for the benefit of the 500-odd 
Wisconsin and Upper Michigan deal- 
ers who do business with the house. 

“We submit a few of the good, work- 
able, profit-making sales producing 
said Mr. Roth, “not as spec- 
tacular new creations but as a review 
in simple form of the fundamentals 
followed by every successful retailer.” 

Finance: Both planning and the dis- 
counting of dealer time contract paper 
is suggested to enable dealers to dis- 
play floor samples, yet not restrict their 
credit structure. This is because this 
display inventory is so necessary to 
successful retail business. 

Your Salesman: Here is the personal 
representative of the dealer and an in- 
vestment in his business. Choose sales- 
men carefully, take time with the inter- 
view, get sufficient reference and a 
complete list of his previous employers. 
Contact each man in person. 

Sales Training: You would hesitate 
to attempt selling X-ray equipment to 
. hospital if you were unfamiliar with 
the product. But if sales people do 
not know the features and selling 
points of their products it is unfair to 
expect them to close the sale. 

Display: Window and floor display 
is one of the least expensive and best 
sales helps. It should be well lighted, 
attractive, bright and clean. All floor 
displays should be connected for live 
demonstration. 


ideas,” 


MAY 1, 


Demonstrate: Show the prospect 
(not just tell her) what it will do for 
her. 

Personal Contact: The best time to 
sell is in the evening, when the sales- 
man can have an uninterrupted discus- 
sion with the family. Large appliances 
are major expenditures for the family 
and usually require the decisions of 
both the husband and the wife. 

Telephone Canvass: It is not in- 
tended to sell appliances by telephone 
—<don’t try to do that. The quickest 
way to find prospects is to use your 
telephone. But first, call present users ; 
they usually can tell you of some of 
their friends who may be interested, No 
better way to discover when a family 
is ready for replacements, and the fact 
that they have a phone at all indicates 
they are better than average prospects. 

Use the User: First phone these 
owners. Offer an appropriate reward 
in exchange for the names of their 
friends whom you succeed in selling. 
Assure them their names will be used 
only with their permission. Use a gift 
consisting of an attractive piece of 
merchandise of approximately $5 retail 
value. You buy it at wholesale. If the 
new owner of an appliance will invite 
in two or three interested prospects 
she may get an award for each of then 
sold. 

Advertising: Soften them up wit! 
good advertising. It need not be a big 
program. Use newspaper advertising, 
display; direct mail advertising 
(letters, postcards, circulars, booklets 
leaflets, blotters, etc.) ; classified adver- 
tising (newspapers, telephone direc- 
tories) ; radio advertising (spot broad- 


(Continued on page 94) 


1948—ELECTRICAL MERCHANDISING 


ne 








on 


Spect 
o for 


ne to 
sales- 
scus- 
ances 
amily 
is of 


t in- 
hone 
ckest 
your 
sers ; 
1e of 
i. No 
amily 
» fact 
cates 
ects. 
these 
ward 
their 
lling 
used 
1 gift 
e oO! 
retai! 
f the 
nvite 
yects 
then 


wit! 
a big 
sing 
ising 
klets 
dver- 
lirec- 
road- 


ING 


COMPANION RES U LT ST © & Ff N U 





+e, 


a ee 
sd 
2 7 
; 
+ 
i + 


Photograph by Beattie -Watts 


Bootleg dentistry got a set-back 
+. because women acted! 





DENTAL STANDARDS MUST BE RAISED — demanded thousands of readers of recent COMPANION 
article “Will You Be a Victim of Bootleg Dentistry?” 45,000 reprints were requested; lead- 
ing newspapers in every part of the country pressed the drive. 


























FIRST IN VISIBILITY — 1947 Lloyd Hall 
Starch figures for 1947 show the Editorial Reports credit COMPAN- 
COMPANION leads the entire wo- 
men’s service field in percentage uf 
families with young children. Com- field. Starch shows the COMPANION 
PANION has the appeal for youthful leads in “noted” advertising visi- 
parents in their buying years. bility of larger space units. 


1947 Consumer Market Data Book 
ION with the greatest percentage of shows the COMPANION has the 
editorial material in the service greatest circulation percentage in 


the women’s field in those areas that 
lead the country in dollar volume 
of retail sales! 


WOMAN’S HOME COMPANION 


Monthly Circulation More Than 3,750,000 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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RESULTS IN ADVERTISING — 
Products advertised in the Com- 
PANION have a big advantage — the 
NUMBER ONE editorial boost! No 
wonder dealers find it more profit- 
able to display these Electrical 
Products! 


Air-Way Sanitizor Vacuum Cleaner 
Amana Home Freezer 
Bendix Automatic Washer 
Camfield Automatic Toaster 
Domestic Sewmachines 
Durabilt Irons 
Easy Washer & Ironer 
Electresteem Baby Chef 
Everhot Appliances 
“Filtex’’ Vacuum Cleaner 
Frigidaire Automatic Washer 
Frigidaire Electric Range 
Frigidaire Refrigerator 
G-E All-Electric Laundry 
G-E Clocks 
G-E Irons 
Handyhot Appliances 
Hotpoint Refrigerator 
International Harvester Freezer 
Launderall Home Laundry 
Maytag Washer & Ironers 
Nesco Chef 

Automatic Electric Range 
Norge Electric Water Heater 
Philco Refrigerator 
Regina Electrikbroom 
Silex Steam Iron 
Simplex lroner 
Sparton Radio 
Speed Queen Washers & Ironers 
White Sewing Machines 
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Pick a line. which is moderately priced, 
which gives big value for the customer’s 
money, and which (by Fair Trade Agree- 


How t soll moe WAAWVH METL 


Pick a line that is nationally advertised. The 
customer well told is already half sold. Dis- 
play this line and its trademark prominently. 


chandise go together. 





Pick a line whose reliability and quality 
you know all about. Insist on self-starting 
motors completely sealed in oil. Insist also 
on attractive designs, and don’t overlook 
the fact that the reputation and experience 
of the manufacturer are mighty important. 


Manufacturers who consistently invest huge 
sums in national magazines such as LIFE, THE 
SATURDAY EVENING POST, and LOOK are not kid- 


ding. Remember, good stores and good mer- 
g 


ments in states where applicable) assures 
you a reasonable margin of profit. Electric 
clocks for bedroom, living room, kitchen, 
every room in the house, can build you a 
substantial and profitable business. 


line. Ask your distributor. 





LYRIC: SA-14. Graceful miniature 
self-starting electric Alarm. Metal case, 
durable glossy ivory baked enome! 
Silver finished metal dial, clear numerals, 
eosy-to-see aclorm set. Pleasant |-2-3 
clarm, only 4%" high. Retail $4.95 





ARTCRAFT: $D-138. Smort self-storting 
electric Occasione! Clock. Gumwood 
cose, butt wolnut top, hand rubbed finish 
gold plated feet, silver piloted metai 
dial, gold ploted bezel ond honds, con 
vex gloss. Retail $9.95 
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ARLINGTON: $D-136. Exceptionally 
beovtiful self-starting electric Desk or 
Table Clock. Case, selected fine grained 
walnut. Silver plated metal dial, gold 
plated bezel, convex glass. 5” high. 
Retoil $12.50 





MURAL: SK-135. Modern design self- 
starting electric Kitchen Clock. Metal 
case, durable baked white enamel finish 
Eosy-to-see 5%” white dial, convex 
gloss. Convenient bottom set. Retail 


$4.95 

























If you are guided by these three essentials, we be- 
lieve you will give definite preference to SENTINEL 
electric clocks. They meet all these requirements. 
Smart merchants all over the nation are steadily 
building more and more business by featuring this 


well made, properly priced, nationally advertised 


Prices exclusive of taxes, and subject to change 


THE E. INGRAHAM COMPANY 
Bristol, Conn, «+ Established 1831 


SENTINEL 


CLOCKS AND WATCHES 





q 


“Guard Your Thecious Time” 














BROOM IN HAND, president W. H. 
Roth of Roth Appliance Distributors bids 
dealers to uncover and use what they 
already know. 


Brushing Off 
the Old Ones 


CONTINUED FROM PAGE 92 some 





casts) ; outdoor advertising (billboards, 
illuminated store signs, signs on deliv- 
ery trucks) ; street car and bus adver- 
tising; motion-picture theater adver- 
tising (colored slides, commercial 
trailers) ; advertising by personal dis- 
tribution (handbills, shopping news, 
novelties, pencils, notebooks, matches) ; 
advertising confined to the store itself 
(window displays, counter displays, 
elevator bulletins). 

“Capitalize on key buying periods,” 
advises Mr. Roth. “Plan your heaviest 
advertising just before the biggest 
shopping days and during the seasonal 
buying peaks. Concentrate your ad- 
vertising on your best market.” 

Promote Trade-Ins: Trade-ins have 
always been and always will be part 
of the appliance business. A little shop 
equipment will enable you to repair and 
refinish the trade-in and almost inevi- 
tably realize an extra profit on it. 

Quote Terms: Don't give the cus- 
tomer the list price. Always advertise 
that the product is so much down, and 
only so much per week. 

A manual containing all these data 
and demonstrations for each of the 
products distributed by Roth has been 
placed in the hands of all of its deal- 
ers. The firm distributes Bendix, Clark 
water heaters, Norge appliances, 
Stromberg-Carlson radios, Premier 
vacuum cleaners, Pittsburgh water 
heaters, Vornado fans, Sylvania racio 
tubes, Universal appliances, Kromolox, 
Westclox, Waste King, General Elec- 
tric products and Pureaire. 
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New 





Electrical Appliance Merchandising Begins With 
PRESSURE SENSITIVE 


Underwriters Approval Labels 
For Cord Sets on ALL Appliances! 


SPECIFY THE UNDERWRITERS’ RECOGNIZED —* They STAY neatly in place on the cord set—a 
LABEL YOUR CUSTOMERS PREFER! ee 
e@ They won't nick hands, clothing or furniture! 
PRESSURE SENSITIVE e@ They add to the looks of the appliance! 
© Lf 
Underwriters approval labels Your customers are looking more and more 
on for the UNDERWRITERS’ APPROVAL LABELS 
Protect your reputation for selling “performance guar- 


anteed” appliances by insisting on Pressure Sensitive THAT MEAN TESTED, SAFE APPLIANCES. 
Underwriters’ Approval Labels — Preferred Because — DON'T FAIL THEM! 


Pressure Sensitive i Labels 


P. O. BOX 305 * PROVIDENCE -e RHODE ISLAND 
% 
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Dealers everywhere are making the discovery. One vacuum cleaner 
SELLS. Others back up on their floors. Yes, FILTER QUEEN has the 


features that cause homemakers to buy! 


In Prankfor Jadiana, ONE APPLIANCE DEALER RE- 
PORTS NINETY-THREE SALES IN SIX, WEEKS . . . plus the sale 


j 
of over a thousand dollars worth of accesSories. 


/ 
IP Philadelphia, ONE SALESMAN SELLS TWENTY-SIX 


FILTER QUEENS IN ONE WEEK. 


Q Chicago. A LEADING DEPARTMENT STORE WRITES: 
*. . . the outstanding and almost phenomenal job that FILTER QUEEN 
HAS DONE IN THE PAST MONTH AS COMPARED WITH OTHER 
VACUUM CLEANERS IS TERRIFIC!” 


No wonder dealers are plugging, promoting and demonstrating FILTER 
QUEEN. If you'd like to get more information on this phenomenal suc- 


cess, call your distributor or write to Health-Mor, Incorporated, Chicago. 
FILTER QUEEN is fully protected by U. S. Patents 


For further information, write to: 


HEALTH-MOR, Inc., 203 N. Wabash Ave., Chicago 1, Ill. 


In Canada: Walters Appliances, Lid., 57 Bloor St. W., Toronto 
Export Agency: A. J. Alsdorf Co., 221 N. LaSalle, Chicago 
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SEVEW REASONS WHY FULTER-QUEEN St ES! 


NATIONAL ADVERTISING— Reaching over 13 million readers each month 
during the big “Spring Cleaning” season. These colorful, readable ads pull 
leads for you . . . leads that are producing better than 70% in actual sales! 


TO) 
Scams 
jousekee pin: 

ei Howskcert/ Gavz > APPROVED BY EXPERTS 
iit each FILTER QUEEN bears the Good 
“sn? Housekeeping, Parents Magazine and 
Tobe Static Eliminator seals, plus the 


seal of Underwriter’s Laboratory. 





LOCAL RADIO PROMOTION—FILTER QUEEN is “on the air” in many 
metropolitan markets. And the spectacular FILTER QUEEN story is plugged 
through the entire Mutual Network on the popular “QUEEN FOR A DAY” 


radio show. 








INTENSIVE SALES TRAINING PROGRAM-— Distributors hold schools to train your 
men to “demonstrate and sell.” In addition, training booklets teach new men and remind 
veterans of the proper procedure in demonstrating and selling. 


SALES AIDS GALORE—Folders and booklets do a complete selling 
job in print. And, display material including full-size vacuum cleaner 
“DEPARTMENTS” are available. It stops shoppers and does a selling job. 


SUPPLEMENTARY PROFIT MAKERS—Dealers everywhereare stepping-up profits 
with FILTER QUEEN’S attractively packaged and highly profitable cleaning aids. 
They’re easily sold and bring customers back to your store for more. 


THE FINEST VACUUM MONEY CAN BUY! 


NO DIRTY BAG TO EMPTY... . Empties like a wastebasket. 
POWERFUL, SUSTAINED SUCTION... no bag to clog and im- 
pede air flow. 
SNAP-ON LOCK-TITE ATTACHMENTS... easy to put on. 
can’t fall off. 
QUIET 2/, H.P. MOTOR... stronger than most, yet it’s 
really QUIET. 


ATTACHMENTS THAT CLEAN FROM FLOOR TO CEILING 





~ 
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Shout The 
GOOD NEWS 
about 


TOP LINE! 








LZ 
Ee 


Allaud the new table-top® electric water 
heater that ADDS work space in the kitchen 
[its beautiful plastic top is scratch-proof 
and scorch proof, comes in either black 
or white, easy-to-clean plastic) . 


Aboud the sensational cylinder-type elec- 
tric room heater that's beautiful enough to 
use anywhere in the house, completely safe 
to use in the nursery, and tops for knocking 
cold spots wherever folks need quick, eco- 
nomical heat. 


Aboud the lightweight, streamlined auto- 
matic electric iron, because it's super-sized 
and cuts ironing-time to a new low. 


Aboud the easy-to-clean, light-weight 
electric churn—a combination of aluminum, 
glass, and know-how that makes churning 
child's play—and makes selling churns as 
easy as demonstrating them. 


Aboud the Good News for Summer: the 
STAKOOL Exhaust Fan for homes, offices, 
stores, and farm buildings—a real breeze- 
builder (and a real sales-builder!) that 
operates quietly, efficiently and economi- 
cally—gives cool comfort at a new low 
cost. 


Yes, the customers shout about TOP LINE. 
They like these quality electric appliances 
that were designed to be best-sellers. So 
we whisper a hint to you: Write for your 
catalog and price sheets. Let the Good 
News work for you, in your store. Write 
for Top Line information now. 


*Regular up-rignt water heaters a 
2 i/ $2 . 
avaulah 0 and $2 gallon size 


Address: Dept. E. 





TRACE-MARK 





P © LINE 


REG. U.S. PAT. OFF, 


APPLIANCES 


TENNESSEE VALLEY 


MARKETERS, INC. 





117 NINTH AVE., NO., NASHVILLE 3, TENNESSEE 








Pioneers in Electrical Appliance Manufacture ‘ 





in the Tennessee Valley 


























NOW THAT TELEVISION is becoming more popular in the Akron area, Odeh has 
coffee-maker customers pausing at his television receiver display, and sales are growing. 








Coffee-Maker Headquarters 











receiver, combination of course, that 
with installation charge and _ all 
amounts to an $800 sale,” said Odeh. 
“T didn’t check on the customer, but the 
chances are very good that he origi- 
nally came to Victor’s for a coffee- 
maker replacement part.” 

You might like to know, about here, 
just how Victor’s became tagged “Cof- 
fee-maker Headquarters.” 

Odeh refers us to the early months 
of the war—remember how most of 
you thumped your foreheads vigor- 
ously, trying to hatch a brain-child that 
would enable you to stay in business? 
Odeh was no exception in this regard. 

He has sold appliances since 1921 
and is now probably the oldest retailer 
in this field in the Akron area (about 
250,000 population.) When the war 
strangled most appliance manufactur- 
ing, he gave the dismal situation a 
thorough mulling over, sorting over 
past experiences that might help in 
the crisis. 


A Good Guess... 


Finally he settled on coffee-makers as 
merchandise more freely available than 
many other kinds. He contacted dis- 
tributors and began to “load up.” Then 
he promoted the merchandise for all 
he was worth through newspaper ad- 
vertising and persona] in-store con- 
tacts. 

“Tt turned out to be, as I had hoped, 
a ‘natural,’ ” explained Odeh. “To bor- 
row a newspaper term, I ‘scooped’ the 
field. 

“At first I made it clear that I wasn’t 
trying to sell complete new units, be- 
cause I figured that many customers 
would need only replacements of 
broken or worn-out parts. I broke up 
complete units, lots of them, just to 
foster this replacement business. Cus- 
tomers appreciated this a great deal, 
and I didn’t come off so badly because 
what was left of a unit, I learned, soon 
fitted in with another customer’s 
needs.” 

Shortly after the promotion was 
launched, Odeh found it made a great 
hit with all comers. He had to scour 
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the territory to keep his inventory 
high, ready for every contingency. He 
bought by the gross, wherever possible, 
and still does today. 

Then he began to keep a card file on 
his coffee-maker replacements and 
sales of complete units. This practice 
also continues. The name, address and 
type of coffee-maker serviced or bought 
new comprise the file data. He aggres- 
sively “trained” all customers by per- 
sonal suggestion and postcard adver- 
tising, impressing upon them his 
ability to replace all broken bowls, for 
instance. 


. That's Still Paying Off 


Now it is a frequent occurrence for 
customers to come in and thank Odeh 
(Continued on page 102) 














ESPECIALLY IMPORTANT TO ODEH 
is the opportunity to show large appliance: 
to customers who come in for coffee-makers 
or parts. He sold two refrigerators, for in- 
stance, to one woman who first entered 
“Coffee-maker Headquarters” for a long- 
sought bowl! replacement. 
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When the customer starts 
to argue with herself 


POINT TC 
DU PON 


It identifies America’s leading 
home appliance finish! 


The “Dulux” seal serves as a convincing clincher for your quality 
story! Many of your brand-conscious prospects recognize it . . . know 
that it means a finish good for years of service in color retention, mar- 
resistance, and superlative good looks. So use the seal to close the 
deal—and don’t forget to mention, too, that ‘Dulux’ enamel is 
rigidly pre-tested! 


If your manufacturer supplies you ““Dulux’’-finished home appli- 
ances without the seal, ask him to include it hereafter. It’s a valuable 
sales aid . . . helps turn more prospects into satisfied customers! 


E. I. du Pont de Nemours & Co. (Inc.), Finishes Division, Wil- 
mington 98, Delaware. 


Qhitih DULUX 


BETTER THINGS FOR BETTER LIVING... . THROUGH CHEMISTRY 








Sto US$ pat off 
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Pick up the stroke!’ the coxswain shouts. The frequency of the 


beat steps up and they forge ahead. 





In the very same way, the advertiser can pick up the stroke of his 
advertising budget... put his product ahead with a steady, rhythmic, 


increased succession of advertising messages. 


That's the advantage of Collier’s. The same amount of money will 
buy more sales messages in Collier’s than in either of the other 


“Big 3’’ weeklies. 


You can buy 
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WITH THE NEW" macic TOUCH” KE CUB 


























w “macic TOUCH” ICE 






30 MILLION reaners 


WILL SEE THIS 
INLAND NATIONAL ADVERTISING 


It sells INLAND ICE TRAYS 
—as replacements, and as 
standard equipment in 
new refrigerators 


Inland “Magic Touch” Ice Cube Trays are 
being pre-sold, for you, as replacements for 
the outmoded and battered trays now in at 
least fifteen million homes. And thousands, 
or perhaps hundreds of thousands, of those 
homes are in your territory. 

A strong advertising campaign, April 
through August, in The Saturday Evening 
Post, Collier’s and Better Homes and Gar- 
dens is urging prospects to go to their deal- 
ers—that’s you—and improve their present 
automatic refrigerators with the marvelous 
Inland “Magic Touch” Ice Trays that assure 
no sticking, splashing, waste or muss. That’s 
the stuff that makes quick, easy and profit- 
able sales! 


GET THAT PROFIT NOW! 
Here’s your chance to cash in on advertising 
that really pulls. Your manufacturer or job- 
ber has, or can get, Inland “Magic Touch” 
Ice Trays. Order your replacement stock 
today. Give them front display while the 


Coffee-Maker 
Headquarters 





CONTINUED FROM PAGE 96 cms 


for making replacements readily avail- 
able. Purchases often run into hun- 
dreds of dollars for a single month on 
this merchandise alone. 

To keep his best foot forward, Odeh 
maintains a consistent display of cof- 
fee-makers in one of his twin show 
windows. One or two store displays are 
also in the routine. All displays are 
changed frequently te emphasize the 
variety and quantity of coffee-makers 
this store carries, 


Display Aid Helps 


One of his best eye-catchers, Odeh 
reported, is a manufacturer’s display 
aid. It is easily handled and positioned 
in conjunction with large displays. Es- 
sentially it consists of mounted com- 
ponents of a coffee-maker, shown in 
unassembled detail and in relation to 
each other. 

“With the aid of this display,” said 
Odeh, “customers can easily point out 
to me their needs, and it’s gratifying 
to be able to supply just what they 
want.” End 


The Vacuum 
Cleaner Puzzle 


CONTINUED FROM PAGE 39 comme 





down in the layer of families that 
never have had vacuum cleaners, and 
the Starch Survey has revealed the 
selling points which will do it. 


“Health and Sanitation” 


In this highly competitive vacuum 
cleaner industry, with the individual 
producers cooperating to make a mar- 
ket study for the good of all, each 
member of the Vacuum Cleaner Manu- 
facturers’ Association will make his 


advertising is running. Push them to service 











we tenting Suaters own particular use of the “health and 

= r nn The ae — anitation?® . e x’ 

| customers. You'll make profits now. You’ll sanitation” theme, found by the Starch 

: Hf fri survey to be uppermost in non-users 

> build customer good will for re rigeratol | minds. He will use it in such adapta- 

"= Say eee sales. Insist that the refrigerators you sell | tions as consumer and trade press ad- 


vertising, dealer helps, demonstrations, 
store and window displays and the 
various other forms of sales promotion 





come equipped with Inland “Magic Touch” 
Ice Cube Trays. 


INLAND MANUFACTURING DIVISION 


General Motors Corporation ° 


Training Program 


Dayton, Ohio The Association itself will promote 


| , vchor " . ° ° : 

~~ the Starch discoveries through its pub- 

ee 4 licity and public relations program, in- 
shops oot” Wa cluding service to newspapers, radio 


stations, home economics leaders and 
the trade press. In prospect, but not 
yet in the works, is a training program 
on health and sanitation for schools, 
home economists and salesmen, the 
beginning of which, as proposed, will 
be a manual sponsored by the Associa- 
tion and given wide distribution by the 
organization and by its individual 
members, all for the purpose of ham- 
mering home the values in vacuum 
cleaning which have been dug out by 
talking with women who never owned 
the appliance! End 
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oO The Last Move is the Hardest — 
Move Your Merchandise Right Over the Counter with DEMONSTRATIONS, INC. 


A new service to supply you 
with personalized selling, full 
demonstration of your appli- 
ances, and weekly reports 
on product performance and 
consumer acceptance. Give your 
appliances a headstart in every 


store...Use Demonstrations, Inc. 





Write for Information 


- DEMONSTRATIONS, INC. 


270 Madison Avenue - New York 16, New York - MUrray Hill 5-3950 
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The appliance industry can take credit for 
many of the comforts and conveniences that 
help to make America’s standard of living the 
world’s highest. Delco Products takes pride in 
its long and close association with this great 
American industry. From the very first, Delco 
Motors have been developed to turn appliance 
shafts quietly, efficiently and dependably. Com- 
pact Delco Motors designed to meet the specific 
torque and service requirements of the applica- 
tion are built in sizes from 14 to 50 h.p. Delco 
Products Division, General Motors 
Corporation, Dayton, Ohio. 


SALES OFFICES: CHICAGO +« CINCINNATI 
CLEVELAND: DETROIT-HARTFORD,CONN. 


HELP AMERICA 
PRODUCE FOR PEACE 
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Scheduled Meetings 


ELECTRIC SHOW 


Nashville Electric Appliance Dealers 
Assn. 

Viaduct Park-Ways, Nashville, Tenn. 
May 18-22 


NATL. HOUSEWARES & MAJOR 
APPLIANCE EXHIBIT 


Natl. Housewares Mfrs. Assn. 
Auditorium, Atlantic City, N. J. 
May 30—June 4 


INTL. TRADE FAIR 


Toronto, Ont., Canada 
May 31—June 12 


EDISON ELECTRIC INSTITUTE 


Annual Convention 
Atlantic City, N. J. 
June 2-4 


; RADIO MFRS. ASSN. OF 
CANADA 


19th Annual Meeting 
Royal York Hotel, Toronto, Canada 
June 15 


STOKER MFRS. ASSN. 


Annual Meeting 

Greenbrier Hotel, White 
Springs, W. Va. 

June 17-19 


Sulphur 


CHICAGO SUMMER MARKETS 

Merchandise and Furniture Marts, 
Chicago, Ill. 

July 5-17 


FLUORESCENT LIGHTING ASSN. 
SHOW, STORE MODERNIZA- 


TION SHOW 
Grand Central Palace, New York, 
: ¥. 
July 6-10 


NATL. ELECTRICAL 
RETAILERS ASSN. 


Mid-Year Leadership Conference 
Sheraton Hotel, Chicago, Ill. 
July 11-13 


AMERICAN WASHER & 
IRONER MFRS., ASSN. 


Summer Meeting 
Grand Hotel, Mackinac Island, Mich. 
July 15-17 


FIRST ANNUAL 
ALL ELECTRICAL EXPOSITION 


So. Cal. Radio and Electrical Appli- 
ance Assn., Inc. 

ar Pacific Auditorium, Los Angeles, 
al. 

August 20-29 
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Appliance Sales Up in February; 






Refrigerators, Washers Lead Race 


Cleaners, ironers also show substantial 
gains; ranges and water heaters improve. 


By Robert W. Armstrong 


EBRUARY proved to be a vita- 

min month for the appliance indus- 
try as sales of nearly all types bounded 
up from January weaknesses. 

Leading the climbers were stand- 
ard size washing machines, registering 
sharp increases over the all-time highs 
reported -in 1947. Vacuum cleaners, 
refrigerators, ranges, storage water 
heaters, electric roasters and broilers, 
toasters, waffle irons, coffee makers, 
irons, and ironers also showed gains. 

According to the American Washer 
and Ironer Mfrs. Assn., February sales 
of standard size washers totalled 360,- 
029 units, compared to 358,445 in Janu- 
ary and an increase of 40.8 percent over 
255,611 in February, 1947. The total 
for the two months was 718,474 wash- 
ers, or 39.5 percent more than the 
514,884 reported for the same period 
in 1947, 


Small Washers Drop 


Sales of small washers, with a ca- 
pacity of three pounds or less, dry 
weight, were 32,312 in February com- 
pared to 35,862 in the preceding month 
and 50,000 in February, 1947. Total 
for the two months of 1948 was 68,- 
174, a drop from the 100,000 sold in 
January-February, 1947. 

Ironers sold in February aggregated 
51,651, compared to 40,192 in January 
and represented an increase of 31.6 
percent over the 39,239 sold in Febru- 
ary of 1947. The total for the two 
months, 91,843, is 29.6 percent greater 
than sales in the corresponding period 
of last year. 


17,076 More Refrigerators 


Compared with December, 1947, 
figures, refrigerator sales in February, 
totalling 301,802 units, were not star- 
tling, but they represented a 17,070 
unit increase over the January figure 
of 284,726. A comparison of sales for 
the first two months of the year with 
the same period of 1947 shows this year 
to be way ahead by a score of 586,528 
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to 390,126. A breakdown of February 
sales by sizes of refrigerators shows 
that 87.9 percent of the sales consisted 
of boxes of seven cubic feet or over. 
Eight foot boxes alone accounted for 
101,474 units. Second were the seven 
footers with 99,804 units, followed by 
the nines-and-tens with 53,551. Six 
foot refrigtrators totalled 35,208 and 
elexen and twelve foot sizes sold to the 
del of 10,382. These figures repre- 
sent those companies reporting to the 
Natienal Electrical Mfrs. Assn. 


Ranges, Water Heaters Climb 


Member companies of NEMA re- 
ported that February sales of electric 
ranges totalled 105,602 as compared 
with 104,830 in January. Total for 
the first two months was 210,432. 

Electric water heaters (storage 
type) registered a gain with 56,576 
units as compared with 55,007 in Feb- 
ruary. Total for the two months was 
111,583, say the 29 companies reporting 
to NEMA. 

C. G. Frantz, secretary-treasurer of 
the Vacuum Cleaner Mfrs. Assn., re- 
ports that factory sales are running 
out in front of the same period in 1947 
with a total for February of 311,342 
standard size household vacuum clean- 
ers as compared with 304,273 in Janu- 
ary. The February figure was 14 per- 
cent greater than the industry’s sales 
of 272,907 units in February of 1947. 
Factory sales for the first two months 
of this year were 15.7 percent higher 
than January-February, 1947, or 615,- 
615 compared to 531,753, and amounted 
to more than one-third the sales in all 
1941, the biggest pre-war year. 


Small Appliances Spotty 


Some types of domestic heating ap- 
pliances registered sales gains during 
the year’s second month while others 
dropped off, according to NEMA’s 
reporting manufacturers. Air heaters 
totalled 54,659 in February as com- 
pared with 72,433 in January. Coffee 


3- 


makers jumped up from January’s 57,- 
031 to 68,295 in February. Heating 
pads were down to 41,160 in February. 

Automatic toasters went from 236,- 
646 in the first month to 252,646 in 
February. Non-automatic toasters also 
improved their sales, heading up from 
a January total of 35,351 to 44,603 in 
February. Waffle irons and griddles 
chalked up total February sales of 
132,512 as compared with 104,637 in 
the year’s first month. Disc stoves 
and hot plates slid off from a January 
figure of 42,119 to 40,088 in February. 

Twelve companies reported. to 
NEMA that during #ebruary there 
were sold a total of 513,060 electria 
irons of all types, which, added to 
January’s figure, makes a total for the 
first two months of 846,319. Alsoxre- 
ported by NEMA were electric roast- 
ers and broilers. Duripg February 
46,205 roasters were sold, making a 
total for the first two months of 84,- 
809. Broilers scored 14,718 in Febru- 
ary and 32,793 for the first two months. 


Heat’s On—and So’s the Music 





IT LOOKS like a stethoscope, but it’s 
a radio, made by the Dormitzer Electric 
and Mfg. Corp. of Boston, and designed 
to keep milady happy while she’s endur- 
ing the pangs of hair drying in beauty 
salons. Called Beauty Radio, the device 
has been tested in Filene’s department 
store, Boston. As many as 250 women can 
listen to music provided by one central 
unit. Headsets cost about $25. 
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AMERICA’S MOST COMPLETE LINE 
OF QUALITY WINDOW FANS 


*& Sell Meier Nu-air WindoFans and you sell quality and per- 
quality and performance backed by 44 years of 
experience in designing, engineering and producing electrical 


tormance 


equipment for domestic and industrial use. 


You can offer Meier-made electrical products to your customers 


with confidence. 


Meier Nu-air WindoFans are sturdily built, light-weight, readily 
portable, and easily installed. Anyone with a screw driver and 


ordinary pliers can do the job. 


This yeor, it's Nu-oir . . 


the facts our 1948 sales plans. . 


ington Street, Indianapolis 7, Indiana. 


FAMED FOR DEPENDABILITY rue 


Model W12 for windows 
up to 36” wide. 
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ond they're headed for new sales records. Get all 
. liberal trade discounts and advertising 
allowance. Write today to Meier Electric & Machine Co., Inc., 3523 East Wash- 


THROUGHOUT THE WORLD 
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FOR 


e Homes e Apartments 

e Hotels « Offices 

e Stores e Schools 

¢ Hospitals « Public Buildings 

e Institutions 

e wherever fresh, cool air 
is desirable for comfort 
and health. 





NATIONALLY ADVERTISED 
in Saturday Evening Post, Better 
Homes & Gardens and House 
Beautiful. REACHING OVER 7 
MILLION READERS. 








Model 313F New Improved 
FILT-R-F AN—The fan that 
filters as it cools. 


MAY 1, 








Telesets Now Total 
250,937, RMA Reports 


February’s continuing climb in tele- 
vision production figures brought the 
total of sets produced since the end of 
the war to 250,937, the Radio Mfrs. 
Assn. reported recently. 

RMA members reported the manu- 
facture of 35,889 television sets during 
February, 5,888 more than those com- 
panies turned out during January and 
representing an increase of 141 percent 
over the average monthly output dur- 
ing 1947. 


Most Are Table Sets 


More than two-thirds, or 25,594 of 
the February production were table 
models. FM-AM receivers reported 
by RMA member-companies for the 
month totalled 140,629 or an increase 
of 4,614 over January, but still below 
the monthly average of the last quar- 
ter of 1947. About 36 percent of these 
were table models and converters. 
Over-all set production was slightly 
ahead of January and about equal to 
the output in February of last year. 


Brandt Sees 12 Million 
Telesets in U. S. by ‘53 


The number of television receivers 
in American homes will total more 
than 12,000,000 by the end of 1952, 
Arthur A. Brandt, general sales man- 
ager of the General Electric Co's. 
Electronics Dept., told an audience of 
radio engineers and broadcast person- 
nel at the opening of a recent three- 
day television seminar at Electronics 
Park. 

Mr. Brandt said that within the next 
five years television will develop into 
a $600,000,000 receiver sales business 
at retail value and will serve more than 
40,000,000 people in the 140 principal 
U. S. markets. 

Television, said Mr. Brandt, “is 
destined to become one of the nation’s 
biggest businesses and its impact on 
the lives of our people in the next few 
years will be far-reaching ’ 


Bell System Sets Coaxial 
Cable Rates for Telecasters 


Television stations utilizing the com- 
bined coaxial cable and radio relay 
network between Boston, New Yor! 
Philadelphia, Baltimore, and Washing 
ton had to start paying for the Ameri- 
can Telephone and Telegraph Co. pro 
vided service on May 1. The company 
announced that it had gained sufficient 
experience in the “highly complex job” 
to put the service on an commercial 
basis and henceforth would charge $35 
a month per airline mile for eight con- 
secutive hours each day, and $2 a 
month per mile for each adiitional 
hour. For occasional or part time 
service the rate was set at $1 per air 
line mile for the first hour and 
for each additional consecutive 15 n 
utes. The company has also impose 
a charge of $500 a month for « 
ing stations to the television 
for eight hours daily. 


fy 


Junction Is Imminent 


The Bell System is constructing 
2,000 miles of network channels in 
coaxial cables and radio relay systems 
in the Midwest. By the end of the 
year the midwestern network will be 
joined to the eastern system 
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42-cu. ft. self-contained reach-in refrig- 
erator. Also made in 65-cu. ft. capacity. 


Yes, your customers know the KOCH name. 
Sixty-five years of familiarity has won acceptance 
for it. Users of commercial refrigeration equip- 
ment know that KOCH equipment will prove 


profitable to them, and practical for them. 


THINK OF THESE PROSPECTS: 


RESTAURANTS | 
INSTITUTIONS 
TAVERNS 


FOOD MARKETS 
HOTELS 
DAIRIES 








HOSPITALS 


25-cu. ft. stainless steel refrigerator, 
with or without ice-maker unit. 


Ever since V-J day, KOCH has gradually 
been increasing production. Today the 
KOCH line includes a wide assortment 
of highly salable models. There are won- 
derful profit possibilities for refrigeration 
dealers who handle KOCH Equipment. 


“KOCH IS TOP NOTCH’ 10-ft. long double duty 
display case. Other Koch 
models 6 and 12 ft. long. 














NORTH KANSAS CITY, MISSOURI SINCE 1883 
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PROFITS SOAR AS DEALERS | 


’ 
TIEDTKE S, Toledo— Runs an ad in Sunday Toledo Times, sells 31 Lewyt Cleaners by following Wednesday! 


Old line appliance men are 
amazed as new Lewyt 
techniques turn floor traffic 
into cleaner profits! 


Astonishing new 1 0-second demonstration turns small-sale cus- 
tomer into big-profit prospect! New Lewyt ‘Market Place’ 
guides salesman’s talk with pictures! Here's profitable selling 
— easier, faster selling — backed by the most aggressive national 


advertising campaign in cleaner history! 


PLUS A NEW KIND OF VACUUM CLEANER WITH ALL 
THESE DRAMATIC TO DEMONSTRATE FEATURES ..:! 


108 


ON AUD WN = 


ad 


No messy bag to empty 

It’s quiet — no roar 

Triple Filter Dust Control 
Eliminates dusting-by-hand 
Cyclonic Suction — won't clog 
Adjustable Rug Nozzle 

Waxes floors; de-moths closets 
Stores neatly — no closet-clutter 


Only needs emptying every 4-6 weeks 


. No heavy pushing-and-pulling 


Price includes all 7 cleaning tools 
Costs less than old-style cleaners 
1-year Written Guarantee 


Backed by 60 years of precision manufacturing 
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PUSH OFF-THE-FLOOR SALES 
OF NEW LEWYT CLEANERS 


Read these actual sales reports from 
Lewyt dealers all over the country! 


VACUUM CLEANER SHOP, 


Milwaukee 
Sells 66 Lewyt Cleaners—more than one 
every other day since being franchised. 
Did it with store traffic alone! 





* 


RAKE’S, Norfolk 


After selling 58 Lewyts, T. W. Rake, 
Pres., gives credit to national advertis- 
ing, the sensational Lewyt Market Place, 
and the Lewyt ‘Demo-Call’ Plan! 





* 


HAMEL’S, Concord, N. H. 


Ad in Sunday Concord paper sells 12 
Lewyt Cleaners — every sale completed 
right in Hamel’s store! 






































SCHUSTER’S, Milwaukee 


Sells 55 Lewyts — all off-the-floor! Re- 
port Lewyt Market Place (new kind of 
floor display) really attracts prospects— 
makes demonstrations more effective! 


LONG-LEWIS HARDWARE 


Bessemer, Ala. 


Sells 42 Lewyt Cleaners. Many leads ob- 
tained from Lewyt Demo-Call Plan. Na- 
tional ads pulling for this Alabama dealer. 


* 


EDWARDS, Syracuse 


Sells 203 Lewyt Vacuum Cleaners in 
less than 4 months — every sale started 
and clinched right in Edwards Appliance 
Department! 


THE HOME STORE, Dayton 


Appliance department of this progres- 
sive Dayton store moves 28 Lewyts—22 
of them straight off-the-floor! 











SCHWEITZER MEYER, 


San Bernardino 


Averaging 21 Lewyt Cleaners a month 
for past 3 consecutive months! Co-op 
ads, floor-traffic and follow-through pro- 
ducing results! 





* 


V. L. WADE, Columbus, Ga. 


A newcomer to the vacuum cleaner busi- 
ness, this dealer reports 20 sales in the 
first week of operation! 





* 


..-DOOR TO DOOR, TOO! 


Stu Gordon, Sheboygan, sells 53 Lewyts 
door-to-door — says it’s the outstanding 
vacuum cleaner on the market! Reff & 
McCann, Bismarck, N. D., turns up 172 
leads with Lewyt’s new 10-second demos 
—four out of first five home demonstra- 
tions were sales! R.A.B. Sales Co., Pasa- 
dena, moves 33 Lewyts with outside 
salesmen in less than 6 weeks! Off-the- 
floor or door-to-door, Lewyt leads! 





WRITE TODAY! cer re racts ABourt Lewyt! 


DISTRIBUTORS ARE FRANCHISING NOW! 







ceuet oe Stun o> 


& Guaranteed by > 
Good Housekeeping 
oo ’ 
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VACUUM CLEANER 










LEWYT CORPORATION + VACUUM CLEANER DIVISION 





76 Broadway, Brooklyn 11, N. Y. 
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Because" — THE DUCHESS 


TRIPLE FLEX SPIRAL AGITATOR WASHES 








































ALL THE CLOTHES ALL THE TIME 


Uniform washing action for the entire load is an outstanding fea- 
ture of the new Duchess. Not an anemic twitching of clothes at the 
top until they are drawn down into the lower washing zone. The 
Duchess Triple Flex Spiral Agitator makes aff the tub an active 
This scientifically designed aluminum agitator 
is a big selling feature — easily demonstrated. Streamlined Beauty, 
long-wearing Silent Ball Bearing Transmission, new type Lovell 


washing area 


Pressure Cleanser and Hi-Bake Finish are other points of visible 
excellence that make sales and keep customers sold. The Duchess 
is a big package — big in capacity, performance and appearance. 
She offers big profit opportunities to you. 


THE DUCHESS 
BIG VALUE 
PACKAGE 


appeals Lo 


YOU CAN’T BUY A 
BETTER WASHER 
AT ANY PRICE 








<t 
ort® 
at 





gatt 


WASHERS 


APPLIANCE MANUFACTURING CO., ALLIANCE, OHIO 
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DEMONSTRATIONS proved 


the most effective 





sales promotional idea during 


“Operation San Diego”. Such live demonstrations .as this one at the Grand Depart- 


ment store produced sales of irons. 


Proctor Completes 30-Day 
San Diego Marketing Test 


Oliver calls it success; Demonstrations, 
publication ads do most to build sales. 


What happens to sales when a mar- 
ket area is saturated tor a month-long 
period with a highly competitive prod- 
uct like an electric iron was discovered 
last month by the Proctor Electric Co. 
[he company’s vice-president, Robert 
M. Oliver, reported recently on its 
merchandising campaign in San Diego, 
Calif., undertaken to find today’s best 
selling techniques for the retailer and 
to prepare Proctor’s own selling orga- 
nizations for national operations on a 
pre-war basis. The campaign, he de- 
clared, was a inasmuch as 
more irons were sold during a 60-day 
period than during all of 1946. In ad- 
lition, distributor stocks at the end of 
the activity than 30 
day’s supply. 


success, 


1 > 
ess 


contained 


Why San Diego 


The San Diego trading area was 
chosen for test purposes because, in the 
opinion of certain economists, it alone 
was showing symptoms of a mild re- 
“We wanted a tough market 
found it in San Diego,” said 
C. P. Culbert, the company’s western 
manager. “San Diegans in gen- 
eral are cautious spenders, a large part 
of the population being service, govern- 
ment and retired folk. Some unemploy- 
It was an ultra- 
market, where post-war 
sales were showing some decline,” he 
explained. 

The population of San Diego city is 
362,658; of San Diego county, 552,804. 
Population of the entire trading area 
embraced by the promotion is 640,544, 
Mr. Culbert said. 

Proctor launched “P” Day with an 
ill-out attack, admittedly intending to 


saturate the w! nd retail mar- 


cession. 
we 


sales 


ment had been noted 
conservative 


1 - 
olesaie a 


MAY 1, 


kets with “Never-Lift” and “Cham- 
pion” irons. Inventory at the start ot 
the campaign was twice the 1946 total 
flatirons in the entire San 
Diego trading area. 

The support of wholesalers, retail- 
ers, representatives of women’s clubs, 
ra lio stations, the newspapers and civik 
groups was enlisted. Also cooperating 
Bureau of Radio and Elec- 
trical Appliances and the city’s Cham- 
ber of Commerce. 

Proctor representatives and 
“Never-Lift” iron demonstrators from 
11 western states were shifted to San 
Diego during the experiment. Head- 
quarters were set up in the U. S. Grant 
Hotel. Here distributors’ daily re- 
ports were received and checked and 
meetings held to map staff strategy. 


sales of 


were the 


sales 


Advertising Promotion 


\ total of eight full and halt-page 
advertisements were contracted for in 
each of three San Diego dailies, total- 
ling slightly more than 20,000 lines 
On four of the city’s radio stations, 208 
spot announcements were broadcast. 

Fourteen dealers ran 32 tie-in news- 
paper advertisements—the amount of 
this dealer cooperation was termed 
“disappointing,” and a total of 230 
displayed promotional material in their 
stores. More than 1,000 women were 
shown Proctor’s sit-down ironing tech- 
nique which was emphasized through 
out the campaign, during demonstra 
tions at the Orpheum Theater. 

In addition, about 100 sales people 
were given group and individual i 
struction in sit-down ironing in th: 
theater, in their stores and at Proctor’ 
hotel headquarters. Demonstration: 

(Continued on page 112 


1948—ELECTRICAL MERCHANDISING 















ring 
art 


am- 
t of 
‘ota! 
San 


tail- 
lubs 
CiVik 
iting 


tlec- 


‘page 


otal- 
lines 


;, 208 


liews- 
at of 
rmed 

230 
their 
were 
tech- 
ugh 
istra 


ctor 


ition 











ELECTRICAL 


Exciting! 


It’s the biggest water heater news of the year! 


Yes, take a good look at the new 
John Wood line! It's big news because 


FREE! it has new beauty... big news because 
John Wood 7-inch electric models again join gas... 
tapers ore handy big news because it maintains the 





for lighting pilots oT *, 
nian dependability, long-life and econom- 


= 
= ical operation that have made John 
Wood Automatic Water Heaters 
famous for more than forty-seven years. As always, the accent is on low, 
modern styling that facilitates installation and servicing. 

To help you sell more profitable John Woods, there's a new liberal 
guarantee plan plus the greatest national advertising campaign in com- 
pany history appearing now in The American Home, Better Homes and 
Gardens and The Saturday Evening Post. Get in on the excitement! Sell 
the new John Wood line. John Wood Manufacturing Company, Inc. Plants 
at Conshohocken, Pa., Chicago 9, Iil., Toronto, Canada. 


FOUNDED 1867 


“Visit our Booth No. 321 of the coming Home Comfort Exhibition, 
Philadelphia, May 24th, 25th, 26th and 27th.” 


Write tor complete information or see your plumbing and heating jobber 


and eufield Culomatic Ualer Healers. 
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When you march on 





the small town market... 


SUCCESS 


A 4 : 
| HOUSEHOLD ) | 1S a 


EW HOUSEHOLD 






/Z 


Four Steps to Success... 


® Sparkling new 
Household format! 


@® 38% more adver- 
tising—more 4- 
color ads! 


® New high circulation 


@ Still the lowest cost 
per 1000 readers— 
4 colors, $3.00; 
black and white, 
$2.25. 


Word! 


No trick to drumming up trade here! More than half of America’s 
retail outlets are found in small cities and towns. And Household 


is the only big monthly aimed directly at this market! 


But there’s more to Household success than just reaching buyers. 
Household moves these bigger, better families to buy! With every 
issue, Idea-Planned editorial pages plant in their minds more than 


255 practical ideas for easier, pleasanter living. 


Today these big families have the greatest purchasing power 
ever. Yet Household continues to reach them at the lowest cost per 
page per thousand—$2.25 for black and white, $3.00 for 4 colors. 
No wonder “Success is a HOUSEHOLD Word!” 


Capper Publications, Inc., Topeka, Kansas 


HOUSEHOLD 


a magazine of aclin sor amall cites and Tours 
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Proctor Test 


also were staged in the domestic sci- 
ence classes of 11 schools throughout 
the county before approximately 1,300 
students. 

San Diego department stores and 
mail order houses offered close coop- 
eration. Whitney’s, Walker’s and 
Grand department stores held organi- 
zational meetings, during which the 
program was outlined and each em- 
ployee was supplied with cards, invi- 
ting customers to attend “Never-Lift” 
demonstrations. Sears Roebuck and 
Montgomery Ward held employees’ 
meetings in their appliance depart- 
ments. All maintained permanent dem- 
onstrations and display material. 


Most Effective Media 


No new methods were employed and 
all “tried and true” promotional media 
were utilized. it was pointed out. Pub- 
lication advertising and store demon- 
strations proved the most effective 
means of promoting sales, the company 
found at the campaign’s conclusion. 
Store and window displays were found 
the next most effective methods. 

Dealers reported that sales of all 
irons increased as a result of the pro- 
motion, with those costing more than 
$10 accounting for 25 percent of the 
remaining sales, and those ticketed at 
less than $10 totalling 23 percent. 

The total industry iron sales for 1947 
according to statistics compiled by 
ELECTRICAL MERCHANDISING amounted 
to 170 percent over 1941 (the last pre- 
war year of full production). Figures 
released by the Bureau of Radio & 
Electrical Appliances of San Diego 
County show that total iron sales for 
1947 in that area amounted to 269 per- 
cent over 1941. 

San Diego now is one of Proctor’s 
most active iron markets, Mr. Culbert 
disclosed. J. Clark Chamberlain, man- 
aging director of the city’s Bureau of 
Radio & Electrical Appliances, said, 
“Reactions of distributors and retail- 
ers are excellent . . . the activity, in 
my opinion, served its purpose for 
Proctor, the wholesalers and the deal- 
ers. 


$22,500 for a Footstep 





AMONG the $22,500 worth of prizes 
that Mrs. Florence Hubbard of Chicago 
won for identifying Jack Benny (right) as 
the Walking Man on the Truth or Conse- 
quences radio show, was a@ complete 
Bendix home laundry, the dryer and 
ironer parts of which are shown here. 
Left is Ralph Edwards, emcee of the pro- 
gram. 
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COMING IN JUNE: 


Coleman dealer 
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Saving Oil Heater 
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ss. Your Coleman 
information. 





The Coleman Com 
pany, Inc., Dept. EM-932 
—General Office at Wichita, Kans.—Branches in Los Angel 
es, Philadelphia. 
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Motorola Ad Budget 
Tops $2,500,000 
Jeginning this month Motorola, In WEBSTER ELECTRIC 


i Pata tents 
















will spend ove $2 500,000 to promote 
lor pages in 13 na 


tional magazines are carrying the com- 





i any’s opening message—“the newest REG. U.S. PAT. OFFICE 
idea in ate able radios.” The campaign 
vill feature seasonal product “power HOME INTERCOMMUNICATION 





1roughout the year. Current 
e company is sponsoring weekly 
tation WBKI 
hicago, and on April 1 began a week 
ne-quarte! uur telecast on NB¢ 
ve-station eastern television network 
e spring and summer phase of 
‘ ampaig1 vill feature portable 
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, al \ yack the company’s 
iced television set. In addition 
Mf la will ste u it cooperative 


ewspaper 1dvertising ampaigns and 








vill continue extensive use of road 
ide signs and trade magazines 


Consumer magazines carrying Mo 



















a space will include: American 
Veckly, Better Homes & Gardens 
ronet, Field stream, Holiday 
fe, National Geoaraphic, Saturda 


i) 


ening Post, Seventeen, Sport 


New Crosley Refrigerators 
Reflect Reductions to 162 
Price reductions from seven to 1¢ 


percent and ranging as high as $50 on 
1948 refrigerator models made by the 









t 


sley Division of Avco Mig. Corp. 
vere announced late in March by In- 
wood Smith, manager of seiclansation 
\ direct comparison, model by 
odel, with the 1947 line is difficult,” 
e executive stated, “because the 1948 
models incorporate many new features 
and have substantially larger food 
storage space.” Mr. Smith pointed out, 
however, that there is a $50 or 15 per 
cent difference between the 1948 M-&88 
model and closely similar 1947 re 
trigerator, the SE-947. Another new 



































model with a suggested retail price of 
$259.95 is $20 under a comparable 
1947 model, the SE-747, with a retail 
price of $279.95. The new model 


while selling for $20 less, has a capa 

















y < eet as ci aired wit! 
7.2 eet ast year’ del. The 
S ther tour new mode 
epresent rable values and a Telehome” systems are sold as Telehome" speaker units are “Telehome" door speakers make 
t e declared complete set consisting of the available for adding to original it possible to answer doors with- .« 
master station, one speaker unit equipment. The master station will out opening them. They are pack- 
3 , ! 
ond one hundred feet of wire. accommodate three speckers. aged and sold separately. 
Noblitt-Sparks Launches 
Lend-lron Promotion *Telehome” intercommunication for the Cireulars, booklets and displays are avail- 
~ ee , e0 Oc home is becoming better known and more able to aid sales in stores. Department 
Dealers of the Arvin $9.95 electric : » —- t ae Meumse staves, gublic utili. 
m (Noblitt-Sparks Industries) are widely accepted daily. Because of its ap- stores, Nome ap ‘ - | 
itit] under > rm 7 rec - reaghia > re "Ss { ‘lectricé ° ac s i « 
entitled under the terms of a recently peal one magazine, reaching home owners, ties and electrical contractors on a nation 
nnounced prom ( le Y ~ ° . . } > ‘ is are articinats j i Ss Si » 
announced promotion plan to lend a is devoting two editorial pages to the use wide basis are participating in its sale. 
new iron for a 48-hour period to any © : ; . , ‘ ‘ ‘ 
rospective customer. The plan, an of home intercommunication as a lime saver. Telehome” is nationally distributed by 
nounced recently by Gordon T. Ritter Others are considering it a part of modern Webster Electric Jobbers and Distributors 
lirector of sales, does not involve any , a . hfs f Ty 2 : 1 
has the loan convenience. This non-solicited publicity in Phe classified section of your phone book 
arge tor tne loa ° b 
Lend-iron tackles the age-old prob- addition to advertising in Saturday Even- will show their name. If one is not located 
lem of the industry—how to inc , . >. . . a aid = Ra , “on arine 
ome A 3 er ny Ree ing Post and Successful Farming is bringing near you write Webster Electric, Racine, 
e housewife she should excl 1er : ed , ‘ , — : 
ah wig Tale 99 » atte ons. Wisconsin for full information. 
old heavyweight iron for a modern, Telehome to the attention of milli r 














ightweight, easy-to-use appliance, 
J PI 
Mr. Ritter said. The new plan is built 
; 1 
around a six-pack carton of irons. Five 


regular Arvins are sold to dealers at 

































the usual discount and one Lend-Iron 

included at a lower price. The latter 
is plainly marked “Arvin Lend-Iron— 
‘ourtesy of your Arvin dealer.” Along 
with the irons goes a kit of promotion 
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Customer Hyped! 


THE LATEST ADDITION TO T 

















The wall type Telehome 
with 5 station capacity fits in 
the modern kitchen 


All new construction every 
new electrical kitchen . . . every 
remodeling job where kitchens are 
being electrified should include in 
the planning a ““Telehome” wall 
ty pe intercommunication system. 
This is a real step-saver for the 
housewife. ““Telehome” is also a 
can be 
answered without opening them 


protection as doors 


and in addition, it saves time and 
steps answering doors. It puts one 
in voice-to-voice contact with 
Various rooms in the home, up- 
stairs, recreation room. work shop 
or garage. It eliminates the need 
to run around. The central loca- 
tion of the wall type model is 
preferred by many. 


Licensed under U.S. Patents of Western Eleciric C ompany, Incor porated, 
and American Telephone and Telegraph Company. 


WEBSTER 


RACINE 


Export Dept. 13 E. 40th Street, New York (16),N.Y. Cable Address "ARLAB” New York City 


ELECTRIC 


[eLectRicl WISCONSIN 
Established 1909 





“Where Quality is a Responsibility and Fair Dealing an Obligation” 


Sold Qs a 


70 YOUR LINE../TS PROFITABLE / 
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Tele-tone Introduces 
Lowest-Priced Teleset 


“Thousands of low income families 
will now be able to afford a television 
set which they have been promised fo 
S. W. Gross, president o 
reletone Radio Corp., said last month 
in presenting the company’s new 
$149.95 television receiver at a press 
luncheon in New York’s Hotel St 
Regis 

Several of the mahogany table re 
ceivers were distributed around the 
hotel's pent house dining room to bring 
in a special Tele-tone program broad- 
cast from WATV, Newark, N. J. 

John S. Mills, vice-president, con 
ducted the demonstrations of the sets 


so long,” 


and said that the company would spend 
approximately $400,000 for 4,000 co- 
operative advertisements in metropoli- 
tan newspapers before the end of 1948 
Mr. Gross predicted that production 
by the end of the year would total 
50,000 sets. 

The receivers, named TV-149, will 
be sold by regular Tele-tone dealers 
but will, temporarily at least, be in- 
stalled by the company’s authorized 
service agencies. Minimum installation 
charge is $25 including antenna and 
a three-months’ guarantee. Installation 
and a one-year guarantee is available 
for $45 

Mr. Gross also announced that the 
company has in its laboratories a 
nearly-perfected television ' extension 
unit which will retail for less than $50 
and a projection type receiver with a 
screen size which can be changed by 
the operator within the limits of nine 
inches by 12 inches to six feet by four 
feet, to retail for about $300. 


Tele Programs Free 
to Include Live Music 


Television dealers, long plagued by 
prospects’ arguments that, “The pro- 
grams are no good; I'll wait until 
they improve before I buy,” got new 
hope in mid-March with the agre« 
ment between the American Federa- 
tion of Musicians and the networks 
permitting live music on telecasts for 
the first time. Within two days after 
the agreement NBC brought Arturo 
Toscanini and the NBC Symphony 
orchestra into listener’s—and viewer’s 
—homes. 

Mark Woods, president of the 
American Broadcasting Co., said, 
“ABC’s television plans call for ex- 
tensive use of live music. We are 
arranging to televise the Metropolitan 
Opera performances, which will make 
available, for the first time, to millions 
of people the opportunity of seeing the 
great Metropolitan singers perform. 
We also plan to televise the orchestras 
whose music is carried over our stand- 
ard band facilities. In addition, ABC’s 
plan for entertainment and dramatic 
features on television can be improved 
through the addition of live music.” 


Penn. Range Boiler Plans 
Water Heater Campaign 


A national campaign to promote the 
sales of Pennsylvania electric and gas 
water heaters has been announced by 
F, A. Riley, general sales manager of 
the Pennsylvania Range Boiler Co. 
The promotion includes advertising in 
trade and consumer publications, sales 
helps, mat service, and dealer aids 
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: Home appliances are 
easier to sell when 
| equipped with Lamb 
Small series universal . 
ater csmemee tek Electric motors be 
signed for food-mixers cause customers know 
this name is their as- 
surance of thoroughly 
dependable motor 
) 


operation. 


The good turn-over of 
Lamb Electric motor- 





driven appliances is 


Compactly designed tur- one of the reasons 

bine. . . driven by a high- 

speed series motor .. . 

particularly adaptable to 

cannister type vacuum 
cleaner. 


why many leading 
dealers carry them. 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 





Light-weight universal 


Electuc 


for portable devices. 
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What's Wrong With FM? 


AT THE SPEAKERS’ table at a northern California FM broadcasters meeting held 
in San Francisco late in February are, left to right, Herbert Nelson, Ruthrauff & Ryan; 
Bill Lancaster, RCA representative; Lon Hughes, Public Relations Council, American 
Petroleum Institute; Jack McCullough, Eitel-McCullough, Inc.; Ed Davis, Mgr. Radio 
Station KDFC; Frank Feliz, Bay Area Council; Clay Crane, KSBR, and Jerry Morton, 


KLX. 


California Diagnoses 
Its FM Headaches at Clinic 


Poor Retailing, Set 


Design, Programs Hit 


FM headaches in 


ornia 


northern Calif- 
diagnosed at a dinner 
meeting-clinic of broadcasters in San 
Francisco recently. The prescription 
written by the consultants called for 
more information on the new industry 
for dealer, retailer, customer and pros- 
pective advertiser. 


were 


Appointed at the dinner was a com- 


mittee of seven stations to prepare 
more specific recommendations for 
action: KDON, Monterey; KDFC, 


Sausalito; KFRE, Fresno; KLX-FM, 
Oakland; KONG, Alameda; KSFH, 
San Francisco, and KSBR, San Fran- 
cisco. Bill Crocker of KDFC was 
named chairman. 

The conference was sponsored by 
Radio Diablo, Inc., operator of FM 
station KSBR. 

Bill Lancaster, RCA _ distributor, 
speaking for the wholesaler, declared 
that a “tremendous educational pro- 
gram” all along the line was necessary 
to bring more widespread acceptance 
of FM broadcasting in the area. 

Five factors are instrumental in the 
slow progress of the 
medium, he said: 


broadcasting 


1.) Most retailers are not equipped 
with antenna systems for proper dem- 
onstration of FM sets to show their 
superior reception. 

2.) Retailers are not doing an ade- 
quate selling job on FM sets, even 
failing to give adequate tuning instruc- 
tion to customers who do buy radios 
with FM bands. Many owners of sets 
with FM bands don’t take advantage 
of that feature because they complain 
that the band is “difficult to tune.” 

3.) FM broadcasts are poorly pro- 
grammed. Customers try the FM 
band a few times, happen on low- 
quality programs and then “forget 
about the whole thing.” 

4.) Not enough promotion of FM 
broadcasting has been done in the area. 
\ lack of the proper ballyhoo got the 
medium off to a poor start. 


MAY 1, 


5.) Many of the FM receivers are 
badly engineered. 

Reporting the viewpoint of the ad- 
vertising agencies, Herbert Nelson, 
chairman of the board of governors of 
the northern California chapter of 
\AAA, decried the lack of information 
available on FM as an advertising 
medium. 

Little or no data has been compiled, 
he pointed out, on the number of sets 
in the area, the number of listeners or 
their listening habits. 

“We can’t conscientiously spend the 
advertisers’ money on a medium when 
we don’t know what it’s paying for,” 
he said. “We need more information 
before we can take it seriously.” 

A survey of advertising agencies had 
shown almost no use of FM as an ad- 
vertising method, Nelson reported 


Needed—”A Good Pitch” 


All agencies complained of the lack 
of information available on FM. One 
commented that FM was considered a 
“long way off” as an advertising me- 
dium and few advertisers would pay 
for experimental work in the field. 

Another agency man questioned 
couldn’t “see the need for both types 
of station,” and added that “No one 
has given a good pitch to me on why I 
should use it.” 

Also, Nelson said, stations who have 
dual operation including both AM and 
FM seem to deprecate the whole FM 
operation. 

During the meeting a special FM 
broadcast was heard, illustrating the 
difference between ordinary disc tran- 
scriptions which make up the bulk of 
all local programs and a new magnetic- 
tape recording. 

Jack McCullough of Eitel-McCul- 
lough, Inc., who presented the broad- 
cast demonstration, explained that the 
best disc transcriptions sound mechan- 
ical over FM because of its transmis- 
sion of lower and higher notes which, 
on most transcriptions, also includes 
transmission of scratch and noise. The 
magnetic tape recorder has a frequency 
response about equal to that of an FM 
station, permitting a higher fidelity 
reception. ; 
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NOW! Get Set to Cash In on the Terrific 


Untapped Room Air Conditioning Market 





SELL THE AMAZINGLY SUCCESSFUL* 
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Thousands of units in satisfying daily use 


Unlimited Market for New Profits 
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Every Office and Home in Your Area a Prospect 


The market is pre-sold for you! Air Conditioning is accepted and demanded by 
the public. NOW—the MITCHELL Conditioner brings perfected, practical Air 
Conditioning into the home and office—to meet the vast, untapped demand for 
personal comfort and health. Every business house, every office building, every 
home of middle-class means or above—that'’s your market! It’s unscratched— 


aN 


yours for the taking—and the time is NOW! 
NATIONALLY ADVERTISED DISTRIBUTORS: 
Millions of prospects will read about the advantages of the A few desirable ter- 


MITCHELL Room Air Cenditioner in Time, Fortune, Business Week, ritories are still open. 
Hovse Beautiful, House & Garden and other leading national Inquiries are invited. 
publications . . . powerful advertising that sells for you. Write for details today. 


AIR CONDITIONING DIVISION 


MITCHELL MANUFACTURING COMPANY 
2525 N. Clybourn Ave., Chicago 14, ill. 





1, 1948 


DEALERS! GET SET FOR BIG 
SUMMER SALES. writetor vrochure,“How to 


Make Money Selling MITCHELL Room Air Conditioners.” 
Get into this profitable field now. Send fer details today. 






Genuine ROOM 


Air Conditioner 


Real 5-Function Air Conditioning 
Perfected... Accepted... Acclaimed 
An Easy-to-Sell Appliance Package 


Here are the powerful selling advantages that will make big 
money for you in this vast, receptive, wide-open field: 

The MITCHELL Room Air Conditioner performs all $ 
essential functions of genuine Air Conditioning . . . cools, de- 
humidifies, filters, circulates, ventilates, Powerful ¥-ton her- 
metically-sealed refrigeration mechanism delivers 5780 BTU 
per hour (certified by U. S. Testing Co.)—nothing in the field 
comes close to this performance! 


It's easy to get into the profitable Room Air Conditioning 
business with the MITCHELL unit. Sell it like any major 
appliance package. We provide simple instructions for easy 
calculation of installations. There’s nothing to installation 
(unit mounts easily in window; no plumbing required; plugs 
in like any ordinary appliance). The barest minimum of 
technical knowledge is all you need to sell the MITCHELL 
unit successfully. 


Start selling the MITCHELL Room Air Conditioner NOW. 
Don’t wait for the “heat waves.” Get in on the ground floor 
today. Find out how easy it is to get your share of this profit- 
able business. Write for the full selling details. Order your 
floor samples early and get set for big volume sales and profits. 







AIR CONDITIONING DIVISION 
MITCHELL MANUFACTURING COMPANY 
2525 N. Clybourn Ave., Chicago 14, Ill. 


* 
Rush us full information on opportunity te profit quickly end easily with the @ 
MITCHELL Room Air Conditioner. + 
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Apex Plans for Sales 


Appliances with 


petite Appeal 7 





4% 


WHEN APEX Rotarex Corp. told distributors its sales, production and advertising 
plans for the year at a recent meeting in New York, some of the distributors took 
the opportunity to do some talking too. R. A. Sholl and R. Paul Burns, Philadelphia 


distributors, got in a few words with Kamel Hassan (right), eastern division sales 
manager for Apex. 


Yes sir! A pound of coffee sells a lot more KitchenAid Electric 
Coffee Mills for you. That delicious fresh-ground coffee aroma 
stops almost everybody in his tracks. 


Then, all you have to do is explain how 
coffee flavor starts to evaporate the instant 
the bean is broken—how the KitchenAid 
Coffee Mill delivers perfect, aromatic, 
fresh-ground coffee ready for brewing at the 
instant of fullest flavor—how it does this in 
any desired grind with the mere flick of a 
switch. Demonstrate KitchenAid Coffee Mills and you'll create 
an appetite to buy. 


It’s good business to keep a KitchenAid Coffee Mill full of 
offee and ready for action. There’s good business, too, in the 
entire KitchenAid line—Coffee Mills, and Food Preparers with 
full range of attachments. Ask your distributor. 
; EAST HARTFORD distributors put the bee on Apex’ Frank S. Ryan, (left) advertis- 
SELL THE FuLL KITCHENAID LINE! THREE mixers with complete ing and sales promotion manager. They are: Louis K. Roth, president; Edward Sarnoff, 
range of attachments plus the Electric Coffee Mill—versatile, per 


advertising manager; and John V. Youngblood, appliance sales manager, all of Radio 
formance-packed little brothers of big Hobart Commercial food and Appliance Distributors, East Hartford, Conn. 


nachines. They’re “most wanted” food machines for thousands! 


HOBART 


PRODUCT 


KatchenAid 


The Finest Made 


: , : ee ‘ | CAUGHT COMPARING notes and taste Victor H. Meyer, president of the 
The Hobart Manufacturing Company * KitchenAid Division * Troy, Ohio Victor H. Meyer Co., New York Apex distributer, oad tne S. Eklof, of the Harry 
S. Eklof Co., Baltimore. 
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@ What do you gain when you sell Mert- 
: Ay ae land heaters? . . . Mertland heaters are 
- . . made by men of long experience in mak- 
rnott a ; , ing automatic water heaters. All their 
Rad a — § efforts are concentrated in making the 
“Sey ' best heater that can possibly be made. 

Independent laboratory tests prove 
that Mertiand quality is absolutely tops. 
Point-by-point comparison will show you 
that Mertiand has all modern sales feo- 
tures. 

Compare Mertiand for looks, for fea- 
tures, for length of life, for trouble free 
operation. Compare Mertland prices. 
You'll agree that you and your customers 
want Mertland heaters. 
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oH IN THE SIZE AND STYLE 
SS . YOUR CUSTOMERS WILL WANT 


ING 


M.M. HEDGES MANUFACTURING CO., Inc., Chattanooga, Tenn. 
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eMODEL 50 
Freezer—5 cu. 
ft. capacity. 


~- for AMANA Dealer propositior 
REFRIGERATION vivision AMANA SOCIETY AMANA, low 









ygives you Mark-Up- 
to which you are entitled. / 






our Freezer Line! 


Then get the Amazing dealer Proposition from 


Amana 


e A profit making story for alert dealers in 1948! This isn’t “idle 
puff talk’-- You know the Amana reputation for quality -- now get 
the story of how you can cash in on Amana quality, Amana engin- 
eering efficiency that gives you a line of Freezers that outsells all 
competitors and still gives you proper mark-up! 






thing sensational!) 


A new AMANA Home Unit to 4) 
) retail at less than $26 "cn" ? 
LEARN ABOUT IT! : 


bebo i 
“+. some good distributor = ss DEALERS! MAIL THIS COUPON NOW! 






>: & 





territories available - phone, wire te 
_ REFRIGERATION DIVISION, 
for full details. ©) AMANA SOCIETY, AMANA, IOWA 
a REFRIGERATION DIVISION ~~ Furnish us complete Amana profit-making proposition for dealers. 





Store Name 


Amana Society ©& :- 











Be, 
sition Amana, lowa Ea City State 
Pioneer specialists in low temperature refrigeration with Name of Individual 
Ow! a century-old tradition of fine American craftsmanship Title 
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The Cord 
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DISAPPOINTMENT SATISFACTION 





CORDITIS-FREE CORDS 


: ~Belden £ 


The Selden Line of Complete Cords 
NOW AVAILABLE FOR DEALERS 


Corditis-free Replacement Cords for lamps and appliances 









WIREMAKER 
FOR INDUSTRY 


Extension Cords and Cordlites 
Portable Outlets, the “Under-the-rug Cords” 


Ask your Belden Jobber 
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Tom Kelly Honored On 
Retirement from Hoover 


A series of luncheons at pertinent 
points in the United States has re 
cently been concluded in honor of the 
retirement of Thomas F. Kelly, di- 
rector of dealer relations for the 
Hoover Co. The retail trade in Cleve- 
land, Toledo, Detroit, Philadelphia 
New York, Pittsburgh and Chicago 
hailed Mr. Kelly and greeted his suc 
cessor, Oscar M. Mansager. 

In the skillfully conducted series of 
meetings the appliance industry learned 
that the Hoover Co. has always been 
tied up with retail distribution, in a 
field where nearly 30 percent of the 
output has bypassed the dealer. It has 
caught a glimpse of the thinking down 





TOM KELLY: Up from inside. 


at North Canton in regard to new 
products. Years ago, declared W. W 
Steele, the Hoover Co., then in the 
leather business, saw the horse and 
buggy go. It saw the one man top and 
the sedan take away its trade with the 
automobile industry. A policy of di- 
versification has always been enter- 
tained. Dealers who chatted with 
Hoover officials learned that the com- 
pany uses the assistance of psycho- 
logical experts in testing its men for 
promotions the theory being that an 
outside point of view always is better 
than judgment of relatives and friends 
The trade found out that Hoover men 
go up the ladder from inside the organ- 
ization. At the Chicago meeting the 
eight men from Hoover present had 
spent a total of 108 years with the 
company. 

A Canadian, Tom Kelly joined the 
Hoover Co. in 1919 as sales manage: 
for its Canadian company. In 1931 he 
became a director of public relations 
and manager of the Hoover specia 
division for sales of reconstruct 
cleaners. With his retirement April | 
he left for Denver, Colo., with Mrs 
Kelly to live near their two childre: 
who reside there. 


Waters Conley Plans 
Los Angeles Branch 


Waters Conley Co., manufacturer of 
portable phonographs, has announced 
that it will open a factory branch sale: 
office at Los Angeles. David L. Tor- 
hin, in charge of the Chicago office 
for the past eleven years, will direct 
operations at the new branch. This 
will mark the company’s third factory 
branch sales division, the other two be- 
ng locate lin New York and Chicago 









, 1948—ELECTRICAL MERCHANDISING 






































PACKAGED 












we 79 
la 
the 
has 
wn 
Most popular models in Delco 
Home Radio now grouped for 
best display, quickest turnover! 
Here’s a great opportunity to pep up 
your radio sales and step up your radio 
’ profits! You can now purchase Delco 
Home Radios in carefully selected ‘‘ profit 
packages’’—each with a brilliant new 
display stand which holds six models. 
Pick your package 
Take your profit 
Each Delco is a quality product, 
ews backed by three great names: 
W ‘ T° 
the General Motors, Delcoand United 
we Motors. And the complete Delco 
the line is so diversified that it at- 
- tracts a wide range of prospects. 
a Talk to your United Motors’ dis- 
ho- tributor (or write to United 
an ; Styled FOR THE paotors Service, ‘General Motors 
nds > DISCRIMINATING Building, Detroit 26, Michigan) 
nen Ae. . select one or more of these 
ran + ‘ " ‘ 9 ’ 
the we ‘ caged new “‘profit packages”’. . . you'll 
the Bi oe es FOR TOMORROW find you’re in business to make 
th money! 
2 .w \ DELCO RADIO 
e son DELCO PACKAGE ©” A GENERAL MOTORS PRODUCT 
11 ELCO PACKAGE No. 1 Fifteen assorted et radios Delco radios are distributed nationally by 
D »d Delco je and tab jayer com United Motors Service. See your United Mo- 
Ms ; four assortey ging 86 dio-record PAY" | play tate: “ages 
iret 1 pe nage radios, SS oe and esent and one tors distributor about the Delco Radio line. 
ble . : adio pina —- 
one combinatn’ one display stand. ea ene 298-12 ASNITERS 
eomee . 9.67 DEALER'S promt... — V4 U ED IN 
stane: ..$249- isted her one 
16 PROFIT.---- » not list | 
yee th «profit packages’ we ( QP ERVICE ) 
¢ other Y _ : 
; Ask abou 
nced 
sale 
Tor- 
fice 
irect 
This 
tory 
» be- 
ag 
ING 
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No twisting! No tugging! 


No metal or rubber to mar 
pure coffee flavor! 


Less accidental breakage! 


Features found only in the new 


CORY RUBBERLESS 
COFFEE BREWER 


Cory’s exclusive easy-to-see, 
easy-to-sell features put this brewer 
at the very top of America’s Gift 
for Brides lists’ The word's 

gotten around to your customers 
from thousands of satisfied 

Cory users and trom Cory’s 
powertul national advertising that 


“Every woman wants a Cory!” 





FLAME-TESTED x gad 7 q 


ORY : 


theoby Ut Glau off eve 





« 
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Executive and Sales offices: 221 N. LaSalle St., Chicago 1 
Sales and Display Offices: New York, Chicago, Los Angeles, Toronto 
Export Sales: The A. J. Alsdorf Corporation, Chicago 1 









nCORY 


in more Gift Plans 


than ever before 


Check your Cory stock now! Display 
Cory products! Write for sales and 
advertising helps—because May and 
June are big promotion months for 
you and Cory. Millions of gift shop- 
ping magazine readers are being sold 
the new Cory Rubberless Brewer and 
all these other famous Cory products 


Cory Electric Coffee Grinder, $19.95 


with the theme ‘‘Cory gifts keep new- 
lyweds happy!”’ See Cory’s big full- 
color gift ads in the American Weekly 
and Collier’s .. they tie in with Cory’s 
regular campaign in Ladies’ Home 
Journal, Good Housekeeping, Better 
Homes and Gardens, Life and the 
Saturday Evening Post! 





Cory Electric Knife Sharpener, $11.95 
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IMPULSE BUYING 

Keeps Goods Moving 
MONEY ORDERS 

Speed Them Up... 


Important and impressive findings are 


(BE disclosed by a recent nation-wide retail 
\\Senvice)) . 
Nat . 
~ — 2 survey. They show these facts: 
Expres® 


l. 75% of all customers entering a 
store for a particular article buy at least one additional 
item. 

2. 24.6% of all items sold are bought in that way, on 
im pul fe, 

3. 66% of impulse-bought goods are those kept on 
dis play. 

These sales facts command attention, but one dis- 
closure remains to be made: How to bring in the cus- 
tomers? The answer is prompt and simple: Let your 
neighborhood know you sell AMERICAN EXPRESS 
MONEY ORDERS. 

This is the item that speeds up the others. Millions 
of people need and seek American Express Money 
Orders because of their convenience and usefulness, as 
thousands of drug stores know. Customers come in to 
buy them regularly, and 3 out of every 4 go out with 
additional purchases bought on impulse. The displays 
catch their eyes. No other sales effort is required—and 
Money Orders bring the customers in. 


* A sub-agency for American Express Money Orders 
is simple and easy to install. Now is the time to do it. 
For particulars write or phone: 


AMERICAN EXPRESS 


Money Orders 


F. A. FASSIG, Mgr. Money Order Div. 
65 Broadway New York 6, N. Y. 





Whitehall 4-2000 
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Fourteen Hours of Music 











THE SELECT-O-MATIC “200” Library, developed by the J. P. Seeburg Corp. 
and shown recently in New York and Chicago, will play records automatically in a 
vertical position for more than 14 hours without repeating a selection, and without 
any handling by an operator. Levers also permit instant choice of records without 


direct contact. 
models for home-owners too. 


Industrial firms will constitute the major market, but there will be 








British Cleaner Bows 
at New York Meeting 


An estimated 15,000 specialty sales- 
men, working from doorbell to door- 
bell, will sell the new British Vactri- 
fying System, a much-accessoried 
vacuum cleaner, to American house- 
wives, it was revealed at a recent New 
York press luncheon. 

R. H. Humphreys, president of 
Vactric, Inc., American subsidiary of 
Vactric Ltd., Chapelhall, Scotland, de- 
scribed the system as one enabling 
housewives to kill germs and moths, 
to deodorize, and to dry-shampoo 
furniture and fabrics—as well as to 
perform the more prosaic function of 
vacuuming rugs. 

Big in Britain 

He said Vactric Ltd. is one of the 
largest appliance manufacturers in 
Great Britain, employing over 3,000 
workers and with over 25 years of 
experience. 

J. B. Zumwalt, president of the com- 
pany of the same name which is na- 
tional sales agent for the system, called 
the American housewife the “most 
economically important individual on 
earth today.” Because of her collec- 
tive buying power, Mr. Zumwalt said, 
Vactric will be sold from door-to-door 
rather than through a dealer-distribu- 
tor organization. 

In addition to the cleaning system it- 
self, Vactric will market germicidal, 
insecticidal and dry-shampooing prod- 
ucts in liquid form, all of which can be 
used with the cleaner. Main sales 
point: The appliance carries a life- 
time guarantee. 


They'll Be Watched 


The significance of the British firm’s 
entry into the American market would 
not be lost on that market’s merchan- 
disers. The company’s decision to sell 
door-to-door indicated, among other 
things, that competition among cleaner 
makers is again “normal.” It also 


MAY 1, 


howed that the 
loor lo doot 


success of previous 
firms, such as 
lost upon Vactric. 
Vactric’s bid would be as 
successful as previous promotions was 


cleaner 
Electrolux, was not 


hether 


still to be seen, but the company’s aim 
at 32,000,000 wired homes through 15,- 
WOO salesmen gave some promise that 
the dribb'e of much-needed American 
dollars to Great Britain would at least 


develop into a small stream. 


Tank Trap for Germs 





THE GERMASTER attachment shown 
on the left end of the new British made 
Vactric vacuum cleaner kills all bugs and 
germs drawn into the cleaner with surface 
dust and dirt, says the company, which 
recently commenced sales operations in 
America. The appliance carries a life- 
time warranty, will be sold from door to 
door. 
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This Amazing New 
WHIRLPOOL 


AUTOMATIC WASHER 








Washes Clothes Really Clean — with 
gentle agitator action proved through use in 
20,080,000 American homes. 











Completely Automatic — fills . . . washes 
.. rinses .. . damp-dries . . . cleans itself — 
and shuts off — all with a single dial setting. 


Saves Hot Sudsy Water For Re-Use — 
exclusive ‘‘Suds-Miser’’ saves hot water 
and soap. 


Easy To Install — requires no bolting down. 


Easy To Operate — choose water tempera- 
ture... set one dial... add soap... . drop 
in clothes . . WHIRLPOOL does the rest. 


Eye Appeal — smart, up-to-the-minute cabinet 
design . . . gleaming white, lifetime finish 
... give the beauty that housewives demand. 


Flexible Cycle — operator can use any wash- 
ing procedure she prefers. 


Service-Free Mechanism — proved through 
8 years of testing under every condition. 

Waist-High Loading -— eliminates stooping 
and stretching. 


Backed by 50 Years of Experience — 
in building the world’s finest home laundry 
equipment. 





NENEDEEN HUNDRED 


o4por 


ST. JOSEPH, MICHIGAN, U.S.A. In Canada: John Inglis, Ltd. 










Manufacturers of the World’s Finest Home Laundry Equipment 
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SALES TESTS SHOW NEW 


YOU'VE ALREADY READ that the new G-E 4-Lamp Package is 
great for dealers—because it sells more lamps, is easier to 
handle, takes less space, and is ideal for display. You know 
it’s great for customers—because it’s easy to buy, easy to 
carry, and easy to store. And soon you'll read about it in 


the Post, Life, Colliers, Look, and other magazines. 


DEALER COMMENTS FROM TEST CITY 

Here, for the first time, are actual comments from the 
retailers who sold the new packages in a selected sales 
test area! Listen: 

“Most people buy 4 bulbs instead of one.” 

"Selling the package is easy! It’s also easy to handle.” 

"10 out of 17 bulb customers yesterday bought the package.” 

“We sold 26 packages the first 2 days without having to test 

any of the lamps!” 

These comments, and scores of others, show thatG-E lamps 
SELL ON SIGHT—especially in the new 4-Lamp Package! 
WHY G-E LAMPS SELL ON SIGHT 

1. G-E lamps are presold by consistent advertising in maga- 
zines and on the radio. 2. They’re tops for seeing, because 


General Electric research works constantly to make G-E lamps 





on - : rR = a Ys + y! 3, 
TYPICAL DISPLAY USED IN SALES TEST CITY. Displays like this helped 
G-E lamps in the new 4-Lamp Package sell on sight. 


os " é: = 


Stay Brighter Longer. 3. The new 4-Lamp Package is specifi- 
cally designed to capitalize fully on this consumer preference. 


When you get your first consignment of 60-watt G-E 
lamps in the new 4-Lamp Package, be sure to cash in on 
their powerful appeal by putting them up where people 
will see them. When customers see ’em, they buy ’em... 
because G-E LAMPS SELL ON SIGHT! 


G-E LAMPS 


GENERAL 36) ELECTRIC 





1, 
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GE 4-LAMP PACKAGES 
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, WANT THE On 
q- WAY WASHED 


‘ sO 
... AND IT'S 
REASONABLY PRICED 


Type 
Washer with 2-Way Washing! 


Leave it to Automatic to come up with the 
greatest washer value on the market today! 
It’s the beautiful new DUO-SPIN—first, and 
only, dryer-type washer with 2-way washing.* 


that mean so much to women these days— 


; x 
ara I ® Washes and Rinses at the same time! 


@ ® Washes and Domp-dries at the same time! 
® Rinses and Damp-dries a whole tubful at a time! 
@ Whirls a tubful Domp-dry in 3 minutes! 
® Washes, Rinses, Dries, Drains electrically! 


] And that’s not all! Look at these other features 


® Saves hours of washing, rinsing, ironing and mending time! 
® Costs less than any other dryer-type washer! 


They all add up to V-A-L-U-E in capital letters. And that 
can’t help but add up to bigger SALES and PROFITS for 


you! Write—right away —for full details and name of your 
nearest DUO-SPIN distributor. 


‘Only dryer-type washer 


with 2-way washing! <— 7—= 
| Al 
{) 


i 


: <s_y 
Tddpy's biggest washer value! 


DUO-DISC Agitator in submerged position for 
fast, efficient washing of usual loads. 








DUO-DISC Agitator inverted for quick, superior 
washing of bulky articles like blankets, quilts 
and bedspreads. 


Made in Newton, lowa Since 1908 by 


AUTOMATIC: WASHER COMPANY 





Home Service Boosts Sales 
For Carolina Power Dealers 


Two-months Sales Top 
Previous Three Months 


Home service activities of Carolina 
Power & Light Co. are producing re- 
sults for appliance dealers throughout 
the territory. They are being geared 
to stimulate sales on a wide variety of 
appliances. Intensifying of home serv- 
ice calls and demonstrations have 
stimulated dealers’ sales to the point 
where sales during the first two months 
this year are approximating those of 
the last three months of 1947. In some 
lines sales are ahead. 

T. B. Smiley, residential and rural 
sales manager of Carolina Power & 
Light, believes that home service work 
should not be looked upon as an oppor- 
tunity of consummating sales but 
rather as a means of stimulating the 
desire for appliances. 


Delayed Reactions—and Sales 


Experience has indicated that at 
many demonstrations in dealer’s show- 
rooms few sales were consummated at 
the time but days later there was a 
pickup in sales among all dealers. 

The company serves approximately 
165,000 customers with home service 
activities designed to develop electric 
living. One phase of this comprehen- 
sive program is the effort to get all 
high school home economics labora- 
tories to bring their electric ranges up 
to date and those which do not have 
electric ranges to do so before the 
next session of school. 

During the past months the home 
service department of the utility has 
held 91 sales floor appliance demon- 
strations attended by 8,880 persons, has 
held 39 personnel training classes for 
207; held 14 cooking schools attended 
by 2,395 persons, and 80 kitchen parties 
for 579 people. 

In addition the home service repre- 
sentatives made a total of 3,863 indi- 
vidual calls in customers’ homes for 


Explorer Mitchell 


range, washer, ironer and other demon- 
strations 

Mrs. Marguerite G. Surles, home 
service director, has nine girls on her 
staff who have carried on demonstra 
tions before more than 25,000 peopl 
during the past year. The demonstra- 
tions of the electric kitchen at the 
North Carolina State Fair drew an at- 
tendance of more than 10,000 persons 


Free Attachments Feature 
Universal Cleaner Campaign 


Newspapers in over 160 key market 
areas are currently carrying 1,000-line 
advertisements on “Today's Biggest 
Cleaner Buy,” Landers, Frary and 
Clark’s spring vacuum cleaner cam- 
paign which features a $19.95 set of 
cleaning attachments at no. extra 
charge with the company’s $79.95 up- 
right cleaner. 

Supplementing the national cam- 
paign are ad mats for individual 
dealer use. Full page color advertise- 
ments showing the cleaner are appear- 
ing in the spring issues of Look 
Collier's, House & Garden, Bride's, 
Farm Journal, 


G-E Announces Low 
Prices for Radios 


Deliveries of table model radios 
carrying the lowest prices in seven 
years are being made to dealers, Paul 
L. Chamberlain, manager of sales in 
the G-E receiver division, said re- 
cently. Eight new models, now being 
made at Electronics Park, have prices 
in the East ranging from $19.95 to 
$27.95. Mr. Chamberlain credited im- 
proved manufacturing facilities for the 
new low prices. “We believe these to 
be the highest quality table radios t 
be offered at the lowest prices since 
the war,” «he said. 


DON G. MITCHELL, president of Sylvania Electric Products, Inc., was guest of 
honor recently on “Exploring the Unknown” over ABC network, a program dramatizing 
Sylvania’s Strobeacon, a high intensity approach light for airports. With Mr. Mitchell 
are movie actors K. T. Stevens and Hugh Marlowe. 
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HOME RADIO DIVISION 


smal! So light So pwerful 


Here’s the portable your customers 
have always wanted! The new West- 
inghouse 185 is packed with all the 
features your salesmen need to make 
sales easier—exclusive Westinghouse 
Plenti-power for clear-as-a-bell tone, 
razor-sharp sensitivity... smart 


WESTINGHOUSE ELECTRIC CORP 


.IT’S YOUR WESTINGHOUSE TONIC FOR TIRED SUMMER SALES 


modern cabinet design, molded from 
beautiful but tough Burgundy-and- 
white plastic ... plus a modest price 
customers can afford to pay. Pep up 
summer sales with this pint-size port- 
able powerhouse, and let it pile up 
profits for you! 


SUNBURY, PA he 
oi 
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ss a THE NATION'S FASTEST RANGES | 


> ©. ss Here is far and away the foremost, the finest, the fastest 
Electric Range line made today. Typical is this com- j 


pletely automatic Range. It’s tops in streamlined de- 
| | sign, in performance, in new greater convenience and 
. | utility. It completely outfeatures the field with its fast, . 
easy-to-clean “Monotube” Super-Heat Thrift Units... 
new large Tru-Bake Oven with push-button preheat 
control ... new temperature-controlled, automatically- 
timed Thermo-Chef Auxiliary Oven ... oversize ther- 


mostatically-controlled warming cabinet ...and amaz- 
= ingly efficient Automaticook for completely automatic 
cooking and baking. Give Universal “Speedliners” 


_ top billing in your window . . . on your sales floor. 





Pate 








ee 


SENSATIONAL UNIVERSAL BANTAM... 
BIG RANGE PERFORMANCE AT SMALL RANGE COST! 


The amazing new Universal Bantam _ roast a 20-lb. turkey... bake four cakes 








( > Electric Range brings you the first big _. . . cook a complete meal for the entire 
(3 opportunity in years to expand your _ family. It's a “natural” for small apart- 
= Electric Range market. Here for the ments and new G.I. homes... for sum- 

. lf. first time is a space-saving Electric mer camps and cottages... for farm 
Range that plugs into any appliance and rural summer cooking... for aux- 

outlet, that meets every cooking re- __ iliary cooking capacity ... for motels 


quirement. It bakes... it broils...it | and tourist cabins. It gives you five 
roasts... it cooks. Its thermostatically- | brand new sales targets...extra Range 
controlled, heavily insulated oven will volume... extra profit. 








132 MAY 1, 1948—ELECTRICAL MERCHANDISING 





OMPLETE LINE 


OF ELECTRIC RANGES AND WATER HEATERS! 


Model for model and feature for feature Universal has heater end for rural homes. And there’s the sensa- 
the most saleable, most complete line of Ranges and tional Universal Bantam—that for the first time pro- 
Water Heaters ever offered. It’s the one line and the vides big range cooking at small range cost and plugs 
only line that enables you to sell all of the market — into any appliance outlet. 
that meets all of the demands of all of your customers. For extra volume and for profitable combination 
There are nine outstanding models of the famous sales there’s the famous companion line of Universal 
“Speedliner” Electric Range. Each one is designed to Water Heaters with a model to fit every need and 
fit a particular market demand. There’s one for every pocketbook. Available in Round, Square, High Boy 
customer, every type of home, every pocketbook! and Table Top models these Water Heaters are a fit- 
There’s the de luxe twin oven “Speedliner” for extra- ting match for the amazing “Speedliner’’ Ranges in 
capacity cooking ...there’s the feature-full apart- features and performance. Remember, Universal is 
ment model for small kitchens . . .there’s the specially America’s most outstanding line ... most complete 
designed combination model with coal, wood or oil line... the line of greatest sales opportunities for you! 


COMPLETE WATER HEATER LINE 
FOR EXTRA SALES ...FOR EXTRA PROFITS! 


Feature Universal Automatic Electric Water Heaters to 
supplement Range volume and for profitable combination 
sales. With High Boy and Table Top models . . . with both 
Round and Square types you have the right Water Heater 
for every sale. Streamlined heavy gauge rustproof cabinet 
...300-Ib. tested Monel Metal or copper-bearing galvanized 
steel tank...cost-saving heat trap...cold water baffle plate 
...immersion type copper sheathed Super-Heat elements 
...fust-preventing Magnesium Anodic Rod for longer tank 
life... heavy verminproof, fireproof insulation ...depend- 
able thermostatic control keeps water at “just right” tem- 
perature ‘round the clock. 86 gal., 50 gal., 30 gal. a 


ys 


ART 


POWERFUL MAGAZINE, NEWSPAPER AND RADIO ADVERTISING 


Right through the year Universal gives you on the billboards ...and with penetrating 
all-out support in the big national maga- coast-to-coast radio advertising. Tie in your 
zines...in key city and rural newspapers.. store. See your Universal Distributor today. 


UNIVERSAL } 


LANDERS, FRARY & CLARK + NEW BRITAIN, CONN. ZB 
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IT PAYS TO SELL HORTON 














SOO no 5 








It pays to be a 
dealer who dis- 
plays this sign 








k IRONERS X* 
WASHERS 















The authorized Horton dealer handles a complete /ine of 
washing and ironing equipment—the handsome, sturdy, eff- 
cient washer, the unique Kleenette which doubles its useful- 


ness, and three fine ironers—one for every need, every purse, 
every customer. 


. The New Horton Washer—(with or without pump) 


» The Horton Kleenette—(for use only with Horton Washers) 


‘WN = 


« The Horton Automatic Console lroner— Model 147 


« The Horton Portable lroner— Model 640A 


vl & 


» The Horton Automatic Portable— Model 547 


HORTON MANUFACTURING COMPANY, Fort Wayne 1, Indiana 


Attention Canadian Dealers: The trade name HORTON ELECTROHOME distinguis!¢s 
Horton designed and engineered products manufactured and sold in Canada 
Horton's afhliate, Dominion Electrohome Industries, Ltd., of Kitchener, Onta 
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CROSLEY Range 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, 25, Ohio 


Crosley deluxe range DE-17. 
ng Features Features spacious 
oven equipped with 2 non-tilt racks 
with safety stops and backguards ; 
waist high broiler; extra thick in 
sulation which permits placing range 
flush against walls or non-metal 
cabinets ; 4 fast surface units includ- 
ing a 6-qt. 800-watt deepwell cooker ; 
l-piece top and waterfall front of 
acid-resisting porcelain that flows 
lown to top of oven and broiler 
door; concealed hinges on oven and 
broiler door; 1-piece welded frame 
of C-wrapper construction supports 
top and sides and contains ovens and 
drawers; receding lower front panel 
provides 3-in. toe space; rod type 
surface units (2-1250-watt and 1- 
2100-watts) controlled by 7-heat 
switches grouped on backguard with 
chrome decorative strip; Servi-Chef 
control timer and clock controls 
oven, broiler and 1250-watt rear sur- 
face unit or convenience outlet; top 
lamp illuminates switches on back 
guard and range top; interior oven 
light; combination oven thermostat 
and oven and broiler control switch; 
oven pilot light replaceable from 
tront 
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NESCO Ovenette 


National Enameling & Stamping Co., 
Milwaukee 1, Wis. 


vice: New electric casserole—the 
‘Seventy-Fifteen” electric ovenette 
ling Features Features a_ solid 
stainless steel cover; equipped with 
1utomatic thermostat and signal 
ight; removable 6-qt. porcelain 
enamel cooking well; fully insulated 
ith glass wool; cord set, wire bake 
rack and illustrated recipe and in- 
truction book ; operates on 110 volts, 
a.c, 

‘trical Merchandising, May 1, 1948. 
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ARTKRAFT Refrigerator 
Artkraft Mfo. Corp., Lima, Ohio 


Device: ~Artkraft “low-boy” table 


height refrigerator. 


Selling Features: Provides 5 cu. ft. 


moist cold storage space which does 
not require defrost’iig—covered con- 
tainers for fruits and vegetables are 
not necessary; temperature control 
mounted in 5 ft. moist cold compart- 
ment also varies the temperature in 
the 24 cu. ft. frozen food locker and 
ice tray compartment which is lo- 
cated on left hand side of cabinet 
and has separate door and maintains 
a temperature between 10 and 15 
degs - retrigerated shelf freezes ice 
cubes in quick release trays; $ h.p. 
hermetically sealed unit; Freon re- 
irigerant; 2 interior liners of acid 
resisting porcelain; extra heavy 
glass wool insulation throughout; 
cabinet 36 in. high, 42 in. wide, 24 in 
deep 


slectrical Merchandising, May 1, 1948. 





v 
ESTATE Range 


Estate Heatrola Div. of Noma Electric 
Corp., Hamilton, Ohio 


All; 7-heat Bar-B-Kewer; Time 
Estate automatic oven time control; 


minute minder: selector switch; de 


luxe cooking top lamp; oven light; 


oven door window; Fiberglass-in 
sulated balanced heat oven; Therm 


Estate oven heat control: divided 
cooking top; three 7-heat surface 
units (2-1250 watts, 1-2100 watts); 
built-in pressure cooker; 2 utensil 
drawers; signal light for oven and 


Bar-B-Kewer; individual Tel-l 
Lites for service units and pressure 
cooker; appliance outlets automati 


cally operated with Time Estate; 


1 


l-piece work surface, mantel back 


and switch pane; pedestalbase; 
white acid-resistant porcelain ename] 
finish: white switch dials, chrome 
andles 


ectrical Merchandising, May 1, 1948 
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“Wakefield” Estate No. 4709. 


Selling Features: Hide-Away Grid- 








MITCHELL Air Conditioner 


Mitchell Mfg. Co., 2525 Clybourn Ave., 
Chicago, 14, Ill. 


evice: Mitchell M-10 room air con 
ditioner. 


J) 


Selling Features: Has a hermetically 
sealed refrigeration mechanism ; 
cools, dehumidifies; circulates, venti- 
lates, filters dust, dirt and pollen; 
capacity ton, delivers 5780 btu 
per hr.; easily installed in any win 
dow; requires no plumbing con 
nections; 110 volt, 60 cycle, single 
phase compressor plugs into any 
outlet; F-12 refrigerant 
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WESTINGHOUSE Ranges 


Westinghouse Electric Corp., 
Mansfield, O. 


Vodels: 5 new ranges: 2 double oven 
models Deluxe Commander and 
Champion; and 3 single oven mod 
els Commander, Champion and Com 
modore 


ling Features: Double oven models 
Commander and Champion are iden 
tical to their counterparts in the 
single oven models but have a se 


Sf 


ond or utility oven where Com 
mander single has a warming drawe1 
unit and the Champion single has a 
storage drawet 

Champion deluxe in addition to 


second oven, has large True Temp” 


oven large enough to pr 





plete dinner for 12 persons at a time 
3 Corox surface units; large ca 


pacity deepwell “Econo-Cooker” 
built-in oven timer; automatic con 
venient outlet ; incandescent platform 
light; oven signal light; aluminum 
broiler pan; 2 roller-type aluminum 
storage drawers 

Commander ranges have 2 8-in 
and 2 6-in. Corox surface units with 
5-speed heat control; “Menu 
Master” broiler that can be used for 





roasting, baking or surface cooking 
as well as broiling; 24-in. fluorescent 
light 

A new portable cooker with a full 
6 qt. aluminum inset pan and a built- 
in temperature control is available 
as an accessory; can be used for 
baking, stewing, deep fat frying, 
pasteurizing and _ sterilizing; be- 
comes fully automatic when used 
with automatic convenience outlet in 
Commonder models 

Economy Commander, single oven 
model has 3 Corox surface units 
and a deepwell “Econo-Cooker”; 
convenience outlet; white molded 
plastic door and drawer handles with 
chrome trim; specially teatured are 
3 slide-type steel storage drawers 
for added convenience 

\ll models equipped with Tel-A- 
Glance switches; concealed oven 
vents; ebonized monel metal drip 
pans under Corox surface units; 
single dial oven control and new alu- 
minum crumb trays 

Accessories include a unit to con- 
vert large storage drawer to warm- 
ing drawer, an oven timer, incandes- 
cent platform light, pressure cooker 
that can be used with all ranges and 
an added accessory for all models is 
a pressure cooker insert for the 
deepwell and portable “Econo- 
Cooker.” 
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COLEMAN Oil Space Heater 


The Coleman Co., Inc., 
Wichita 1, Kansas 


Devices Coleman console oil-burning 


space heater No. C558L 


Selling Features: Modern console cab- 


inet streamlined and welded into 
single piece of heavy gauge steel in 
desert beige with copperstone grille 
or a rich spattercoat brown; tear- 
drop design heating unit gives more 
radiant heat through open louvers, 
speeds warm air flow and provides 





more surface for radiation of infra- 
red rays; aluminum finished inner 
liners keep outer case ial 
lividers separate radiant it yne 
from circulating heat uipped 
with Coleman burner wit »w flame 
“burner ring of silicon ste remov- 
able 5-gal. tank; built-in humiditier; 


automatic Coleman Draft Meter; 
new type fuel control valve equipped 
with adjustable fuel compensator to 
handle different grades of oil: auto- 
matic room temperature controls 
optional ; 55,000 btus per 
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NATIONALLY 
plus all these 







ATTIC FANS 
Packaged in sound - proofed hous- 
ings ready for instaliation. 24”, 
30”, 36”, 42”, 48” sizes. “V" belt 


motor driven. 


PANEL FANS (not illustrated) — 
Direct or “V" 
16”, 
48” 


belt motor driven. 


18”, 20”, 24”, 36”, 42”, 


— 
SU" 





AR. sets 


AN 


“PACKAGED VENTILATION” 


Division of American 


ADVERTISED 
SALES HELPS! 


PAC 


NATIONAL ADVERTISING 
in key magazines pre-sells FAN-PAC 
for you. 


DEALERS’ LOCAL NEWSPAPER ADS 


12-PAGE ILLUSTRATED CATALOG 
Covers FAN-PAC 


Printed in 2 colors. 


fans and accessories. 


“NIGHT COOL YOUR HOME 
FAN-PAC Attic Fan'’—Attrac- 
tive new consumer bulletin. 


with a 


“HOW TO INSTALL FAN-PAC” 
Comprehensive guide to proper instal- 
lation of FAN-PAC attic fans. 


“COMFORT COOL YOUR HOME AT NIGHT” 
Handy envelope stuffers on attic fans 
showing inside temperature charts and 


various sizes available. 


“FRESH AIR 1S GOOD BUSINESS” 


Colorful envelope stuffer on panel fans. 


PRICE SHEET 
For quoting prices on FAN-PAC and 


accessories “at a glance”. 


PROFIT WITH FAN-PAC LINE 
Send in the coupon below today to take 
advantage of this quality line, effective 


national advertising and sales helps. 


DE BOTHEZAT FANS 


Machine and Metals, Inc. 


EAST MOLINE, ILLINOIS 


CREB RMR vst roo, SERRE ETD 


De BoTHeEZAt 
AMERICAN 
Without 
catalog 


FANS Division, Dept 
MACHINE 


obligation, please rush 


Ee ae 


\ Your Name = - 


AND METALS, INC., 


latest 


E. 
MOLINE, ILLINOIS 
FAN-PAC 


East 


prices, discounts and 





_ State 





me ¢ 
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NEW PRODUCTS 








CROSLEY Refrigerators 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, 25, Ohio 


Models: 5 new Shelvador models: 
SD-108, F-108; SD-88; D-88; M- 
88. 

Selling Features: SD-108 and F-108 
have 10 cu. ft. capacity; the other 
three models are 8-ft. models. 

SD-108 and SD-88 (super deluxe 
models) have a new “moist-cold” 
compartment with a secondary re- 
frigerating system; enclosed by an 
extra-thick, crystal glass, self-closing 





door, humidity is kept exactly right 
for salads, vegetables etc; with 42 
deg. temperature inside there is no 
collection of frost on glass sides— 
moisture remains suspended in air— 
humidity is close to 100%; frozen 
food compartments accommodate 50 
lbs. of food in its 14 cu. ft. space; 
heavy glass door swings open to 





form a convenient work shelf; built- 


in door shelves provide front-row 
storage space and easy access to 
bottles, fruit, eggs; 5-way  stor- 
age space provides a temperature 
and humidity zone for every type 
food: 1, Freezin-Cold compartment ; 
2. Norm-cold compartment with 
meat-holder ; 3. Moist-Cold compart- 
ment: 4. Ever-dry Storabin; and 5 


the Shelvador. 

Electrosaver compressor unit; her- 
metically sealed ; new hardware, new 
styling, mew trigger-action door 
latch, flexible polystyrene ice cube 
trays; horizontal evaporators, flex- 
ible shelf arrangements and a new 
temperature control are other fea- 
tures. 
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ELECTROMASTER Range 


Electromaster Inc., Mt. Clemens, Mich. 


Model: Electromaster Banquet Superb 
range No. R84D. 

Selling Features: Equipped with Py- 
rex aircell oven-eye hermetically 
sealed window in oven door which 
provides unclouded view into oven; 
convenient switch turns oven light 





on without opening door; Speed-O- 
Master Monotube surface units, easy 
to clean, have 5 cooking speeds; 
Kitchen-Master oven has 5500 cu. in. 
Capacity, automatic preheat control, 
3000 watts upper unit and 2000 watts 
lower; automatic signal light, non- 
glare sidewall oven light, high speed 
broiler, 17 adjustable shelf positions ; 
porcelain interior with rounded cor- 
ners, counter balanced door and lock- 
stop door shelves; other features 
include 1200 watt Vita-Miser deep- 
well cooker; 3000 watt waist-high 
broiler; large storage drawers; 200- 
watt warming oven. Wing-tip con- 
trol panel on top of range is equipped 
with a lamp with built-in Minute- 
Master timer ; selector switch ; oven- 
master control clock; EZ-to-C signal 
lights ; surface switches; Vita-Miser 
switch warming oven switch and an 
appliance outlet. 

Electrical Merchandising, May 1, 1948. 

v 
FLECK Broiler 


The Fleck Broiler Co., Inc., 

2 W. 46th St., New York, 19, N. Y. 
Device: Fleck infra-red ray broiler. 
Selling Features: No preheating; visi- 

ble, adjustable and smokeless; broils 
steak with “cooked out-of-door” 
charcoal flavor in 5 to 7 min.; seals 
in juices; long life heat unit uses 
infra red rays and a very high heat 
concentration — exhales used air 
while inhaling fresh air from bottom 
of broiler up through side channels of 
shelves in wire rack, thus using con- 
vection heat currents which force a 
continuous movement of fresh air 
around food during broiling period; 
element has terminal wires with 
triple twisted strands of element to 
prevent burnouts; 1450 watts, a.c.- 
d.c.; triple-plated chrome finish. 
Electrical Merchandising, May 1, 1948 
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uperb 
1 Py- 
ically ] 
which i 
oven ; : 
light : 
In this race for the all-mighty consumer 
P dollar, consider the favorable odds offered 
/ oy ' 
your advertising by Woman’s Day. 
. Here’s a purse of $11,637,000,000 . . . the 1948 
| spendable income of our stable of more than 
3,000,000 housewives and mothers... almost twelve 
billions destined to be won by advertisers who 
1 place their copy in the book that 
d-0- ; caters to the needs of the 11,400,000 
hes j members of our collective family. 
u. in. i 
—_. i $100,000,000 for Electrical Appliances, Refrigerators, 
nner Cooking Equipment 
speed $ 85,000,000 for Radios, Phonographs, Musical 
=~ Instruments 
lock- $103,000,000 for Electricity 
— $ 48,000,000 for Durable Toys, Sports Goods 
-high $176,000,000 for Furniture 
200- 
inead To win a place in this show, bet your advertising 
nute- 
ven- dollars on the lowest page rate per thousand of any 
— women’s service magazine; on the greatest single copy 
mo sale of any magazine in existence; on the greatest 
oe. percentage of housewives and mothers of any women’s 
service magazine; on an editorial technique so vital 
that it has pulled (without advertising 
f 
a te inducement) more than 600,000 reader 
visi- letters and more than 700,000 requests 
ros 
oor” for instructions in a single year. 
seals 
uses FOUND MONEY ~a recent editorial offer Sadeeratiiainns sliin: dime etiaie 
_ for a twenty-cent item produced 320,506 ” 
ttom reader requests and nearly two tons of dimes court women who count pennies 
_ from the 3,000,000 readers of Woman’s Day. 
cea 
2 air b e D4 ’ 4 
iod ecause buying is a woman’s business 


e a Woma n’s D ay is never done selling! 
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NEW PRODUCTS 


clear heat resisting glass cover, de- 

; tachable cord set hotplate, 660 watts, 

BRIGGS & STRATTON | 110-115 volts, ac. or dc.; kettle 

| capacity 2} qts. 

Model C automatically pops corn; 

2 qts.; 660 watt a.c.-d.c. hotplate. 

Model B has 2+ qts. capacity and 
660 watt a.c.-d.c. hotplate. 

Electrical Merchandising, May 1, 1948 
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e 
JORDON Refrigerators 
id Jordon Refrigerator Co., 58th & Grays Ave., 
: Philadelphia 43, Penna. 
Vodels: No. 10/4 combination refrig- 


e erator-freezer and Jordonette table 
top 34 cu. ft. model. 

Selling Features: Model 10/4 occu- 

pies only slightly larger space than 


average household refrigerator and 


provides 14. ¢ It. storage space 
10 a : ee TETCO Water Heaters 


it. normal temperature space 


+ é e ; . 
and a 4 cu, ft. frozen er | locker; Teteo Metal Products, 13901 So. Indiana 
stainless steel interior, white dulux Ave., Chicago, 27, Ill. 
enamel exterior: both frozen food : 
, locker and refrigerator compartments \fodels: Tetco Imperial water heaters 


operate with one condensing unit and standard round model and square 
one temperature control; 6 large ice table type model 
-_ —_— - , Selling Features Standard — 
_ . r ~ Wat Jordonette 34 cu. ft. model avail- models available in 30, 52, 83 ane 
BUILD THE WORLDS FINEST 120 gal. capacities; available with 
7 = single or double elements; single 
AIR-COOLED ENGINES element models 1500 watts; except 
4 _— 120 gal. size which has a 2500 watt 
element; 30 gal. double element 
model has 1-600 and 1-1000 watt; 
52 gal. model has 1-1000 and 1-1500 
watt elements; 82 and 120 gal. 
models have 2-2500 watt elements. 
Tabletop heaters are 36 in. high 
and are available in 15 and 30 gal. 
capacities with single or double ele- 
ments; 1500-watt single elements 
and in double element models the 
WISCONSIN ’ 15-gal. model has 1-600 and 1-1000 
pon eng . watt element: 30-gal model has 1- 
: 1000 and 1-1500 watt element. 
ingest 29 : able in 3 styles—a normal temper- Zinc Clad tank; heat trap pro- 
ature model, a freezer ; or an all ice vided in outlet prevents back cir- 
cube making model; 344 in. high; culation of water in piping; new 
porcelain interior baked white dulux black heat clamp on elements: 
enamel exterior; 1 h.p., hermetically heavy gauge outer casing finished 
sealed eee | . ice cube tray with baked enamel ; fitting provided 
KR AIR-COOLED POowER evaporator; interior shelves ar- so relief valve is easily installed; 
ranged to allow for storage of a vari- heavy duty snap action adjustable 
ety of foods and be Vereges, et thermostat easily set for individual 
maker model has 20 tray capacity requirements . 


Briggs & Stratton plants are equipped with the Electrical Merchandising, May 1, 1948. Electrical Merchandising, May 1, 1948 

most modern machines, tools, and inspection 7 

facilities, designed for precision mass produc- U. S. RUBBER Cord Set 

tion. Operating this equipment are thousands 

of experienced and skilled men and women Perea says gg , 

who take pride in their workmanship, and the ar ee re <a. 

part they have in building “The World’s Finest with Page a bt pag om 

Air-Cooled Gasoline Engines.” anadinais plug cap of soft Lens hg . 
The record established by over 3% million : elling Features: Available in 6, 9 

Briggs & Stratton engines, used in all parts of ee “S ie 4 ft. lengths with 1/32 and 1/64 

the world, is gratifying proof of their unequalled, eo rubber insulation over No. 18 wire 

built-in dependability. Electrical Merchandising, May 1, 1948. 
When you specify Briggs & Stratton Air- POPEX Corn Poppers igi 

Cooled Power, you are assured maximum Popex inc., Find.ay and Monument Sts., 

engine performance year after year. Boyton, 3, O. 








dels: Deluxe model A, C, and over 
BRIGGS & STRATTON CORPORATION, Milwaukee 1, Wisconsin, U.S.A. sized model B, automatic electric 
orn pop] ers 
ling Features: Deluxe model A has 
specially designed stove with solid 
baffleplate dead air space; chrome 
finish; 13 in. scalloped edge serving 
tray; 6 individual serving cups: 
black heat resisting stove leg buttons 


and cool handles and cover knob; 
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CW 7) confidence that your customers will be satisfied. Tests in laboratories and 





















Generai American 
Makes Your Selling Job Easier 


This Thor agitator is typical of the 
many ways General American 
is working with America's finest 


IMPORTANT TO RETAIL SALESMEN 


These are a few of the reasons you can sell plastic agitators with complete 


in homes prove that plastic has many practical advantages not found in 

agi other types of agitators. Today, plastic agitators are not “substitutes”, 
they are actually better! That's why they're now featured by so many 
leading washing machine manufacturers. 


135 South LaSalle Street Chicago 90, Illinois 

























































in Striking New Beauty 


ELECTR 


RCTICAIRE ae 


with “Buit-In” SELLS 





in Quiet, Efficient Air Circulation 





in Low-Cost, Long-lived Service 





® and first choice, too, of 
fan buyers the country over. 
A sales-winning reputation 
built by smooth, dependable, 
low-cost service. Exclusive 
styles of blades, engineered 
and matched with FASCO 
quality-built motors, is the 
secret. Lucky you, who have 
them to sell, as the demand 
still far exceeds our stepped- 
up production. 
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NEW PRODUCTS 





BRUNCHMASTER Waffle 


lron 


Excel Inc., 2304 N Naragansett Ave, 
Chicago, Ill. 


Device: Brunchmaster automatic twin 


waffle iron. 


Selling Features: “Jewel” pilot light 


indicates when grid is ready for bat- 
ter and when waffles are done; auto- 
matic control may be set for light, 
medium or dark; cast aluminum 
grids and twin units of heavy gauge 
plate steel with high chrome finish; 
twin irons give a 52 sq. in. waffle 
surface. 


Electrical Merchandising, May 1, 1948. 





TOASTMASTER Water 
Heater 


Clark Division, McGraw Electric Co. 
Elgin, Il. 


Device: Clark automatic electric water 


will be marketed under the “Toast- 
master” name. 


Selling Features: Available in 8 sizes 


from 30 to 150 gal. capacities and 
features “Life-Belt” method of ap- 
plying “black heat” externally; the 
“Todnodic system, to prevent destruc- 
tive lime formation, rust and cor- 
rosion. 


Electrical Merchandising, May 1, 1948. 
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KAUFFMAN Air Conditioners 


Kauffman Air Conditioning Co., 
4505 Olive St., St. Louis, Mo. 


Models: Window models “Y” and “X” 


and floor-type room conditioners, 
“Ww”, “A” “B” and “C”, cools, cleans, 


circulates air with no drafts. 


Selling Features: Models for window 
mounting types “Y” and “X” have 
5700 and 8800 btu capacities per hr. 
respectively ; self-contained, portable 
unit encased in furniture steel cabi- 
net of brown finish; mounted on 10- 
gauge steel base with extended ears 
on each side for proper leveling; 
side wing adapters supplied for win- 
dows up to 53 in. wide; available in 
110-220 volt single phase or 3-phase 
a.c. motors, 60, 50, 25 cycles. 

Floor models “W’”, 6000 btus for 





small individual rooms; “A” for 
medium size rooms, 10,000 btus; 
“B” for large size individual rooms ; 
12,000 btus; “C” for extra large 
individual rooms, 18,000 btus. all 
models equipped with small, quiet, 
self-contained portable units; con- 
tain a compressor, motor, air circu- 
lating fan of aluminum; air filter, 
cooling coil, air-cooled condenser ; 
all motors have tropical insulation. 
Electrical Merchandising, May 1, 1948. 








GLOMASTER Wall Heater 


The Firan Co., 1735-39 Berkeley St., 
Santa Monica, Calif. 


Device: Glomaster wall heater No. 
W-9, 

Selling Features: Sintered carbide 
compound elements produce Infrared 
heat ; will not burn out; 840 watts at 
115 volts, a.c. or d.c.; higher watt- 
ages also available; in addition to 
infrared heat radiation air heated by 
conviction flows through lower slots ; 
constant flow of cool air enters 
louvers from floor levels by natural 
convection ;. easy to install—“rough- 
in” box mounts flush with flanges 
against wall; 1-piece aluminum alloy 
reflector reflects heat at correct 
angles; chromium plated steel grill; 
heavy duty toggle switch; 1-piece 
cover shell in eggshell or pastel 
green baked enamel finish. 


Electrical Merchandising, May 1, 1948 
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th your radio franchise ? 


| Fg your present radio franchise include an axe for chopping 
retail prices when the going gets tough .. . like today? 


Not if you’re a Sparton dealer! 


Sparton dealers are protected against price-cutting because 
they are protected against the causes of price-cutting—phoney 
pricing, overloading and dumping, and too many local 
dealers handling the same line. 


Such protection is guaranteed by the SCMP—Sparton Co- 
operative Merchandising Plan. It’s the plan that cuts costs of 
radio distribution through factory shipments to exclusive dealers 
—at prices that compete with the mail-order chains. 


Sparton’s exclusive franchising removes the occasion to cut 
prices. Rock-bottom established prices remove the need to cut 
retail prices. And consumer demand, created by Sparton’s 
attractive, competitive line, removes even the temptation to 
cut prices! 

If you’re interested in a radio franchise that protects your 
profits in good times and bad, why not ask us whether the 
Sparton franchise is still available in your community? 


for 
tus ; 
ms ; 
arge 

all 
uiet, 
con- 
ircu- 
Iter, i 
ser ; 
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1948. 


THE SPARKS-WITHINGTON COMPANY + JACKSON, MICHIGAN 














fer 
. RADIO’S RICHEST FRANCHISE 
No. 
rbide 
rared 
tts at 
watt- 
by ONE SPARTON DEALER IN EACH COMMUNITY 
— Check these profit-increasing features 
al 
od ® One exclusive dealer in each e Factory prepared and 
ugh y prep 
anges community distributed promotion helps 
alloy 
ai ® Direct factory-to-dealer e Seasonal promotions -- 
. hi = es" ue 
piece shipment © Uniform retail prices Mopet No. 1030—List $99.95 
paste el i 
en ye e Products styled by outstanding 
1948 @ National advertising designers * All prices slightly higher west of Rockies. Mopet No. 201—List $59.95* 
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SECO 
WINDOW FAN 


The answer to air 
cooling small homes, 
apartments, offices. 


MODEL W-184 


@ Whisper quiet perform- 
ance even at high speed 


@ Portable—weighs 30 Ibs. 


@ Totally enclosed, low 
speed motor 


@ Finished in rich ivory 
baked enamel 


@ And many other features 





SECO ott, COOLING FAN 


A ce 30”... 36"’—42°'..48"" 


Exhausts hot, stagnant air 
-replaces with fresh, 

cooling air — for homes, 

offices, factories, etc. 


@ All metal construc- 
tion 

@ Quiet performance 

@ Maximum air output 

@ Streamline design 


@ And many other fea- 
tures 


CONTACT YOUR DISTRIBUTOR 
or Write for Bulletin M104B 


and Complete Information 


SECO-LITE MANUFACTURING CO. 


4916 EASTON AVE. « ST. LOUIS 13, MO. 
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KISCO Circulair 


Kisco Co., Inc., 39th and Chouteau, 
St. Louis, Mo. 

Device: Kisco 
Table.” 

Selling Features: Combines draitless 
air circulation of Kisco Circular 
with an attractive and convenient 
table; for use in the home, office, 
restaurants etc; legs and protective 
grille of chrome; beige linen-weave 
top is heat and alcohol resistant; 27 
in. high, 24 in. diam; 3 speed control. 


Electrical Merchandising, May 1, 1948. 


Circulair “Servus- 
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A 
2 
KORD Ventilating Fan 
Kord Electric Mfg. Co., Mt. Vernon, N. Y 
Vode No. V-8, V-10 and V-12 win 

dow ventilating fans 
Features: 8- 10 and 12 in. 
blades; 115 volts, ac.; adjustable 
limensions 23 to 36 in.;_ slotted 
sides for easy mounting in top or 
bottom = of window; ivory baked 
enamel finish. 
Electrical Merchandising, May 1, 1948 
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Selling 


v 





YY 


CROSLEY Frostmaster 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, 25, Ohio 


device: Crosley Frostmaster HF-1346 
rozen food cabinet. 
ing Features: Designed specifically 
as a kitchen unit, it is same height 
as a range or sink and has a linoleum 
vork surface top; stands flush to 
floor and has recessed toe space; 
slip-proof lid support keeps it firmly 
set when open; removable wire bas- 
ket on rubber bumpers can be moved 
to either side; needs defrosting only 


MAY 1 
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twice a year; 3.2 cu. ft. capacity or 
up to 100 lbs. food—2 wks. supply 
of frozen foods for a family of 4; 
thermostatic control permanently ad- 
justed to zero 4 h.p. hermetically 
sealed motor ; Scotch Yoke type com 
pressor; Freon 12 refrigerant baked 
Dulux interior and exterior. 
Electrical Merchandising, May 1, 1948 





BOYCO Clock 


Boyco Inc., 
1589 Merchandise Mart, Chicago, III 


Device: “Princeton” miniature grand- 
father clock with swinging pen- 
dulum., 

Selling Features: Mantel size; au 
thentic design molded case availabl 
in mahogany or antique ivory finish ; 
154 in. high, 6% in. wide at base; 53 
in. wide top; Hansen synchron 
self-starting movement, operates on 
110 volts, 60 cycles a.c.; swinging 
pendulum. 

Electrical Merchandising, May 1, 1948 
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SECO Window Ventilator 


Seco-Lite Mfg. Co., 
4916 Easton Ave., St. Louis 13, Mo. 


Device: Seco window fan W-184 for 
small homes, apartments and offices 

Selling Features: Exhaust warm, stag 
nant air from rooms when installe 
in window openings at speed suffi- 
cient to give maximum comfort i 
cooling and ventilating a 3 to 4 
room home during normal summ«¢ 
weather ; seli-standing feature give 
it a dual purpose: fan may be re 
moved from window position an 
placed on floor, plugged into hand 
outlet as standard air circulator 1 
any part of home or office; con 
pletely enclosed; 18-in. fan has 
speeds ; 2300 and 1700 cfm; 155 at 
110 watts, 50/60 cycles, 115 volts 
low-speed quiet motor; decoratiy 
metal grille frame finished in ivor 
white baked enamel ;—aluminum, + 
blades. 


Electrical Merchandising, May 1, 194 
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MEDIUM-HEAT ELEMENT 


(Cutler-Hammer Design) (Conventional D 


esign) 





*’ 
WOT THIS! 


ONE WAY HEAT FLOW 





THIS! two-way 


WEAT FLOW 


Hot in center 
and hot outer edge 


Hot in center 
cold outer edge 
eeeeeecea eee ee eeeeeee eee e eee eee ea eee e eee eee 


LOW-HEAT ELEMENT 


(Cutler-Hammer Design) (Conventional Design) 





THIS / NOT THIS / 
Heat flows both ways Hot outer edge 
from median position cold center 


of C-H multiwave ele- 
ment 


BOTH ELEMENTS TOGETHER 


(Cutler-Hammer Design) (Conventional Design) 


© © 


a 


Any well-built surface cooking unit provides good heat distribution 
when both elements are used together. But 90% or more of all 
cooking is done at a controlled-heat switch position using only one 
of the two elements. The four vital cooking heats where C-H design 
provides obviously befter heat distribution for better cooking are: 

1. Low-Heat Element Full Voltage. 2. Low-Heat Element Half 
Voltage. 3. Medium-Heat Element Full Voltage. 4. Medium-Heat 
Element Half Voltage. 


; . PYROFLEX* 
——— WATER HEATER UNITS 
rl Complete line avail- 

j able for water heater 
~~ / manufacturers. 
“\ ? ° 4 *Trade Mark 
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NOW! 2-Way Heat Flo 


|for Better Cooking where 90% or ~: 
More of all Electric Cooking is Done! 


If better electric cooking was to 


come, C-H Engineers knew it would 
have to come through better heat 
distribution in the all-important in- 
termediate controlled-heat switch 
positions. For this is where 90% or 
more of all electric range cooking is 
done. And this is where Cutler- 
Hammer Engineers made design ad- 
vances in their PYROFLEX* Sur- 
face Units vital to all range users as 
well as to all range manufacturers. 
But better design also means fast 
heating, long life, units that stay flat 
and never warp, units that are easy 
to clean. And through the know-how 
gained in more than 35 years of 
heater manufacture, Cutler-Hammer 
Engineers have developed depend- 


able units in these respects . . . equal 
in every way to other products bear- 
ing the Cutler-Hammer trade mark 
that’s known the world over, adver- 
tised for years in Saturday Evening 
Post, Time, etc., 4-color advertising, 
and in House & Garden, House 
Beautiful, Better Homes & Gardens, 
etc... . CUTLER-HAMMER, Inc., 
1280 St. Paul Ave., Milwaukee 1, Wis. 


*Trade Mark 





CUTLER*- HAMMER 
REDS RENO 
= ROFL SE 











MIX BUSINESS 
WITH PLEASURE 


Cadillac dealers have 
been combining them 
for years ...and 
they'll tell you selling 
Cadillac is not only a 
pleasure, but profit- 
able, too. Why? Because Cadillac cleaners 
have what it takes to make them easy to sell. 
Service complaints? Dealers say Cadillac’s 
are trouble-free. They’re built to last — and 
they do. 
Want to know why a well known chain 
of 70 theatres recently chose Cadillac 
vacuum cleaners, after making exhaus- 
tive comparison tests? We'll be glad to 
tell you. 

















SPACE 814 


HOUSEWARES & MAJOR APPLIANCE EXHIBIT 
ATLANTIC CITY—MAY 30 to JUNE 4 


NATIONA 





f LADIES’ HOME JOURNAL © AMERICAN 

nyally WOME © FARM JOURNAL © BETTER 

Ya HOMES and GARDENS © SATURDAY 

deri EVENING POST © TRUE STORY © 

A COUNTRY GENTLEMAN * AMERICAN 
L MAGAZINE. 





Since 1911 
Sold only through 


reliable declers 
and distributors. 
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NEW PRODUCTS 


and close quarters; new horizontal! 
style carrying handle and an auxil- 
iary side handle furnished for 2- 
handed operations; Universal motor 
operates on 115 volts, ac. or d.c.; 
built-in fan provides cool operation; 
die-cast aluminum alloy frame. 


Electrical Merchandising, May 1, 1948. 





WITTIE Fan 


Wittie Mfg. & Sales Co., 
1414 S. Wabash Ave., Chicago 5, Ill. 


Device: Wittie “Aire Force” new- 
' type oscillating fan. 

Selling Features: Lightweight, per- 
fectly balanced fan with hand-grip 
neck for easy, comfortable carrying; 
12-in. torrington “Varified” blades; 
2 speeds with handy fingertip push- 
pull control for stationary or oscil- 

lating action: totally enclosed wir- 
} ing; sectional front guard removable 
| for quick easy cleaning; 1/40 h.p. 
| precision built, heavy-duty motor 
| with oiless bearings; available in 3 

or 4 blade, 10-in. models, operates 

on 110-120 volts, 60 cycles, a.c. only. 
Electrical Merchandising, May 1, 1948. 
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U. S. Water Heaters 


United States Radiator Corp., Detroit, 31, 
Mich. 

Models: U. S. Capitol water heater. 

Selling Features: Available in sizes 
from 10 to 140 gals; automatic, 
noiseless, odorless; high speed, 
heating element, encased in protec- 
tive tubing equipped with flange 
fittings which bolt to heater tank, 
providing tight, leak-proof joint: 
baked white enamel case; Fiberglas 
insulation 4 in. thick upper thermo- 
stat adjustable between 130 and 
180 degs, available in single or 
double throw action, cold water 
baffle or inlet prevents mixing of 
incoming cold water with hot water 
in tank; heat trap outlet; available 
in single and double elements in 
standard wattages up to 4000 per- 
mitting a maximum of 8000-watts 
on double units. 

Electrical Merchandising, May 1, 1948. 





HARLEY Clock 


Harley's Clock Shop, Altman Bldg., 
Kansas City, 6, Mo. 

Device: Kitchen Pan clock. 

Selling Features: Frying pan clock in 
stainless steel or copper; 8-in. dial, 
Hansen synchron movement; sweep 
second hand and numerals in choice 
of colors—blue, black, red, yellow 
and green. 


Electrical Merchandising, May 1, 1948. 
v 





VENTROLA Ventilating Fan 


National Appliance Co., 4814 W. Vernor, 
Detroit, 9, Mich. 

Models: No. 40 and No. 50 home 
ventilating fans. 

Selling Features: No. 40, 8-in. model ; 
and No. 50- 10-in. model; feature 
improved type adjustable heavy 
gauge steel wall sleeve that makes 
possible fast and easy installation 
in all standard type walls, chrome 
grilles and blades; grille mounted 
on white baked enamel front plate; 
9-blade type; induction type motors 
fully enclosed; outlet box is part 
of wall sleeve which also contains 
plug-in motor connection. 

Electrical Merchandising, May 1, 1948. 





CUMMINS Portable Drill 


Cummins Business Machines Corp., 
4770 Ravenswood Ave., Chicago 40, lil. 


| Device: Model 200 portable electric 
4 in. drill, for use in home or farm. 
Selling Features: Condenser styling 
makes it convenient in tight places 
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Offer your customet%s 
quality - moderate 
pices - dependable 


performance 


No. P-1251 
Pedestal Model 16” SIGNAL 
Three-Speed Oscillator Fan 


it, 31, 

























eater. 
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speed, 
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) and No. 562 

le or 10’ One-Speed COOLSPOT 
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12” Three-Speed COOLSPOT 
Oscillator Fan 






No. P-562 

Pedestal Model 10” 
COOLSPOT One- 
Speed Oscillator Fan 


Fan 
>rnor, 


home 





Colored, illustrated catalog 
folder showing fans available, 
upon request. 


heed SIGNAL ELECTRIC MFG. co Raa 
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Rochester distributor boosts sales with LIFE tie-in! 


Here’s how a distributor 
planned coordinated promotion 
of portable radios 


This 
prize 
ite Napritcu knows that nearly 125,000 onal 


people in the Rochester, N. Y. area read LIFE. , Mor 


' :' ' , or tic 
And Irving Nadritch is sales manager of Bickford — 


Brothers Co., who distribute RCA radios in 
Rochester. 


wind 


So he hatched the idea of doing an area-wide 
promotion of portable radios, tving in with ad- 


vertising in LIFE. 


How It Was Done 


Nadritch announced his plan to all Bickford 
Brothers’ dealers. 
He offered LIFE merchandising and promotion 
material (banners, stickers, counter cards, etc.) 
to all interested stores. And he put up cash 
prizes for the two best windows by dealers. Jolin 
Norwood, LIFE Retail Representative, offered 
continuous help and promotional advice. 
More than 100 stores joined in the promotion! The 
whi 
What Happened Irving Nadritch, sales manager for Bickford Bros., RCA distributors in the Rochester Roe 
Displays of LIFE advertising seemed to remind area, boosted sales of his dealers by using a well-known retail promotion technique. —— 


people of previously made decisions to buy! 
min 


Sales of RCA portable radios in the Rochester 
area increased 300% during the promotion! 

The window at the right helped sell more port- 
able radios than at any time since the war. 

The enthusiasm of its readers for LIFE’s ex- 
citing journalism is matched by retailers’ enthu- 
siasm for point-of-sale promotion of products 
**Advertised in LIFE.” 


This window won a cash prize; more important, it tripled sales of portable radios for 
the Columbia Music Store, Rochester, N. Y., without extra personal sales effort! 
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This window, by Sibley Lindsay & Curr Co., won second 
prize in the area-wide promotion. The Sibley window is a 
real traffic builder on one of Rochester’s busiest corners. 
More than 100 stores asked to participate in this promo- 
tion which tied in with RCA’s advertising in LIFE, using 
window and store displays. 


The dollar-getting window of the Hoffman Music Store, 
which reminded LIFE readers (28.2% of the people in the 
Rochester trading area!) of the radios they’d read about 
—and possibly decided to buy. Many sales, made when 
LIFE is read, are rung up when the prospective buyer is re- 
minded of his decision to buy. 


M. E. Silver, whose first-prize winning window (opposite 
page) helped bring him his largest portable-radio sales 
since the war, gets his prize from promotion-builder 
Nadritch. The advertised-in-LIFE window helped sell more 
RCA radios than all other makes combined! You can start 
right now to plan for register-ringing sales of the products 
listed on the right. 
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| Use this list to put LIFE’s local selling power to work at your counters 


Here is a list of appliance-store items to be ADVERTISED IN LIFE during May 


MAJOR APPLIANCES 
May 3 G-E Refrigerator—page, color 
Hoover Cleaner—page, color 
ILG Electric Ventilator—4 page, color 
Launderall—l, page, color 
Speed Queen Washer—]4 page, color 
May 10 Crosley Shelvador—spread, color 
Westinghouse Appliances—spread, color 
Kelvinator Range—page, color 
Lewyt Vacuum Cleaner—page, color 
Rheem Water Heaters—page 
A. O. Smith Water Heaters—!4 page. c. 
May 17 Philco Refrigerator—spread, color 
Kalamazoo Gas Range—page, color 
Thor Washer—page, color 
G-E Vacuum Cleaner—page 
Vornadofan Fan—page 
May 24 Hotpoint Appliances—page, color 
Kelvinator Refrigerator—page, color 
Ruud Water Heaters—page, color 
Westinghouse Laundromat—page, color 
Bendix Washer—page 
Maytag Washer—page 
Norge Appliances—page 
Universal Appliances—]¥4 page, color 
American Gas Association—¥4 page 


SMALLER APPLIANCES 
AND HOUSEWARES 

Libbey Glassware—page, color 

Reynolds Cooking Utensils—page, color 

Sunbeam Mixmaster—page, color 

Pearl Wick Hampers—page 

Ekco Flint Cutlery—)4 page, color 

Cory Glass Coffee Brewer—¥4 page 

Rex Cutlery—42 lines 

May 10 Eveready Batteries—'4 page, color 

May 17 Club Aluminum Cookware—page, color 
Koroseal Products—page, color 
Sherwin Williams Kem-Tone—l4 page 
Sherwin Williams White Lead— 4 page 
Saf-T-Hed Thumbtacks—14 lines 

May 24 Schick Shaver—page, color 
Proctor Electric lron—¥y page 

May 31 G-E Lamps—page, color 


HOME FURNISHINGS 
May 3 Bigelow Carpets—page, color 

Pacific Sheets—page, color 
Bates Fabrics—!4 page, color 
Pequot Sheets—]4 page. color 

May 10 Burton Slumberon Mattress—page, color 
Cannon Sheets—page, color 
Clopay Curtains—page, color 
Englander Mattress—page, color 
G-E Automatic Blankets—page, color 
Thayer Baby Carriages—!4 page 

May 17 Lane Cedar Chests—spread, color 
Glamorug—page, color 
Magee Carpets—page, color 
Mohawk Carpets—page. color 
Alexander Smith Carpets—page, color 
Storkline Furniture—l4 page 
Simmons Ace Springs—¥4 page 
West Branch Cedar Chests—4 page 


May 3 


May 24 Simmons Beautyrest Mattress—spread, c. 


May 31 Bigelow Carpets—page, color 
Simmons Hide-A-Bed—page, color 


RADIOS AND INSTRUMENTS 
May 3 Motorola Portables—page, color 

Hammond Solovox—}4 page 

May 10 RCA Victor Instruments—page, color 
G-E Radios—page 
Philco Radios—page 
Seeburg with Select-O-Matic Library—pg 
Lester Piano—!4 page 


NOTE: Many of these LIFE advertisers have ordered 
LIFE merchandising helps similar to those Bickford’s 
finds so effective. Ask your suppliers about ADVER- 


Tl ISED-IN-LIFE merchandising aids! 


LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 


Sylvania Radio Tubes—¥4 page 
May 17 RCA Victor Instruments—page, color 
May 24 G-E Clock Radio—page, color 
May 31 RCA Victor Instruments—page, color 


RECORDS 
May 3 Columbia Records—4 page 
May 24 RCA Victor Records—page 
Columbia Records—4 page 


JEWELRY, CLOCKS AND WATCHES 

May 3 Gruen Watches—spread, color 
Bulova Watches—page, color 
Telechron Clocks—page, color 
Jacques Kreisler Circlettes—Y4 page 
Krementz Jewelry—¥ page 

May 10 Westclox—page 
Keepsake Diamond Rings—¥4 page 
Girard-Perregaux Watches—\4 page 
Wyler Watches—\4 page 
Krementz Jewelry—l% page 

May 17 Hamilton Watches—page, color 
Harvel Watches—page 
Ingraham Clocks & Watches—page 
Longines-Wittnauer Watches—page 
Sessions Clocks—page 
Art-carved Rings by Wood— 
Krementz Jewelry—¥% page 

May 24 Elgin Watches—page, color 
G-E Clocks—page, color 
Waltham Watches—page, color 
Jacques Kreisler Circlettes—page 
Gotham Watches—)4 page 
Croton Waiches—l4 page 
JB Watch Bands—'% page 
Omega Watches—% page 

May 31 De Beers Diamonds—page, color 
Swank Jewelry and Accessories—ly 

page, color 


SILVERWARE 
Community Silverplate—page, color 
International Sterling—page, color 
May 10 Watson Sterling—Yy page 
May 17 1847 Rogers Bros.—page, color 
May 31 Community Silverplate—page, color 

International Sterling—page, color 


OPTICAL GOODS 
May 17 AO Polaroid Glasses—Y4 page, color 
Protektosite Sun Glasses—Y4 page 
May 24 Solarex Sun Glasses—page, color 


SPORTING GOODS 

Wilson Sporting Equipment—page, color 

Rollfast Roller Skates—l% page 

May 10 Spalding Golf Clubs and Balls—page, c- 
Rollfast Roller Skates—28 lines 

May 17 Bristol Golf Clubs—4 page 
Rollfast Bicycles—Y4 page 

May 31 Spalding Sporting Equipment—y page, c. 
Crown & Headlight Overalls—'4 page 


CAMERA SUPPLIES 
May 3 Ansco Film—page, color 

Eastman Kodak Film—page, color 

Kryptar Film—page, color 

Graflex Camera—¥4 page 
May 17 Revere Camera—page, color 
May 27 Eastman Kodak—page, color 

Ansco Film—page 

Universal Camera—ly page 

Spartus Camera—\4 page 
May 31 Kryptar Film—), page, color 


ADVERTISED 


LIFE 


2 page 


May 3 


May 3 





“SUCCESSOR TO 


@ Built to out-perform and out- 
last any other air circulator on 
the market 


@ Built to out-sell because it 
has more easy-to-demonstrate 
features. 


e Circulates air completely .. . 
expels stale air... disperses 
fumes . . . boosts efficiency of 
air-conditioning systems. 


FRESH ND-AIRE 


THE FAN” 


SELL NOW FOR HOMES - - FOR BUSINESS! 


@ So quiet. It’s the only circu- 
lator permitted inside many 
radio broadcasting studios and 
telephone exchanges. 


@ Nationally acvertised in For- 
tune, Nation's Business, other 
leading magazines. 


e@ Stock Fresh'nd-Aire now! 
See your distributor for sales 
helps. 


ELECT APPLIANCE 


New Products 


HONEYWELL Thermostat 
Minneapolis-Honeywell Regulator Co., 


2753 Fourth Ave., So., 
Minneapolis 8, Minn. 


Device: “Plug-in” clock thermostat 
that can be installed in less than 5 


minutes. 


Selling Features: Contains an electric 
clock which automatically lowers 
house temperature; at night and 
raises it again in morning; a modi- 
fication of Honeywell’s Chronotherm 
but uses a 110-volt clock motor in- 
stead of the 24-volt motor; comes 
equipped with a universal wall plate 
that automatically makes electrical 
connections with existing thermo- 
stat wires. 


Electrical Merchandising, May 1, 1948. 


KORD Fan 
Kord Electric Mfg. Co., Mt. Vernon, N. Y. 
Model: F10X, 10-in. oscillating fan. 


Selling Features: Cast iron base; key- 
hole slot for wall mounting; quiet 
operation; 115 volt, ac.; walnut 
baked enamel finish. 


Electrical Merchandising, May 1, 1948. 


\V 
AS a \NeAs y 
FRESH'ND-AIRE Gia. Crcclk 


Product of FRESH’ND-AIRE COMPANY 
A Division of CORY CORP. + 221 N. LaSalle Street, Chicago 1, Illinois 
Export Sales: The A. J. Alsdorf Corp., Chicago, Illinois 


ROTOMASTER Handtool 


Master Appliance Co., Racine, Wis. 

Device: RotoMaster lightweight, port- 
able electric handtool, for grinding, 
routing, engraving, burring and buf- 
fing. 

Selling Features: For craftsmen who 
work in wood, metal or plastic; 
sands or polishes sharpens knives; 

ne self-oiling bearings and a high-speed 
motor has 30,000 rpm, cooled with 
specially designed ventilating fan; 
ac. or dc. plastic case; available 
alone or in 3 sets complete with 
grinders, cutters, accessories. 

Electrical Merchandising, May 1, 1948. 


148 MAY 1, 1948—ELECTRICAL MERCHANDISING 
























E 
at 
5 
ic 
rs i\} = 4 e « 
2 INCliale O70 “ia Wwores 
ii- 
m 
n- 
es + 
te * ALL WITH FM 
al x 
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8. * DUAL MATCHED-TONE SPEAKERS 
Acceptance is too common a word to describe the high enthusiasm 
these new all-American sets generate among dealers... and customers. 
For here, in a remarkable quality-value package, is everything 
millions of Americans want in a new radio: advanced AM reception... 
great new FM performance...automatic noise-free* record playing. 
More than all that, you have tremendously popular styling 
for today’s home—and prices you are happy to display in big type! 
*Stewart-Warner’s famous Electro- Hush Reproducer banishes needle hiss and scratch. 
Stewart -Warner 
J 
™ FM RADIOS AM * RADIO-PHONOGRAPHS °* TELEVISION 
y- CHICAGO 14 =] ILLINOIS 
iet i 
1ut 
48 CONTEMPORARY 
‘ Fine-grained American walnut with matched 
crotch-grain panel: 
HOLLYWOOD ~—rich native woods hand- 
somely finished. 
18th CENTURY MODERN 
Gold Coast mahogany styled in the Bal — ‘ aa , 
rt- great Hepplewhite tradition: a mahogany, at home in 
ng, MT. VERNON-=—rich, dark finish, = 
uf- hand-rubbed with pure Carnauba wax. — HATTAN —dark, luster-gloss 
h PALM SPRINGS—blond, hand-rubbed. 
o SANTA FE—glowing new “blush” finish. 
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STROMBERG-CARLSON 
Television 


Stromberg-Carlson Co., Rochester 3, N. Y. 


dels: Dorchester TV 12L combina- 
tion FM radio and television, and 
Chinese Classic TV 12M5M combi- 
nation radio-phono television unit. 


ellng Features: Dorchester model 


as large screen with 12-in. picture 
tube; continuously tunable through 
complete range of television and FM 
frequencies ; 12-in. speaker cushioned 
in live rubber; tuning eye station 
selection; modern mahogany veneer 
cabinet. 





Chinese Classic combination radio- 
phono-television with large screen, 
12-in. picture tube; FM, AM and 
shortwave; continuously tunable 
through complete range of video and 
I'M frequencies; 12-in. electro-mag- 
netic speaker mounted in live rubber ; 

ushbutton tuning on standard broad- 
cast; record changer plays 10 or 12 
in. records in sequence, stops auto- 
matically after last record; LT 

1ono pickup; pin-striped mahogany 
veneer cabinet 


trical Merchandising, May 1, 1948. 





CROSLEY Television Set 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, 25, Ohio 


ce: Deluxe Spectator “Swing-A- 
View” television set No. 348CP 
ombining 3-band radio, phono and 
television. 
ing Features: Mounting of 10 in. 
picture-tube permits rotation in its 
housing so that it may be turned 
mm side-to-side over a 60 deg. arc, 


and accordion-like tambour slides 
follow motion of picture-box and 
mask unused portions of cabinet 


hen picturebox is in viewing posi- 
tion; tube and housing mounted on 
metal shelf for dependability ; 52 sq. 
in. picture may be set at any posi- 
tion along a wide are and viewer 
may sit at any angle and see screen 





LECTRIZ 





comfortably, eliminating need to 
move chairs around. 

“Picture Pilot” specially de- 
signed plug-in channel selector units, 
hermetically sealed, eliminates com- 
plicated manual tuning and tunes in 
stations within range of receiver by 
means of a simple switch-on chan- 
nel selector, with no tele-tuning con- 
trol or vernier tuning device needed ; 
Lok-In-Tune picture synchronizer 
automatically locks picture on screen 
in tune with sending station; alu- 
minized screen eliminates need for 
ion trap and beam bender magnet. 

Radio section has 3-bands: stand- 
ard broadcast, FM and short-wave; 
10-in. permanent magnet speaker ; 
tilt-out bin contains radio controls 
on right side and an edge-lighted 
slide-rule dial. 

Automatic record changer in slide- 
out drawer on left side has Crosley 
streamlined tone arm, floating jewel 
tone system; permanent polished 
sapphire needle ; accommodates 10-12 
in. records 12-10 in. or intermixed, 
is jam-proof and shuts off auto- 
matically. 

Simplified control for entire set 
is provided by 4-position switch 
which allows use of television an- 
tenna for FM, turns off radio dial 
light when television is in use; turns 
off television tubes when radio or 
phono is being used, allows use of 
radio amplifier for television sound; 
turns off radio oscillators during 
tele or phono operation and permits 
same tone and volume controls to 
be used for radio, television and 
phono, Television and radio on sepa- 
rate chassis units; 7-radio tubes 
plus 1 rectifier; 23 television tubes 
including 10-in. cathode ray picture 
tube, 3 rectifiers and a high voltage 
oscillator tube; radio section has 70 
watt consumption, phono, 80 watts 
and television 360 watts. 

Mahogany cabinet by Carrollton 
Furniture Mfg. Co. 444 in. high, 
37} in. wide, 18 in. deep, with ample 
album storage 
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LEARECORDER 


Lear Inc., 110 lonia Ave., N. W. 
Grand Rapids 2, Mich. 


Device: Learecorder wire recorder. 


Selling Features: A recorder lock pre- 


vents unintentional recording; high 
speed rewind requires only 3-min. for 
complete operation; monitoring de- 
vice permits continuous reproduc- 
tion during recording, lagging only 
1/10 sec. behind actual recording; 
recording level meter indicates 
proper level for best recording; will 
be marketed either as unit or in com- 
bination known as “Dynaport’—a 
portable assembly including a dy- 
namic speaker, AM radio single re- 
cord phonograph, microphone and 
headphone; will also be included in 
Dynatrope line of home radios. 


Electrical Merchandising, May 1, 1948. 
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STROMBERG-CARLSON 
Radio-Phonos 


Stromberg-Carlson Co., Rochester 3, N. Y. 
Models: Salem Chest No. 1210 PSP 


and Mandarin model 1210M5M. 


Selling Features: Salem Chest auto- 


matic radio-phono in early American 
cabinet of provincial maple; stand- 
ard and both FM bands; Selektor- 
Lite dial lights only band in use; 





record changer plays 10 or 12 in. 
records and stops automatically. 

Mandarin in mahogany veneer cab- 
inet with authentic Chinese carving 
reproduction has both FM bands and 
standard broadcast: Selektor-Lite 
dial, shock mounted chassis, 12 in. 
speaker ; record changer plays 10 or 
12-in. records in sequence and stops 
automatically. 


Electrical Merchandising, May 1, 1948. 
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JEWEL Radio 


Jewel Radio Corp., 583 Ave. of the 
Americas, New York, 11, N. Y. 


Device: Jewel “Trixie” 3-way per- 


sonal portable radio No. 801. 


Selling Features: 4-tubes plus sele- 


nium rectifier: PM Alnico speaker 
tuning range from 540 to 1650 kc; 
a.c.-d.c. and battery operated; simu 
lated leather covering in choice of 
5 colors—python, red, green, brown, 
alligator or tan; adjustable shoulder 
strap or hand strap; weighs 44 Ibs. 
with batteries 


Electrical Merchandising, May 1, 1948. 
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CROSLEY Radio-Phono 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, 25, Ohio 





Device: Crosley FM-AM_ combina- 


tion console No. 148CR. 


‘lling Features: Mahogany cabinet 


by Carrollton with louvered panels 
in front of speaker which open when 
set is in operation; 2 spacious album 
compartments; deluxe automatic 
single-post record changer plays 12- 
10 or 10-12 in. records and turns off 
automatically; floating jewel tone 
system; 18-watt output; 12 in 
speaker ; 12 tubes, a tuning indicator 
tube and a rectifier tube. 


Electrical Merchandising, May 1, 1948 








STROMBERG-CARLSON 
Table Radio 


Stromberg-Carlson Co., Rochester 3, N. Y 
Model: Courier No. 1210 HW table 


FM-AM radio. 


Selling Features: Equipped with both 


~ 


FM bands and standard broadcast; 
Selektor-Lite dial; shock mounted 
chassis; 8-in. Alnico V speaker sus- 
pended in live rubber; built-in an- 
tennas; solid top cabinet; plug-in 
jack for phonograph; walnut veneer 


tlectrical Merchandising, May 1, 1948 





CROSLEY Farm Radios 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, 25, Ohio 


Models: 2 new battery-powered farm 


sets No. 9-117 and 9-101. 


Selling Features: No. 9-117 has 4 
1 


E 


tubes; No, 9-101 has 5 tubes; walnut 
brown plastic cabinets with grille 
and decorative control knobs; bot! 
models have oversize PM speakers, 
continuous tone control, superhet 
circuits; avc to eliminate “blaring.” 


} 
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» Your customers want these 
rar Fel. SAVING (eATURES 


iN WASHINGTON FRUGAL pown-prart 
HOT-BLAST OIL BURNING SPACE HEATERS... 


Do 


EASILY CLEANED STAINLESS STEEL BURNER 


FORCED CIRCULATION IF DESIRED 


WORTHY OF THE NAME! 


In the face of continued shortages and high prices 
for fuel oil, your customers are looking for more 
than a fancy name plate, when buying a space 
heater. For greater sales possibilities, bigger 
profits, sell Washington Frugal Oil Burning Space 
Heaters, made by Gray & Dudley, one of the 
great names in heating and cooking appliances 


. since 1862. 


ESTABLISHED 1862 


GRAY and OUOLEY 


COMPANY IGroyuDudicy tol 
NASHVILLE 3, 











TENNESSEE 





To increase 
heating efficiency 
and comfort... 
and your profits 
too... 


GRAY & DUDLEY 
ACCESSORIES — 


Illustrated is electric fan, installed at any 
time in front panel. Other convenient acces- 
sories include: ‘‘Insta-Liter" for quick start- 
ing, ‘‘Trapit’ filter and sediment strainer, 
two electric thermostats, and ‘'Oilifter’’ used 
when fuel tank is below burner level. 


- 











WASHINGTON FRUGAL DISTRIBUTORS 


BAKER & HAMILTON 

San Francisco, California 

A. C. BLACK COMPANY 
Minneapolis, Minnesota 

BRANDON COMPANY 

Little Rock, Arkansas 
BROWN-CAMP HOWE. COMPANY 
Des Moines, lowa 

CALIFORNIA HOWE. COMPANY 
Los Angeles, California 

CANTON HARDWARE COMPANY 
Canton, Ohio 

DEALERS ROARS COMPANY 
Kansas City, Missou 

FOREMAN DISTRIBUTING COMPANY 
Portiand, Oregon 

M. A. HARTLEY & COMPANY 
Gettysburg, Pennsytvania 
HOFFMAN HOWE. COMPANY 
Los Angeles, California 

GUY H. LANDON 

Colorade Springs, Colorade 
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THE LEE HOWE. CO. LTD 
Shreveport, Louisiana 

LONG.- dg ape COMPANY 
Birmingham, ma 

McCLAIN biStmiBUTING COMPANY 
$7 North Caroli 

McGOW = Sh HDWE & SUPPLY CO. 
Mobile, ‘ata 

MILWAUKEE ' Stove & FURNACE REPAIR CO. 
Milwaukee, Wisc 

MYER. BRIDGES. COMPANY 

Louisville, Kentuck 

H. C. NOLL ny ANY 
Omaha, Nebras 


OZARK MOTOR & SUPPLY COMPANY 
Springfield, Missour' 

PHILLIPS wow. COMPANY 
Cambridge, 

THE PI ween” TIRE COMPANY 
Tampa, Flor 


da 
G. M. POPKEY Courany 
er Wiscons 
PRICE'S, INC. 


Norfolk, Virginia 


RED FEATHER OIL COMPANY 
Salt Lake City, Utah 
REPUBLIC SUPPLY CORPORATION 
Detroit, Mic 
SIDNEY ScHWAVER & COMPANY 
<eenen tilin 
SIEG i - “SUPPLY COMPANY 
Davenport, lowa 
SMALL & SCHELOSKY COMPANY 
sisorete, Indiana 

HE JOSEPH B. SMITH COMPANY 
Tolede, Ohio 


SPOKANE ‘PAPER & STATIONERY COMPANY 


Spokane, ee gton 

a on hty aA FARM & HOME STORE 

STANLEY DISTRIBUTING COMPANY 

St. Louis, Missou 

avs HOLBROOK. INCORPORATED 
San Francisco, California 

THE THOMSON-DIGGS COMPANY 

Sacramento, California 

UNION HOWE. & METAL COMPANY 

Los Angeles, California 
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CROSLEY Portable 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, 25, Ohio 


Model: Portable “Town and country” 
model No. 9-302. 


Selling Features: A.c.-d.c. or battery 
operation; alligator-brown case; 
metal trim; superheterodyne circuit; 
3-gang condenser; 5 tubes, 1 recti- 
fier tube; 4x6 in. speaker ; avc; built- 
in antenna; single plug battery cable, 
no switches or adjustments needed 
to convert to battery operation; spe- 
cial conversion socket for change 
from a.c. to d.c. 

Electrical Merchandising, May 1, 1948. 





TRANSVISION Television Kit 


Transvision Inc., 385 North Ave., New 
Rochelle, N. Y. 


Device: No. 10BL television kit fea- 
tures newly designed cabinet with 
built-in picture-enlarging lens; mer- 
chandised in kit form for easy home 
assembly; uses 10 in. electromag- 
netic direct-view picture tube; com- 
plete FM radio receives all channels 
in any area; lens is 15 x 11 in., giving 
a picture approximately 10x 12 in., 
or 120 sq. in.; walnut, mahogany or 
blonde cabinet 26 in. wide, 17 in. 


high, 19 in. deep. 
Electrical Merchandising, May 1, 1948. 
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WALTON Phonograph 


Walton Products Co., 612 Southern Ohio 
Bank Bldg., Cincinnati, 2, Ohio 


Device: Walton child’s electric record 
player. 

Selling Features: Operates on 110-125 
volts, a.c. 60 cycles; motor sus- 
pended in rubber for protection 
against shocks and jars; plays up 
to 12 in. records; lightweight alumi- 
num cabinet in pink, blue and ivory. 

Electrical Merchandising, May 1, 1948. 
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200 stores 










designed it! 











j 
: 
: 
be 
‘ 
. A sales planner that works! A sales planner that stores will welcome . . . 
‘ | and use because it follows a practical pattern suggested by the buvers, 
' advertising managers and display men themselves. 
‘ Made-to-order by House & Garden with these practical features: 
| « usable “retail” ad suggestions + fresh ideas for window display + facts and selling slants for 
copywriters + a time-table for store promotions + good “interior display” suggestions. 
Write or call us. A House & Garden representative will show you how this 
Sales Planner can sell hardware, furniture, kitchen equipment—whatever. 
This practical link between manufacturer and merchant is another example of the golden touch in action. 
, Let the golden touch work for you 
: 
2 
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No Crumbs Allowed 





“USEFULNESS, sound craftsmanship 
and progressive design” were adjectives 
applied to the Proctor toaster by the 
Art Assn. of Indianapolis, Inc., which 
chose it as a winner in their recent in- 
dustrial design exhibit. The same words 
apply to Irene Hervey, Eagle-Lion star, 
who demonstrates one way to get rid of 
crumbs. 





REA Women Reveal Need 
For Appliance Instruction 


: That the most primary details of 
“¢ way your kitchen range : appliance operation and economy are 
one This special-purpose sh news to farm women was made mani- 
Ritough years of resea fest at the Rural Home Makers panel 
0 she held in conjunction with the 6th An- 
peta nual National Rural Eleetric Coop 
any special- ee eratives convention in Chicago March 
P manufacturers bring you : } 8-10. 
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to serve longer at lower c¢ 
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lemark when you buy 


ts beauty wil a : ai a. 
last the | Representatives of 754 electric sys- 
used for the t tems from 42 states and Alaska were 


arefully 


sase. That's why 


Be sure to see this famor 
wameling Iron 


The American Rolling M 


trac 


r } resent, accompanied by approximately 
Export: The Armco International C ill Co, Middictown, Ohio YY € 9 at Mf PI 
ae 500 wives of rural electric system 
leaders. 

THE AMERIC AN : Mrs. Clara Talleur, director of an 
ROLLING MILL COMPANY : : Illinois cooperative, talked on “What 
THE Fadi : ! i What 
man rman MACO TANCE EMTS SPECiALovReCEE sp Electricity Means to the Farm Wife, 
UFACTURERS MAKE mOae ATTRACTIVE, MORE y SERS THAT mp Reale’ ] lec 
SPUL. KONGERLASTING PropucTs and Miss Louisan Mamer, home elec 


trification specialist, REA, discussed 
new developments in electrical house 
hold equipment. 

It was in the forum discussion that 
the need for simplified information on 
electrical appliances became apparent. 
What has taken city people 30 years 
to absorb is going to take a number ot 








years to put over in rural areas. 
Noticeable, also, was the thrifty 
point of view born during depression 
days. The farm group, representing 
the wealthiest class in America today 


Widenin k t is surprisingly interested in stripped 

g your mar e models and appliances that can be 
LTT 

for quality appliances 


adapted at low cost 


Norge Conducts Six-Week 


This is the way Armco is helping to build sales for the better appliances Sales Training Series 


you handle. Millions of buyers saw this full-page story on the beauty and Distethetar enlesmen theoushout the 
durability of porcelain enamel in The Saturday Evening Post, Time, nation will be provided with informa- 
tion about the Norge Division of Borg 
Warner Corp.’s products, policies and 
; a : : os plans for 1948 ing a six-week serie 
for this “lifetime finish” through 34 years of national advertising — plans for 1948 during a six-wee _ 
ot sales training meetings recent! 
begun in major cities. 

H. L. Clary, general sales manage! 


and other magazines. Armco has actively promoted buyer preference 


helping create a bigger demand for quality appliances in your store. 


said that most of the meetings woul 
take two days each and would be he! 
in Chicago, Cleveland, Atlantic City 
New Orleans, San Francisco, an 
Denver. Some 600 wholesale salesme! 
are expected to attend. 
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The portable AEROTHERM is your answer to cus- 
tomers’ demands for low-cost comfort the year 
round. There are a dozen uses for this summer fan 
and winter heater. Its compact, single-unit design is 
ideal for comfort—conditioning any room in the 
house . . . just the thing for office, too! A healthful 
supply of circulating air—warm or cool—is pro- 


duced by a simple flick of the double-action switch. 


There’s no let-down for demand on AEROTHERM. 
It sells in summer or winter for round-the-calendar 
profits. Get on the money wagon today—write for 


attractive details. 


E. A. LABORATORIES, INC. 
BROOKLYN 5, NEW YORK 


BATHROOM BRANCHES: El Monte, California - Chicago, Illinois 
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”) NEW KIND OF FLOOR 


i 


polished 


WLUOK 


POLISHER! 


ow ready to open up a great new market 
..alifetime profit opportunity in the floor 
lisher field at last! 


try so often—once in a great, great while—distributors have an opportunity to 
tin on the start of a great new marketing program. 


stributors who have jumped at such opportunities, and got in on the ground 
, have made prodigious profits. And so bave their dealers. 

1920 the automobile was still a luxury. Within a few years, the industry had 

150 billion dollars’ worth of cars. 


1920 the electric refrigerator was still in embryo. The industry went to work 
d put 4 billion dollars’ worth of them into America’s kitchens. 


1920 the radio was still a squealing, squawking infant. The industry went to 
and sold 6 billion dollars’ worth of radio sets and flooded America’s homes 
th entertainment, education and news. 


y a matter of months ago, television was still largely experimental. Today it 
ready ahead of where radio was in like stage of development, and the dollar- 
lume of television sets that will be sold in the next few years staggers the 
jagination. 
bu can name scores of other products—particularly in the appliance field— 
ich seemingly started from nowhere and created enormous new profits for the 
de because the American housewife wanted them. The vacuum cleaner. The 
tric clock. The washing machine. The electric iron. The electric range. There 
no limit to what a new electric appliance can do, once it gets underway. 

there is almost no limit to the way a distributor can cash in—provided he 
sin at the start. 

. & 6 *@ 

day, up over the horizon comes a new kind of domestic electric appliance . . . 
DRAMATIC NEW KIND OF FLOOR POLISHER FOR THE HOME. 


pliance men know the potential in this field. They recognize the floor polisher 
et as one of the “sleeping giants” of the appliance industry. The domestic 
br polisher has been off to a slow start in America—partly because of better 
motion of other lines, but primarily because, up to now, the product itself bas 
lacking. 
fay we announce the British-made Vactric Floor Polisher . . . designed specifi- 
ly for the a use of the homemaker, and built to last as long as her floors. 
loor polisher so well engineered, so scientifically designed, and so beautifully 
de, that it is above and beyond competition. 
Vactric Floor Polisher is far and away the most efficient electric appliance of 
kind made for waxing, buffing and polishing wood, linoleum and tle floors in 
home. Up to now, the housewife has been faced with sheer drudgery and an 


musting degree of hand work and arm muscle to keep floors properly finished. 


th any substantial floor space, she was forced to choose between a small, and 
tefore ineffectual, floor polisher or a large commercial-type machine—too 
pensive and too heavy to be used by anyone but a professional operator. 
Vactric has built a domestic floor polishing machine for the personal use of 
emaker—not an over-grown toy nor a miniature juggernaut. You do not 
to fight the Vactric Polisher in order to control it; thanks to its three (not 
» HOt two, but ¢hree) counter-rotating brushes, it will not “creep” along the 
- It will not “run away from you”. So easy to guide and control that even a 
can work with it. 
in addition to this magnificent machine, Vactric offers you an exclusive “sales 
ge’. Each Vactric Floor Polisher Kit comes complete with a supply of revo- 
bnary new Vactriwax—plus a Vactric Lambskin Wax Applier, a set of three 
¢ Brushes and a set of three Vactric Lambskin Buffing Pads. 


. Specially BMhout question, Vactric is the new domestic electric appliance that is destined 
¢ easily Stand beside the vacuum cleaner to comprise a complete floor-care service. 


DETAILS AND SPECIFICATIONS 


(a) Removable handle for easy 
storing. 

(b) Finished in highly polished 
=" ane Cop peeet (g) Specially designed triangu- 

: lar shape — reaches “hard 

to get” corners. 


(f) Heavy rubber fender pro- 
tects against marring furni- 
ture and baseboards. 


(c) Automatic quick release 
button for brushes. 

(d) Universal AC/DC motor 
with substantial overload 
rating. 


Sturdy aluminum castings 
for long life and steady 
service. 


Destined to move into the same volume bracket as the vacuum cleaner itself. 
Destined to wake up the sleeping floor polisher market that has been waiting so 
long for a leader—a WINNER! 

eS 6 
Distributors who get in touch with us now to handle the Vactric Floor Polishers 
are destined to sar accordingly. Advertising and promotion plans are underway. 
You and your dealers can get a protective franchise which assures sales and profits 
under a liberal discount structure. This franchise also includes a Rental Plan 
which builds floor traffic for your dealers, and in addition creates and maintains 
a steady rental income. 
Specially supervised Vactric service facilities are being established throughout the 
United States—to back up the Vactric Service Warranty. 
The price at which the Vactric Floor Polisher will sell to the consumer, in view 
of its quality, durability, and craftsmanship, is astonishingly low. 
This is the first announcement of the Vactric Domestic Floor Polisher you have 
ever seen. It requires immediate action on your part. To distribute the Vactric 
Floor Polisher in your area means that you have at least one electric appliance in 
your line which is utterly beyond competition. 


Vactrue, Tuc. 


WRITE, WIRE, PHONE 
GIROUX & COMPANY, NATIONAL SALES AGENTS 
18 EAST 41st STREET » NEW YORK 17, N. Y. © MUrray Hill 9-0525 

















made to sell 


with Chromel 


Ever have a customer question 
dependability of electrical 
heating appliances? Not many, 
we'll bet, because such 

things are generally taken for 
granted ... thanks largely to 
durable CHROMEL heating 
element wire. CHROMEL, you 
know, is the original 
nickel-chromium resistor wire 
.... the wire that first made 
electrical heating practical. 
And, during the past 40 
years, its fine consistent 
quality has been the 

most important single factor 
in building today’s cus- 

tomer confidence in all kinds 





of electrical heating 
merchandise. 


*the original nickel-chromium 


heating element wire 


HOSKINS MANUFACTURING COMPANY 


4445 taAwTON AVE. @© DETROIT 8, MICHIGAN 








Papa Pays Again— 
Through the Washer 


Take it from James C. McCall, | 
(and he ought to know, for he op- 
erates one of those juke box laun- 
dries in Detroit) it’s this mechan- 
ized housekeeping that has put the 
man of the house behind the apron. 
According to Mr. McCall, over 50 
percent of the washings today are 
done by men. He's speaking of 
course about his laundry, where he 
estimates between 6) and 70 per- 
cent of the customers are males. 

The sad part of it is—men are 
better laundresses than women. 
“Teach a man how to run the auto- 
matic washers and in a little while 
he’s an expert,” Mr. McCall con- 
tinued. “For one thing, women, 
after they put their quarter in the 
washing machine, try to overload 
it. The male washwoman sorts his 
washing out neatly, slips quarters 
in the right number of machines, 
tells the laundry help how much 
bluing and starch he wants on the 
assorted loads, and then slips away 
for a quick beer. Of course all of 
them don’t slip out for a beer dur- 
ing the half hour needed for the 
washing. Lots of them stand and 
watch the washing go round and 
round, the bubbles, the suds, and 
say it is very soothing on their 
nerves.” 

And not only that, it isn’t just 
the married man who patronizes the 
launderette, bachelors bring in 
their dainty underthings, socks, etc., 
but usually send out their shirts for 
ironing. Since men have taken to 
the laundry job Monday is no 
longer the conventional wash day— 
now every day is wash day, usually 
after 5 p.m. when papa comes 
home, gathers up the soiled clothes 
and gets busy with his mechanized 
domestic chores. 











Chicago-Milwaukee Television 
Link Construction Started 


In time for the fall football season 
one circuit of the new television relay 
system will be operating between Chi- 
cago and Milwaukee. Using radio 
beams instead of wire or cable this 
broad band system will be designed to 
provide television channels as well as 
many telephone circuits, and it is ex- 
pected by the end of the year programs 
originating on the Atlantic Coast can 
be seen in these two cities. 

It is anticipated by early fall co 
axial cables will provide television 
channels connecting Cleveland, Toled 
Chicago, St. Louis and Buffalo 


Launderall Starts Ad 
Campaign with Life Page 


\ full-page, four-color ad 
ment in Life’s issue of Mar pa 
marked the beginning of F. L. Ja 
Co.’s 1948 advertising program for 
automatic home laundry. Other ad\ 
tisements will appear in Woma 
Home Companion and Good Hous 
keeping and in trade publications. 1 
program will feature Launderal! 
“Double-Tumble” action. Extensi 
cooperative advertising in newspape! 
and radio will supplement the magazi! 
phase. 
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| room 
: air conditioners 
that fit like 


a glove 





It may be a small office or a directors’ board 
00m —a bedroom or living room. Whatever 
the size, you can offer your customers exactly 
the right summer comfort when you sell Carrier 
Room Air Conditioners. 
he Carrier line is the most complete on the 
iarket, with a size to fit the comfort needs 
ery office and home need. Here are the four 


ficient, harfdsome models that offer you attrac 


ve, profitable sales opportunities: 


NC ELECTRICAL MERCHANDISING—MAY 


Master— sturdy, space-saving window-sill model 
y, S] s 


for all average-size private offices and bedrooms. 


Executive—larger capacity window-sill model 


for good-size business offices and living rooms. 


De Luxe—attractive console model for larger- 


than-average offices, waiting rooms, living rooms. 


Director — big-capacity console model for extra- 
large offices, conference rooms, and large living 


rooms. A handsome addition to any room! 


When you sell one of the scientifically de- 
signed, modernly styled units, you're selling cus- 
tomer satisfaction. Every one supplies abundant 
summer-long comfort—cooling, dehumidifying, 
filtering, circulating and ventilating quietly 
and without drafts. Carrier’s long, world-wide 
experience on major air conditioning jobs as 
sures peak performance and long service with 
minimum maintenance. Carrier Corporation, 


Syracuse, New York. 


AIR CONDITIONING + REFRIGERATION + INDUSTRIAL HEATING 


1948 
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They dont return old cabinets for new 
sab: 


You sell, not exchange, liebe bale kitchens 


a Ey 


Complete line of sink, floor, wall cabinets 


53 


One -. and — follow automatically 


= now - for quick easy profits 


Write for full-line folder and sales plan 


NL 4 i 


MIDWEST MFG. en 


184 aby 
Err 
Over 39 TISt0%, 
Galesburg, Illinois meer tena Matty 
i WYN Be ie a anare 
er 
CO ULys Far “ad tod Canes 











"Guaranteed by > 
_ Houschooping 


ras sovcarse OE 


ony 
SUCCESS Fy Fy en 





PAGE 160 











NEW POSITIONS 











Frigidaire Div., 
General Motors Corp. 


C. E. Wilson, president of General 
Motors, has announced the appoint- 
ment of E. R. Godfrey, vice-president 
of General Motors and general mana- 
ger of the Frigidaire Div., as group 





E. R. GODFREY 


executive in charge of the Dayton and 
household appliance divisions of the 
corporation. Mr. Godfrey will be suc- 
ceeded as general manager of the Frig- 
idaire Div. by Mason M. Roberts, 





MASON M. ROBERTS 


until now factory manager of the di- 
vision. R. V. Polen, assistant factory 
manager, will succeed Mr. Roberts. 





Cc. H. GLENNY 


Appliance Sales Changes 


H. M. Kelley appliance sales mana- 
ger announces changes in the organi- 


MAY 1, 


zational structure of Frigidaire’s ap- 
pliance sales department and the 
appointment of two new section sales 
managers. C. H. Glenny, formerly 
major dealer division manager, has 
been named manager of a newly cre- 
ated quantity sales division. He is re- 
placed by J. M. Rushton, formerly 





J. M. RUSHTON 


head of public utility sales, which will 
now operate as a part of the new divi- 
sion. George Plumly, formerly with 
kitchen cabinet sales, has been shifted 
to the special markets division to su- 
pervise home freezer sales, replacing 
D. C. McCoy, who will work on spe- 
cial assignments out of the office of 
H. F. Lehman, assistant general sales 
manager. Assistant to the appliance 
sales manager, a new position, goes to 
W. R. Miller, who formerly supervised 
quantity sales. W. H. Smith has been 
transferred from the tax and insurance 
division of the comptrollers division to 
quantity sales to assist Mr. Glenny. 


Commercial Refrigeration Dept. 


W. F. Switzer, commercial sales 
manager, announces several new 
changes in Frigidaire’s commercial re- 
frigeration and air conditioning sales 
department, major ones being: H. A. 
Beck, formerly ice cream cabinet sales 





A. BECK 


manager, is now assistant to Mr. 
Switzer, and is replaced by P. W. Bud- 
worth; Byron C. Wagner is manager 
of the new commercial product sales 
section, with G. H. Ewing, formerly 
manager of case and fixture sales, as 
assistant manager. C. F. Wood, man- 
ager of air conditioning sales, and M. 
C. Schenck, manager of national busi- 
ness sales, continue. 
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VOTED MOST POPULAR 1948 ALARM 
ACCORDING TO INDEPENDENT SURVEY! 










~~ 7 


Round Kitchen Wall (462W) $4.50° 
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Banjo Wall (463W) $15.80° 


THE “ 





a 
Clhiyyoee The “Catnapper" Alarm (451A) $4.95° 


HERE IS THE MOST preferred electric alarm clock of the year according 


to actual figures, in a comparison test with other leading brands and 





popular models of alarm clocks. The “Catnapper” won hands down, not 


only on beauty, but on tone as well, for the “Catnapper” has a melodious an 


i Saget 





bell — not a buzzer — gentle, sonorous, pleasant. Like all Sessions Clocks, 


ore 


the “Catnapper” runs ultra-quietly (without even a pur-r-r!) for it contains 





far fewer moving parts than are found in ordinary electric clocks. And 4 
Round Commercial Wall (438W) $13.65° 5 


that means greater reliability, too. ' ‘ 





With such concrete evidence of the popularity of the Sessions “Cat- 


napper’” — with generous consumer advertising in the nation’s foremost Approximate retad prices 
: > ° e - . i - ; subject to Federal Excise Tax. 
magazines — don’t you think it wise to stock this fine alarm, display it 


prominently, and turn some tidy profits! 


F REE! arvractive pisptay for counter or window, to tie-in 
“With current advertising. Wooden base backed by 
photo cutout of sleeping kitty. They dress up any 
counter or window. Ask with order, or write to The 
Sessions Clock Company, giving your jobber’s name 





and address. 


Sessions Clocks Y=. 


In Ca’ : 
SELF-STARTING + ELECTRIC inion tented Gonpeny, Stentvent, #. Gs 
The Sessions Clock Company, Forestville, Connecticut 
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McCALL'S 


MINUTE 


MOVIES 


4 NEW COLOR MOVIES for America’s Homemakers 








NEW POSITIONS 








... Showing new appliances in use, dramatizing best home manage- 
ment principles. Available for rent or purchase — or, may be pro- 
cured for showing to Home Economics classes and adult education 
groups through public utility serving your community. 


McCALL’S MINUTE MOVIES are a series 
of four, full-color, 16 mm., 12 to 15 min- 
ute “shorts” featuring (1) the electric 
sink, (2) the wringer-type washer, (3) 
the refrigerator, (4) the home freezer. 
They were inspired, planned and pro- 
duced as the result of a sincere ambition 
to search out the most effective means of 
teaching women of all ages, incomes 
and activities the real function of home- 
making equipment. 

So to achieve the most effective means 
of telling the equipment story, McCall's 
devised a new movie-editorial technique 
to tell women the most important thing 
they want to know about household 
equipment: How can it benefit ME? 
This new technique combines the ad- 
vantages of magazine how-to-do-it treat- 
ment with the fluidity of movies so that 
the woman in the audience can see one 
continuous operation unfold before her. 

The saving of time has true perspec- 
tive in McCall’s Minute Movies so that 
homemakers realize where and how a 
piece of equipment means added hours 
of extra time not realized before. Women 
learn how to make the most of the con- 
venience modern household appliances 
offer. 


MAIL COUPON TODAY for full information. 


“KITCHEN MAGIC” Running Time: 1212 min. 


Seeing this movie is a little like having a new elec- 
tric sink installed in your own kitchen “on trial” 
for a day. Because it reveals its magic—one cannot 
really call it less—in such a way that women get the 
“feel” of having used it, of having thoroughly 
enjoyed the leisure of walking right out of the 
kitchen while somebody else does the dishes and 
disposes of the garbage. 


“INTO THE SUDS AND OUT” 

Running Time: 14 min. 
Too few women realize there is a right way to 
wash clothes. It consists of more than filling the 
tub, putting in clothes and starting the washing 
action. Even though a woman has been using 
either a conventional wringer-type or automatic 
washer for many years (the wringer-type stars in 
this performance), she will still benefic from 
watching Molly Wilson on wash day. 


“5S DAYS IN THE COOLER” 

Running Time: 15 min, 
This film dramatizes the “‘use’’ features of house- 
hold refrigeration in true relation to the best 
home management principles for saving work, 
time and money. From Thursday through Sunday, 
Molly Wilson manages to save enough time from 
shopping and advance meal preparation to really 
enjoy Sunday with her family. 


“FREEZE IT” Running Time: 14 min, 


The functions of a home freezer and the home- 
maker's method of employing them daily are ex- 
pressed in clear terms and actions. Mary (modern 
housewife star) cooks—with frozen foods—a dinner 
she hadn't planned on cooking the night husband 
Jim brings home guests. The camera follows her 
steps as she prepares it. Then Mary does a double- 
take and shows her audience how she prepared 
these and many other foods for her home freezer. 


a 


“ to MISS ELIZABETH SWEENEY, Editor, Household Equipment 
ENEY I hold E 


McCall's Test Rooms, McCall's Magazine, 444 Madison Ave., 


Please send me without charge 


ire these full color 
Name 
Compan) 
iddre 


City € 


New York, N. Y 


illustrated folder telling how to 


16-mm movies on a rental or purchase basis. 


Position 


General Electric Co. 


Larison H. Taylor, formerly vice- 
president of the General 
Credit been 


Electric 
appointed 
assistant to the manager of marketing 


Corp., has 


L. H. TAYLOR 


of the G-E Appliance & Merchandise 
Dept., succeeding Harold H. Mount, 
who has been transferred to Dallas, 
Texas, as assistant manager of appli- 
ance sales in the southwestern district. 

Mr. Taylor joined G-E in 1925, be- 
coming assistant manager of credits 
and collections for the A.&M. Dept. 
in Bridgeport in 1938. He was later 
appointed sasistant to the appliance 
sales manager and then manager of 
the product service division. 

Mr. Mount joined G-E in 1933 and 
in 1945 was named accountant of the 
heating device, fan and vacuum cleaner 
divisions in Bridgeport. He became 
assistant to the manager of marketing 
last year 


New Radio Sales Manager 


Walter F. Skillman has been ap- 
ointed sales manager of standard line 


W. F. SKILLMAN 


radios in the company’s receiver divi- 
sion at Electronics Park. Formerly a 
district manager in Dallas, Texas, Mr. 
Skillman replaces E. P. Toal, now a 
listrict manager for Hotpoint, Inc., in 
New York City. Mr. Skillman was at 
( manager of the G-E Con- 

rp. in several cities. During 

he was manager of credits 
and collections for the receiver di- 
vision. He district sales 
for the Electronics De- 
July, 1945, with head- 
juarters in Birmingham, Ala., and in 


bee ame a 
representative 


partment 1 


MAY 


November of the same year became 
manager of the southwest district. 

J. W. Rondel is now merchandisin, 
manager in the General Electric Co.’ 
receiver division at Electronics Park, 
Syracuse, N. Y., according to Paul | 


J. W. RONDEL 


Chamberlain, manager of sales for the 
division. Mr. Rondel has been district 
manager of radio and electronic sales 
for the General Electric Supply Corp. 
at Houston, Tex., since March, 1945. 


Fenton Gets New Post 


Russell S. Fenton has 
pointed sales manager of component 
parts in the receiver division at Elec- 
tronics Park, according to Paul L. 
Chamberlain, manager of sales. Mr. 
Fenton was full-line G-E dealer in 
Pittsburgh for many years. He has 
been employed by the company since 


1942. 


been ap- 


Apoliance Representative 


H. T. Hulett, district manager of 
appliance sales for General Electric, 
announces that Ralph Kassing has been 
appointed an appliance representative 
in the Atlantic district, covering the 
Washington territory 


Republic Molding Corp. 


M. V. Lilliston has been named sales 


manager of the Republic Molding 


M. V. LILLISTON 


Corp. He was former owner and ¢ 
erator of the Stanley Co., Chicag 
Mr. Lilliston will supervise the intr 
duction of a complete line of kitche 
table and refrigerator ware. 
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| An Exclusive Feature 


: Shovelaire Blades are an exclusive fea- 
: ture of Cottongim’s Supreme Quality At- 
: tic-Basement Exhaust Fans. They really 
: shovel the air with minimum motor effort. 
: Their superior design prevents air losses 
: and overloading of motor in event air 
: flow is obstructed. No other fan can 
: have them (Patent Pending). Ask your 
? Jobber for Cottongim’s Supreme Quality 
: Fans for efficient air moving and cus- 
: tomer satisfaction. 


A Complete New Line of Silent Write for Catal 
BELT-DRIVEN ATTIC-BASEMENT EXHAUST FANS: en 

Equipped with Shovelaire Blades ; Write us 1or Catalog of our 

: complete 1948 line and name 


In addition our 1948 line includes Air Circulators, Window ? of Jobber in your section 
Units, Pedestal Fans, Man Collers, Ceiling, Wall and Desk : handling Cottongim’s Su- 
Fans,—all equipped with General Electric, Westinghouse or : reme Quality Fans 

equal quality motors. : P . 


+ 


‘ fl, ) foe : — a) 
CoA Hix Conditioning ‘tan Co., Ine. 


a 


1591-1623 DEKALB AVE., N.E.* ATLANTA 6 GEORGIA 
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NOW! GENERAL ELECTRIC PRESENTS... 


A tank-type cleaner 


Here’s one of the best selling ideas since the Neater. easier, more pleasant to use. 


a a — —E 


invention of the vacuum cleaner itself “a There’s nothing to empty. Nothing to spill. 


. an all-purpose tank-type model with an \{ woman never touches the dirt. 


» ° e 2S or ™ ‘ ” « ! , . ° ° ° 
honest-to-goodne rhrow-Away” bag! For the first time, cleaning is a really clean 


It’s the brand-new General Electric “Airflo.” operation, all the way through! 


HERE’S HOW IT WORKS: 

















7 ey © - 
| ] | 
] To insert bag: unclamp end cap, 9 Fold top of bag back over inner 3 To remove: unclamp end cap. Throw it away, dirt and all! Insert 
*remove inner cap from cleaner * cap. Replace end cap. It’s ready for * Twist top of bag to keep dirt in- *a new bag. You never touch the 
Slip “Throw-Away” bag inside reg- many days of carefree cleaning. side, slip off inner cap. Pull out dust, never breathe it, can’t spill it. 


ular cloth filter the bag. 


Four “Throw-Away”™ bags come with every new “Airflo” 
Cleaner. Made of white, pressed cotton. Convenient, sani- 
tary. Replacements available in packs of 3 for 75¢ a pack. 
(If user rans out of “Throw-Away” bags, cleaner will work 
with regular cloth filter.) 


What a sales point! For only a few pennies a month, a 
woman can have this great new convenience. Be sure that 
you stock an ample supply of “Throw-Away” bags and 
benefit by the automatic extra sales they will ring up. 


Approved by Underwriters’ Laboratories, Inc. 
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NEW GENERAL ELECTRIC 


“AIRFLO” 


(AVT-172) 



















Complete with 
attachments and 
4 “Throw-Away” bags 


4 











WE'LL TELL YOUR CUSTOMERS THE NEWS! 





By radio... 
On that popular afternoon show, “The G-E House actio, an— fo, oti 
Party,” M.C. Art Linkletter will break the good Lon, A lent suct 
. . . . . f 4 ; i 
news to his several million daily listeners. wo « ®Xible hy 7 on or blowi, 7 
rae emp te —SWive Mf 
CBS, Monday through Friday, 3:30 E.S.T. ene “"Sion typ, €l nozze} 
. oO Plete atta ~ “OF re, 
By magazine... New mates hmen. - Ach-eagy, , 
; : ws : ater]; 8, 1N m.- ac’ an; 
First announcement of the new “Airflo”—a full-page on Walls and = that wil Matchin, - “aning 
. . ° . Jase I 5 *o 
ad—will appear next month in Life, the magazine 7 sp cialj *Sehoard. leave b Mad, 
. omne z " 
with more than 20 million readers! holste ed too to nark 
‘ : ¥—dus 0 7 
Watch for the June Mth issue! rom rad; "St floor. W “ag Tugs, dr - 
ato ’ WO ot. 4per; 
dem 7 Ss lan ? Stairs. le 8, up. 
YOU BE READY TO SELL ‘EM! Daj tt closets"? shades, yo.” Move ai! 
; : 4ints ; _ ae > Venep;. rt 
Make hay while the news is hot. * ™SCcticig ‘tie liquig ®Uan bling 
— : . a co 8, Wax, We . 
Tank-type cleaners are gaining in popularity ™Plete ro ater-colo, 
month after month. “nd-the-house 
, be ees ” . cl 
Display the new “Airflo” with “Throw-Away” bag ®aning uni¢! 


in your window, on your floor. 


From there on, it will practically sell itself! 
Appliance and Merchandise Dept., General Electric 
Co., Bridgeport 2, Conn, 


GENERAL @ ELECTRIC 


x fee ee 
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: See us at 


NATIONAL HOUSEWARES & MAJOR APPLIANG ee 
| ATLANTIC CITY, MAY 30TH—JUNE 4TH, BOOTH SILSIET ——— 






For bigger sales checks— top-and- 
buy” traffic—and that Added Profit! 


Display your electrical appliances on Aristo-mats, 
and see how much smarter and brighter they look! They 
sell faster that way, too! Then suggest an Aristo-mat to 
brighten and protect your customers’ table and presto 
—you've added a tidy sum to your sales check 
and a nice, easy profit to your day’s business. For finest 
quality and beauty of product, look for the name 
ARISTO-MAT. Specify Aristo-mats when you order. 
Immediate shipment—1 doz. to carton, 25 lb. wt. 










Kant-Kut Korner—an exclusive, protective feature! 
“Quad-Coal” Process—guaranteed not to chip or peel! 
WMany sizes—round, square, oblong—for every need! 


Be sure it’s ARISTO-MAT— 
the only NATIONALLY ADVERTISED MAT 
that women know and trust! 


For further information, see 
| your local jobber, distributor, or write 


PHOENIX TABLE MAT COMPANY 
1315 West Congress Street 
Chicago 7, Illinois 
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NEW POSITIONS 











The Dexter Co. 


Announcement is made by the Dex- 
ter Co., Fairfield, lowa, of the recent 
appointment of the following officers: 
W. D. Hunt, chairman of the board; 
Tom B. Hunt, president; Ward L. 
Hunt, executive vice-president; L. O. 
Gaines, vice-president; P. L. O'Neill, 
vice-president; D. A. Rizor, vice- 
president; G. W. Yeager, secretary- 
treasurer, and Stewart C. Gauner, asst. 
secretary-treasurer, 


F. L. Jacobs Co. 


The position of director of the ap- 
pliance division of the F. L. Jacobs Co. 
has been eliminated, according to Rex 





CLYDE G. REMMO 


C. Jacobs, president. The duties for- 
merly under the jurisdiction of Edward 
A. Ash, who headed the division, are 
being taken over by Clyde G. Remmo, 
sales manager. Mr. Ash’s new assign- 
ment has not been announced as yet. 


Air-Way Electric Appliance Corp. 


New vice-president in charge of sales 
of the Air-Way Electric Appliance 
Corp. is William D. Hart, according 





WILLIAM D. HART 


to Joseph H. Nuffer, president. Mr. 
Hart started with the company as a 
field salesman, became a factory liaison 
man, and later was made business man- 
ager of various branches. He directed 
the company’s national sales depart- 
ment during the war and became as- 
sistant to the president. 


MAY 1, 








Westinghouse Electric Supply Co. 


D. M. Salsbury has been elected 
president of the Westinghouse Electric 
Supply Co., succeeding B. W. Clark, 





D. M. SALSBURY 


vice-president in charge of sales of 
Westinghouse Electric Corp., who 
formerly held the position. Mr. Sals- 
bury became branch manager of Wes- 
co’s Salt Lake City house in July, 
1933. He held several different posts 
with the company, becoming executive 
vice-president in 1946, a position he 





M. P. NICKERSON 


has held until now. M. P. Nickerson 
has been named vice-president. 


Nash-Kelvinator Corp. 


George W. Mason, president of the 
Nash-Kelvinator Corp., announces that 
his new assistant is George Romney, 
who has resigned as managing director 
of the Automobile Manufacturers Assn. 
to take the job. Mr. Romney has been 
active in trade association work for 
quite a long time. Since 1939 he has 
been with the AMA, first as Detroit 
manager, and as managing director 
from 1942 on. His responsibilities will 
include both the automotive and elec- 
tric appliance divisions. 


Verd-a-Ray Corp. 


Don Hamilton has been appointed 
vice-president in charge of sales of the 
Verd-a-Ray Corp. and of the Penetray 
Corp., both headed by Max Ettinger. 
Mr. Hamilton has held positions with 
General Motors and the F. W. Fitch 
Co., among others. 
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A New Tenant writes us... 
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THE MERCHANDISE MART 


Centered for Efficient Year-Round Buying and Distribution 
CHICAGO 
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Appliance Mfg. Co. 

















V. E. Dunn, president of the Appli- 
ance Mfg. Co., makers of Duchess 
washers, announces two new appoint- 
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built for the future 





Like any sound investment, the purchase of famous set tester, the other three new to the 

test equipment should return to the service- Simpson family. These three new testers are 

man or service dealer the utmost aid in turn- outgrowths of Simpson engineering of similar 

ing his work into dollar earnings and cus- test equipment. Each brings you new engineer- 

tomer satisfaction. Every Simpson instrument ing refinements that are exclusively Simpson. 

is engineered to handle today’s receivers in Each in its price class brings you quality of 

just that fashion — and to do the same for materials and construction you will find in no ; 

receivers that will come to market within the other test equipment in the world. 

forseeable future. Every dollar you invest in these Simpson 
We show here four such Simpson instru- instruments will pay a rich return for many 

ments — one well-known as the world’s most long years to come. 





Ask Your Jobber. 
SIMPSON ELECTRIC COMPANY 
5200-5218 West Kinzie Street, Chicago 44, Illinois 
In Canada: Bach-Simpson Ltd., London, Ont. 





F. W. McGRATH 










ments. F,. W. McGrath, formerly 
sales manager, is now vice-president 
in charge of sales. K. J. Crider goes 



























| © Model 260 permanently festened 
~*~ Roll Tep Case. 
> Heavily molded case with Bakelite roll 








oor 
santa tui 











x 9. CRIDER | Ae "70000 ohms per volt, this instrument is far more iti 
| instrument even approaching its price and quality. Unequalled fc 


tivity in radio and television servicing. 
































— RANGES 
iron the I tactory manager to 20,000 Ohms per Volt 0.C., 1,000 Ohms per . Amperes, D.C: 10 
that of vice esident in charge ot Volt AC Decibels (5 ranges): ~10 to + ba: 


Volts, A.C. @nd D.C.: 2.5, 10, 50, 250, 1000, 











Obms: 0-2000° (12 ohms center}, ‘0-200,000 




















man act 5000 
Milliomperes, D.C.: 10, 100, 500 (1200 ohms center), 0-20 meeohonn | (120,000 : 
Microomperes, 0.C.: 100 ohms center) * Safa 
Deoler’s net prices: 





Model 260 whites: 
Model 260, in Roll Top Cone... Mb ahh votes 
Both complete with ‘feat 


Hotpoint, Inc. 











E. P. Toal, formerly sales manager 
for the General Electric Co’s. standard fs 











ce amy veecutn le tbe ed , 
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MODEL 266 FOR AM, FM, TELEVISION SERVICING 
Note these distinguishing Simpson features: the | volt range, for full scale 
deflection, necessary in low R. F. voltage measurements; the zero center switch 
provided for discriminator circuit alignment, a feature which embraces all D.¢ 
voltage ranges. D.C. volt input resistance ranges from 50 megohms to 200 
megohms; A.C. volt input impedance at 60 cycles is 40 megohms. The low input 
capacitance of the probe (approximately 4 micro-microfarads) insures the 








\ Y accuracy essential for the high frequencies encountered in servicing FM and 
; g eq & 
television receivers. Model 266 has many other equally important features 
E. P. TOAL Ask your jobber, or write, for descriptive circular. 
RANGES 
Volts: (A.C. and D.C.) 0-1, 5, 10, 50, 100, 250, Ohms: 0-1000 (10 ohms center 
500, 1000, 5000 0-10,000 (100 ohms center 
’ , 0-100,000 (1000 ohms center 
line of rad eceivers, has been ap- Milliomperes: (D.C.) 0-1, 5, 10, 50, 100, 250, 0-1 megohm (10,000 ohms center 
' 1 Ne V orl an nate : 500 0-10 megohms (100,000 ohms center 
pointe New York-New England dis- 0-100 megohms (1 megohm center 
trict manager of Hotpoint, Inc., it was of Amperes: (D.C.) 0-10 0-1000 megohms (10 megohms center 
announced recently by L. C. Truesdell, Size: 8'2" wide x 92" high x 8” deep. Deoler’s Net Price $79.50 





vice-president in charge of marketing. 
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There's an Operator's 
Manual for every Simp 
son tester, of a kind 
completely unique in the 
industry. Averaging 32 
pages, these manuals 
contain circuit dia 
grams and schematics 
complete data on func 
sioning of parts, opera 
non, and maintenance 
Printed on heavy map 
paper, durably bound 
for long usage 





: P new ¢ Signal 
Cenevralor 


MODEL 340 
75 Kilocycles to 120 Megacycles 
Fundamentals to 30 MC 


The 120 megacycle range on the dial of this 
new Simpson instrument makes available 
readings for the high frequencies encoun- 
tered in servicing FM receivers. A special high 
output jack is provided. Electron coupled 
circuit assures extreme stability and output 
uniformity throughout the band. Standard 
30% modulation at 400 cycles. Effective 
shielding throughout. Beautiful black and 
silver panel of enduring anodized aluminum. 


For 105—130 volts, 50-60 cycle. Size 15” x 10” x 6 


bs aman dg lever ted 1 

operated toggle 
€ switches use a molded rotor carrying sil- 
cts which are self-cleaning through their 
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the use of the ~ 


“The Model 555 will test all receiving tubes, including 


*. Dealer's Net Price 


MAY 


;. tea8 


the. 
care of dockon tie Gevetopinencs 


gaseous rectifiers, 
The panel of 


"OT Sa sama 


miniature tubes and the pocorn separ 
raids, etc. Extra sockets are provided and 
element nil or arrangement takes 
ests can also be made on 
oom deges ps, and continuity of ballast tubes. 
1.555 is distinguished by rynwes 


styling in the shining silver and black of hi 
polished, enduring, anodized aluminum. Ask your job 
or write, for descriptive circular. 


Size: 16%” wide x 12%" high x 6” deep. 


Deoler’s Net Price........0.... cll 


$69.85 





$69.85 























Perfection Stove Co. 





Frank A. Gabriel retired recently 
as sales manager of Perfection Stove 
Co.’s stove and heater division. He 
had been with the company since 1918, 





FRANK A. GABRIEL 


after spending 20 years with the Pat- 
terson-Sargent Co. Mr. Gabriel rep- 
resented Perfection Stove in Europe, 
South America and Canada at various 
times, and for many years conducted 
two or more meetings annually at Per- 
fection branches in cities all over the 
United States. 





Raytheon Mfg. Co. 


The appointment of W. Hamilton 
Walter to the newly created position 
of coordinator of sales for the Ray- 
theon Mfg. Co. has been announced 
by Charles F.. Adams, Jr., president. 
Mr. Walter will supervise Raytheon’s 
marketing, advertising and public re- 
lations programs and will be a mem- 
ber of the president’s advisory staff. 
vice-president in 
charge of sales for North Electric 
Co., and previously had been associ- 
ated with the Automatic Electric Co. 

































He was formerly 


Traubee Products, Inc. 


New national sales manager of Trau- 
bee Products, Inc., and Magicook 





M. M. GILBERT 


Mfg. Co. is Maxwell M. Gilbert, ac- 
cording to Jacques Traubee, president 
of both companies. Mr. Gilbert was 
most recently sales manager of the 
Odora Co. 
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You have a real plus feature that rings the bell with Mrs. Buyer 
when you can demonstrate the TK Monotube. The exclusive 
swivel-arm and single tube construction are easier to sell than to 
sell against. 


The unit can easily be moved to an upright position—even when 
hot. Spilled foods no longer need be left in the pan, to smoke 
and harden, until the unit is cool. Greater heating efficiency and 
longer life are assured by the monotube, Faster Cooking results 
from the increased utensil-contact area. Lower Cooking Costs are 
assured year after year—the heating element stays flat, maintains 
its original efficiency during the life of the unit. The Monotube 
is a feature you can SELL. 


FOR REPLACEMENT USE, TOO! 


Monotube units are being used for replacements in virtually 
every type of electric range. Ask your distributor about the Mono- 
tube Pack. Or, write us for a copy of the new Monotube Replace- 
ment catalog. 


the TK MONOTUBE Aciexc alone/ 


















1 ’ 
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Apex Electrical Mfg. Co. 


The appointment of Henry K. Straw 
as director of sales training for the 
Apex Rotarex Corp. was announced 





HENRY K. STRAW 


recently by Frank S. Ryan, advertising 
and sales promotion manager. Mr. 
Straw has been engaged in sales man- 
agement with Firestone Tire & Rubber 
Co. and the Kroger Grecery & Bakery 
Co. 





H. G. McDAVITT, JR. 


Added to the advertising and sales 
promotion staff of the Apex Electrical 
Mig. Co. is Harry G. McDavitt, Jr., 
who formerly worked with such firms 
as the Brown Fence & Wire Co. and 
Jim Brown Stores, Inc., Sears Roe- 
buck & Co., and Palm and Patterson 
Advertising Agency. 


Black & Decker Mfg. Co. 


The Black & Decker Mfg. Co., Dow- 
son, Md., has announced a number of 
changes in its outside sales organiza- 
tion. The former sub-branch at 
Charlotte, N. C., has been established 
as headquarters for a new territory 
comprising the Carolinas. G. M. Bu- 
chanan, former branch manager at 
Baltimore, has been promoted to 
manager of the new Charlotte branch. 

J. P. Spain, former sales engineer 
at Chicago, has been promoted to 
branch manager at Baltimore. 

Arthur S. Boehm, former sales en- 
gineer at Pittsburgh, has been pro- 
moted to branch manager at San Fran- 
cisco, replacing A. W. Helbush, re- 
signed. In addition, several new sales 
engineers have been appointed in vari- 
ous territories. 
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housewives stretch 








4 4 uncertain skies, lugget 
wf loaded 
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Pa f ; j , 
Joday, the modern/housewife dries'Her wash 
; i 
eosily, safely, efficien ly, the Hamilton 
way, with never a thought the weather. 
She flips a switch and,"in minutes, the job is 
done, summer or winter, rain or shine. 
That's the story to tell, to SELL. 
Hamilton offers you an eager, new market, 
anxious to know and to buy. 
Check the many benefits to you that 
~ the Hamilton Franchise offers. Then, write 
“ or wire for more details. 
nd 
e- 
on 
In Canada the Hamilton Dryer is known as the Coffield- 
Hamilton Automatic Clothes Dryer, and is distributed 
by the Coffield Washer Company, Hamilton, Ontario. 
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TWO RIVERS, WISCONSIN 
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ELECTRIC MODELS: 
220 to 240 volts AC, for drying as 
fast as you wash. 110 to 120 volts 
AC, for drying os fast os you iron. 


GAS MODEL: 

For manufactured, natural, mixed, 
or bottled gas. Requires 20,000 
BTU input. 


Here’ 
eS why you can make more 








Ff armniltonr MANvFACTURING COMPANY 


World's Largest Manufacturer of Equipment for the Professions 


mone ] 
Y selling Hamilton Dryers 
e 
Ls Te) TRADE-IN HEADACHES 
* 
CONSUMER ACCEPTANCE 







* 
HIGH PROFIT Margin 


> 
LOW SERVicE COST 


* 

LOw OPERATING COST 
# 

EASY To DEMONSTRarE 


®@ .§£ 
XCLUSIVE SALES FEATURES 
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LAU for volume sales! 


Me se —for repeat sales! 
=> ~ for steady profit! 
» + iS ready to meet a : 
receptive and increasing demand 
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You can capitalize upon os 
the demand for this type ys 
of fan . . . designed to i 
lessen human discomfort be 8 
from oppressive heat and humidity. Thousands of home- ; 
owners actually need a LAU Fan. The new-building iA 
market is wide open. And offices, stores, restaurants Oo 
and factories offer tremendous sales possibilities. i 
Here's a chance to do a real selling job and reap the ‘ 
profits! You can increase sales by actually demonstrat- 
ing the benefits of “Niteair” cooling to prospects. It’s 
simple . . . it’s easy to solicit “live” demonstrations and ¥ 
let the fan sell itself. a 


You can have every confidence in LAU Fans. Quiet... 
economical, by comparison they are the finest-built, 
lowest-priced fans on the market. 
meet every need. 


There is a size to 






Write us direct to Dept. M for specifications . . 
Do it now! 


—re LAU 


___BLOWER~COMPAN Y— 
pia : 


DAY TON—7—OH!1O —— 
— _— 4 


. or contact your jobber. 


Certified 
R alings 
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Owens-Corning Fiberglas Corp. 


J. R. McCord has been made man- 
ager of the equipment and appliance 
division of Owens-Corning Fiberglas 





J. R. McCORD 


Corp., responsible for the sale of Fiber- 
glas material to appliance manufac- 
turers. Mr. McCord, who has been 
with the Fiberglas Corp. since its or- 
ganization in 1938, served in the New 
York sales office, and as manager of 
the Cleveland sales office, prior to 
transfer to the general offices in 1943 
as appliance sales manager. He is suc- 





W. W. KUENN 


ceeded in his old job by W. Whitney 
Kuenn, who has been with Fiberglas 
since 1943 as works laboratory engi- 
neer, product development engineer 
and field application engineer. 


General Mills, Inc. 


Two new sales representatives for 
General Mills’ home appliances in the 
eastern sales district have been ap- 
pointed by William A. MacDonough, 
department Sales manager. William 
F. Dougherty is Philadelphia district 
manager, and John Burke will be dis- 
trict representative at Wilkes Barre, 
Penna. Bill Uthe, who handled the 
whole district, has resigned to start 
an independent sales agency. 


Electromaster, Inc. 


John A. Winfield has been appointed 
assistant secretary and assistant treas- 
urer of Electromaster, Inc., according 
to R. B. Marshall, president. 


MAY 1, 





Cory Corp. 


Head of the new product demonstra- 
tion program for the Cory Corp. is E. 
A. Langenfeld, whose appointment was 
recently announced by T. R. Chad- 
wick, sales director. Mr. Langenfeld 
will direct and supervise the projected 





E. A. LANGENFELD 


Cory product demonstration program, 
appointing demonstrators, directing 
training, and supervising routing. 


Natl. Enameling and 
Stamping Co. 
Miss Catharine M. Jackson is the 


newly appointed head of the home 
economics department of the National 





CATHARINE M. JACKSON 


Enameling and Stamping Co. She will 
supervise the department and the test 
kitchens and will assist in training 
distributors’ and utility representatives. 


Westinghouse Electric Corp. 


Five new staff members have been 
employed by the Westinghouse Elec- 
tric Appliance Division, Mansfield, 
Ohio. Frank Walter Loike has been 
named to the advertising staff. Clark 
M. Munger, Jr., has been named to 
the department and furniture store 
sales staff. John Blaine Johnson, Jr., 
has been added to the refrigeration 
sales staff. Dale Canfield Hayes is 
now on the sales staff of the special 
contracts department. Robert B. Jur- 
gens has joined the laundry equipment 
sales staff. 


1948—ELECTRICAL MERCHANDISING 





1G 













SE 
pag < te > re 
Stes ni he BA ge I ND 





* 


x 
he! J 
ae, hand A dm wle.''+ 


- 


¥ ees + Me 
< 
bats Ba 6 ee ata wet 


raw 
. > 


i < 


Sati 
hye St Ae 


* oT 
Bs 


mp 
z 

% 

Mb, 

wee) 


s 


z 
eee me 
S Fe 
= 


“ova 
RE He 
k 

~~ oe 


e 

he 

ker 
) 
s) 


ay 
ASO? = 


Tien ( oe 
PS Ant J 

ore wv 
73» 
Aire 
a 
i a 
x 

f 


sate 
ye 


ved 
~ 





- 
f De, _ 
se. » Teri é 
, 
= 
p 









me TET 





< = * a ’% : 

ee > ve “. 7Sy : 
Oe ne Ee Pe 
$ igen aD 4. ae Peart hoe ey 
cine lS Fhe ONE.) ie mm ee a ary FOF 





Your new appliances get their best display in use in “show- 


room” homes like the Goodsons’. 


These are the homes most admired by other members of 


the community—most frequently visited and talked about. 


And across the nation more than 850,000 talked-about 
homes are owned by the million-and-a-half families who 
read TIME. 
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When Mr. and Mrs. Marvin Goodson move into Es zZ 
this new house overlooking Hollywood, their F oe, 
TIME subscription #14-50-ZCCH-085-407 will sce 
a’) 

go with them. by 
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THE THINGS YOU MAKE should be Displayed 
IN THE SHOW-ROOM HOMES of the Nation 


The TIME-family income averages $7600—double the 
U.S. average. Of course TIME-readers can afford to buy the 
best in major electric appliances and to renew their equip- 
ment often. Besides, they hold influential positions in business 
and society —set living standards for many, many others who 


have confidence in their good sense and good taste. 


When your product is seen in TIME-family homes, you 
get an extra helping of publicity—and sales—in widening 


circles of good customers coast to coast. 


ADVERTISING OFFICES © REW YORK © L AGO + BOST 


ANGELES ¢ SAN FRAN $CO «+ TORONTO © MON REA 
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Epwarps 2s 
Door Chime 








Advertised in: 


Saturday Evening Post 


Better Homes and Gardens 


American Home 
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|Epwarps 
drums up 
business 


for you! 


@ Persuasive, punchy advertisements 
like the ones shown here are telling the 
Edwards story to millions of home-own- 
ers ... paving the way for bigger and 
more profitable chime sales. 


Take advantage of the pre-selling job 
Edwards is doing for you. See your dis- 
tributor about the sweetest, smartest 
chimes that ever caught a customer’s 
fancy. 


look at this for 
SALES APPEAL! 


/, 


SMART .. . Original, eye-appealing designs, 
beautifully conceived by Lurelle Guild, world- 
famous designer. 


TERRIFIC TONE .. . All Edwards door chimes 
are electronically tested for pitch on the Sono- 
scope, an exclusive tuning device. 


VARIETY . Edwards offers a complete line 
of distinctive electrical and mechanical door 
chimes, including knocker chimes, kitchen 
chimes and decorative hall chimes. 


PRICED RIGHT .. . All Edwards chimes are 
priced within the budget-range of America’s 
great middle class market. 


2. 
3, 
4 


EDWARDS & COMPANY, NORWALK, CONN. 


In Canada: Edwards of Canada, Ltd. 
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Barlow & Seelig Mfg. Co. 


Three appointments in the Simplex 
Division of Barlow and Seelig Mfg. 
Co. have been announced by Joseph 
Groshans, general sales manager. Carl 
W. Thorsell, formerly employed by 








C. W. THORSELL 


Remington-Rand, has been named a 
division sales manager in the Dakotas, 
Minnesota, lowa, Nebraska, Kansas, 
western Missouri, Wisconsin, upper 
Michigan, and a section of Canada. 

Miss Bonnie Granger will cover 
New York and New England as a 
sales promotion supervisor. She taught 
school for several years and during the 
war was an expediter for the Quincy 
Oil Co., Quincy, Mass. 





BONNIE GRANGER 





DELPHINE LERSCHEN 


On the West Coast Miss Delphine 
Lerschen has been appointed California 
division manager. She began her ap- 
pliance work with the Federal Electric 
Co., Chicago, later becoming director 
of home service for the Public Service 
Co. of N. H. and home economist for 
the Griffith Dist. Co., Indianapolis. 


nmr 
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INTERNATIONAL HARVESTE 
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They’re moving to market now—these streamlined 
new IH Refrigerators— propelled with powerful 
promotion that’s sure to mean plus profits for IH 
Refrigeration Dealers. 
THEY’RE STYLED RIGHT! Designed a/l-new, with new beauty, 
new features, new value. 
THEY’RE BUILT RIGHT! Made in a huge new factory devoted 
™ exclusively to refrigeration products, by a company with more 
' than 117 years of quality manufacturing background. 
. its oes THEY’RE PRICED RIGHT! Yes... priced to meet three different 
tg ranges of demand and buying power... priced to se//—in volume, 
_ and at a profit! 
° I ° INTERNATIONAL HARVESTER COMPANY 
And Promoted Right 4 With Powerful 180 North Michigan Avenue Chicago 1, Illinois 
* ee 
Full-Color Magazine Advertising! 
Full-page, full-color advertisements are introducing these new IH 
Refrigerators to the able-to-buy homes of America, in magazines 
with a total circulation of more than 20 million! Saturday Evening 
Post, Collier’s, Better Homes & Gardens, Ladies’ Home Journal, 
Good Housekeeping, Country Gentleman. That’s 20 million home 
runs the first time at bat! And it’s promotion that really pays off 
for IH Refrigeration Dealers! 
t 
@ international Harvester Co. 
ine 3 
= 1G INTERNATIONAL HARVESTER 
ip- ¥ = 
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Ability to do maximum retail vol- 
ume often lies in quick delivery of 
a vital part or product that holds 
up a large sale. Air Express will 
help you build volume — and a 
reputation with your customers. 
Customer good-will is more im- 
portant now than for many years. 


This beats 4 magic carpet! 





















Ai, Express can bring you supplies and equip- 
ment from any U.S. point—overnight. And that’s 
better than old-style magic! Air Express is the 
fastest way you can find to ship or receive. No 
delays, because shipments go on every flight of 
the Scheduled Airlines. 

What’s more you get special door-to-door 
service at no extra cost. With low Air Express 
rates, you can use this fastest service as a regular 
procedure. Let Air Express keep your business 
running fast—and smoothly. 


Specify Air Express-World’ Fastest Shipping Service 


e Low rates—special pick-up and delivery in principal U.S. 
towns and cities at no extra cost 


@ Moves on all flights of all Scheduled Airlines. 
e Air-rail between 22,000 off-airline offices. 


True case history: Rubber equipment users regularly get re- 
placement parts by Air Express so machines won't stand 
idle. Recent shipment: 102-lb. carton picked up 5 p.m. the 
18th in Noblesville, Ind. Air-rail to Dallas, delivered 9 a.m. 
following day. 799 miles, total cost only $26.78. Any dis- 
tance inexpensive, too. Phone local Air Express Division, 
Railway Express Agency, for fast shipping action. 






GETS THERE FIRST 





V/ ZES 


Rotes include pick-vp and delivery deer 
te door in ol! principal towns ond cities 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


scHEDULED AIRLINES of THE u.s. 
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PERSONALIZED KITCHEN is featured 





in the new quarters of the Electric 


Service Co., Boise, Idaho. Owner Henry F. Koch (right) shows planned Hot- 
point kitchen to his merchandising manager Mirland Severin. The store handles 
all types of electrical units, and will specialize in a planning service for all phases 


of wiring. 











DISTRIBUTOR NEWS 








ARKANSAS 


After several months’ leave of ab- 
sence, Frank Burke, former manager 
of the wholesale appliance department 
of 555, Inc., Little Rock, has rejoined 
the fold. He comes back as advertis- 
ing and sales promotion manager. Mr. 
Burke has been with the firm since 
1925. 


CALIFORNIA 


The whole state of California be- 
longs to Sues, Young & Brown for 
distribution of Coolerator products, 
according to Ted Ludlam, California 
factory representative. For the last 
four years the firm has been confined 
to the southern part of the state in 
handling Coolerator. Jack Baker is 
manager of the northern operation. 

The C. G. Hamilton Co. of San 
Francisco, has been named a dis- 
tributor for the Wittie line of table 
appliances and for Session electric 
clocks. 

The Leo J. Meyberg Co. of Cali- 
fornia, has been appointed a distributor 
for the full line of products manufac- 
tured by Ekco Products Co. J. K. 
Munger, district sales manager for 
Ekco, has announced. 

The Olympic Television Co., Beverly 
Hills, Calif., will handle distribution 
for the Walco Tele-Vue television 
magnifier. 

The Meier-Murphy Co., San Fran- 
cisco, has added the Laundri-Vent fan, 
manufactured by the Broan Mfg. Co., 
to its line of products. They will 
handle the appliance in California, 
Nevada, Utah, southern Idaho and 
Arizona. 

Leo R. Frolen has been named appli- 
ance representative in the Fresno area 
for the J. N. Ceazan Co., according to 
an announcement by H. D. Scibird, 
manager of the company’s northern 
division. 

The Radio Television Supply Co., 
Los Angeles, has been appointed ex- 


clusive southern California distributor 
of the Remler Co. Ltd., West Coast 
radio manufacturers. At the same 
time it was announced that Remler has 
introduced a new line of consoles, 
radio-phonographs, and wire recorders, 
in addition to its line of Scottie per- 
sonal radios. 

Arnt Olson, vice-president of the 
Bandoli-McIntyre Co., Los Angeles 
distributor, has been appointed a dis- 
trict manager for the company. He 
will be active in the major appliance 
division in the Los Angeles district. 
Arthur Young, who has more than 25 
years of radio merchandising behind 
him, has been named district manager 
in the Santa Barbara, Bakersfield and 
Valley territories. 

The Sherer-Gillett Co. has ap- 
pointed Nash-Kelvinator as California 
distributor for the company’s line of 
Reach-In_ refrigerators which are 
powered by Kelvinator sealed units. 


COLORADO 


The James H. Blinn Co., 1140 Speer 
Blvd., Denver, has been named a 
distributor of the Surf appliance line 
of G-M Laboratories Inc., says F. M. 
Maichle, G-M’s general sales man- 
ager. 

A newly appointed manufacturers 
agent for the C & H Air Conditioning 
Fan Co. of Atlanta is the Nelfran Co., 
702 Ernest and Cranmer Building, 
Denver. The firm will cover Wyo- 
ming, Colorado, Montana and New 
Mexico. 


CONNECTICUT 


Two new appointments have been 
announced by Radio & Appliance Dis- 
tributors, Inc., East Hartford, ac- 
cording to Louis K. Roth, president. 
Edward Sarnoff, formerly associated 
with the American Broadcasting Co. 
in the Special Events Dept., has been 
elected vice-president of the firm. J. 
Sydney Greenbaum has been named 
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f] FOR HEIGHT... 


baat cree ane 


Because many prominent Home Economists and thousands of women had stressed 
the need for an ironing table that could be adjusted to suit the varying heights of 
women, MET-L-TOP designed an Ironing Table with 7 different height adjust- 
ments. Extensive experiments and tests prove that correct-posture ironing relieves 
back strain, arm strain and ironing fatigue usually caused by ironing on a table 


that is too low or too high. This new MET-L-TOP feature has tremendous sales 


appeal.. 


AD J UST MENTS In just a few minutes, any woman, short, medium or tall, can 


adjust the new MET-L-TOP to just the right height for her 


PLUS ALL THESE IMPORTANT ADVANTAGES 


LIFETIME DURABILITY ... All-welded and 
riveted construction. No bolts or screws; 
no annoying squeaks, no wobble. The 
sturdy legs fold or open easily . . . set sol- 
idly on the floor ...and stay put. Rubber 
tips protect the floor and prevent slipping. 


FIREPROOF .. . Overheated irons on 
wooden boards often cause fires. The 
MET-L-TOP Table is all metal... it can- 
not burn. 


WARP-PROOF ....Steam and dampness 
from ironing that cause old-fashioned 
wooden ironing boards to warp and crack 
do not affect the MET-L-TOP. 


FASTER IRONING... The ventilated top 
helps carry off excess steam and dampness, 


NATIONALLY ADVERTISED in Better Homes and Gardens, 
Ladies’ Home Journal, American Home, Country Gentleman, 
Farm Journal, Household, Today’s Women, Woman’s Day 


and Parents’ Magazine. 


and the unique construction retains the 
heat from the iron. Clothes are ironed 
more quickly on the smooth-as-glass, 
white enameled metal top. 


THE PROTECTOREST...It serves as a 
hanger for the table when not in use, or 
provides a convenient rest for standing the 
table on end... protects the pad and 
cover. 


AN ADVANTAGE WITH STEAM IRONS 

.. MET-L-TOP allows the steam from a 
steam iron to pass down through its venti- 
lated top. 


COMPACT... The MET-L-TOP folds 
compactly to set or stand in a space only 
3% inches wide. 


-more than ever makes MET-L-TOP the outstanding ironing table. 


own ironing comfort by a simple thumb screw on each leg. 
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Make a double profit... 


by selling the tailored-to-fit pad and 
cover set with each MET-L-TOP 
table. 
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ENGINEERING 
THAT SELLS 
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BEN-HUR Farm and Home Freezers | 


Beauty that wins instant attention and approval . . . a wealth 
: , ‘ li , 

of engineering features that guarantee superior efficiency in 

years of convenient food protection . . . this is the combination 


that makes the BEN-HUR dealer franchise highly enviable. 


Take any one of the FOUR popular BEN-HUR Models — 6, 9, 
12.5 or 18 cubic foot sizes — give it a feature by feature 
comparison. The BEN-HUR comes out on top consistently — 


and proves its superiority in the home after you install it. 


Powerful National Advertising . . . 
em Aut Complete Selling and Display Ma- | 
TT a" terials . . . Direct Mail Sales Helps | 
. . . Seasonal Newspaper Ad Mats 

. . are all EXTRAS that make the 


BEN-HUR Line highly profitable. 


compare ? 
_ And You 


-HUR Line. 
the BEN territories 











DISTRIBUTOR NEWS 








Dept. EM, 634 East Keefe Avenue, Milwaukee 12, Wisconsin | 





HEALTHFUL 


LIVING 


THROUGH FROZEN FOODS 
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advertising and sales promotion man- 
ager. He has served with the Manu- 
facturers Trust Co. and the New York 
World’s Fair in advertising and pro- 
motional capacities. 


DISTRICT OF COLUMBIA 


A. J. Lindemann & Hoverson Co. 
has announced the appointment of 
Mid-Atlantic Appliances as distributor 
of L&H ranges and water heaters for 
the Washington, D. C., and Baltimore 
trade areas. 


GEORGIA 


G. C. Robertson, Atlanta district 
manager for the Carrier Corp., played 
host to more than 60 distributors and 
dealers at a sales meeting recently. 
J. A. Gazelle, sales manager, was the 
main speaker. Other Carrier repre- 
sentatives from Syracuse included L. 
M. Beals, A. E. Meling, F. W. Smith 
and M. E. Mooney. 

An actual television broadcast was 
staged for nearly 200 Georgia General 
Electric dealers at a recent meeting 
conducted by David M. Clarke, dis- 
trict radio sales manager for the Gen- 
eral Electric Supply Corp. John 
Klenke, district receiver representative, 
discussed television prospects and in- 
troduced G-E’s 1948 radio, phonograph 
and television line. 


ILLINOIS 


At a dinner sales meeting of 150 
Sparton radio dealers and salesmen of 
the northern Illinois territory held re- 
cently in Chicago, announcement was 
made that W. W. Wagner has been 
appointed sales manager of the Colum- 
bia Electric Co., Chicago, Sparton dis- 
trict merchandisers. Mr. Wagner was 
most recently merchandise manager of 
the appliance department of the La- 


Sold—the 5000th Freezer 


zarus Store in Wilkes-Barre, Pa. E. C. 
Bonia, vice-president and sales mana- 





W. W. WAGNER 


ger of Sparton radio, made the an- 
nouncement. 


INDIANA 


For reasons of expansion, the Filter 
Queen Corp., formerly known as 
Heatlh-Mor of Indianapolis, Inc., has 
moved into larger quarters. The firm, 
located in the K of P Building for the 
last 14 years, is now at 1627 N. Meri- 
dian St. E. L. Baker is president and 
general manager of this state distribut- 
ing organization for the Filter Queen 
bagless vacuum cleaner. 


LOUISIANA 


Charles Corcoran has been appointed 
assistant to the president of the Inter- 
state Electrical Co., 643 Magazine St., 
New Orleans, and will handle public 
relations and sales promotion. He re- 
cently resigned as general sales mana- 
ger of Bickford Brothers Co., distribu- 
tors in the Buffalo and Rochester, N. 
Y., areas. 

















SHAKING THE HAND of the man who bought the Marshall Webb Co.’s 5000th 
food freezer is Marshall A. Webb (left), president of the distributing firm in San 
Antonio, Texas, who believes that to be a successful freezer salesman, you must “live” 
out of a freezer yourselt. The customer is T. H. Gibson, vice-president of the Nu-Way 
Appliance Co. of San Antonio, and standing by is Howard Roberts (right), vice- 
president and sales manager for Whiting Food Freezers, which Webb handles. 
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Me 


> AND A VOLUME BAS 2067 63 Sea) meth 


STEEL SOLE PLATE... 
1000-WATT HEAT UNIT 
for quicker, better- 
distributed, current- 
saving heat. 





DIAL-A-HEAT CON- 
TROL automatically 
provides and main- 
tains the right heat 
for the fabric to be 
ironed. 













































































r 
s 
5 PERFECTLY BALANCED 
, for arm and wrist 
e ease. Light weight. 
j 
) 
AIR-COOLED PLASTIC 
HANDLE...fashioned | 
i for comfortable grip, ‘ ~~ 3 , 
. aa to the i” 1 fe i 
Ee Er; 
( = @@@ 
(; TAPERED POINT... SAFETY-TILT “rock- 
2 BEVEL EDGED “BUT- A: to-rest’’ motion 
, TON NOOK" oll the stands iron on han- 
LY s, mw > way around for easy i Ss} die without lifting— 
d ironing into pleats ; keeps ALL hot metal 
Bye and around buttons. P off board. 
Fal a > 
e 
SAM 5 oO i’ Dial-A-Heat RO ™ 
THINK OF IT—not $20... not $15...not mean easier, faster, safer, more economical 
even $10... but only $8.50 (plus tax) brings ironing . . . that assure years of dependable 
your customers this famous Samson Automatic operation. Compare it with other irons selling 
Dial-A-Heat Iron that’s BETTER . . . by Design! for far more. Then you'll see why this Samson 
Ask your Samson representative to show Dial-A-Heat Iron is America’s greatest value 
you this streamlined chrome and plastic . .. and a natural for quick, easy sales, fast 
beauty. Check its built-in quality features that turnover, and volume profits for you! 
SAMSON UNITED CORPORATION, ROCHESTER 10, N.Y. 
Samson United of Canada, Limited, Toronto 
SHOWBOXED 
TO SELL! 
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54" 
18° 


OW in production! 


CABINET SINK 
BASE CABINET 


The popular new SCT-54 Cabinet Sink and the BT-18 all drawer 
base cabinet—both are now in production. Both are styled to 


match all Morton standard units; both add flexibility to kitchen 


arrangements and add to your sales opportunities. To profit by 


the exclusive features, high quality, and work-saving advantages 


in the Morton line, see your Morton distributor. 








PAGE 


General Offices: 5125 West Lake Street @ Chicago 44, Illinois bs 








FEATURES OF 54” CABINET SINK 


@ De luxe quality faucet assembly of chromium- 
plated brass; swing-spout mixing faucet; 4 ft. ex- 
tension spray with thumb control. Stainless-steel 
strainers; water-tight adjustment. 


@ One-piece sink top; 3 coats porcelain enamel, 
acid-resistant. Full-length utility ledge, 3” wide; 
2 handy soap recesses. 


@ Contour-front design; exceptional knee- and toe- 
room. 


@ Sink cabinet made of heavy-gauge cold-rolled fur- 
niture steel, electro-welded and reinforced for extra 
strength and long life; Bonderized. 


FEATURES OF 18°’ BASE CABINET 


@ Fits narrowest usable wall space. 


@ Black linoleum-covered tops, with stainless-steel 
edging; cabinets of heavy-gauge steel, electro-welded 
and braced. Bonderized for rust resistance. 


@ Three easy-sliding drawers. 
@ Chrome-plated handles and escutcheon plates. 


@ Contour-front design, to match all Morton sink 
and base units. 


MANUFACTURING 4 
COMPANY 4 
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MASSACHUSETTS 


New exclusive sales representatives 
in the New England area for Belmont 
Radio Corp., a subsidiary of Raytheon 
Mfg. Co., is Asquith Associates, Inc., 
125-131 State St., Boston, according 
to G. L. Hartman, general sales man- 
ager of Belmont. Bennett Asquith is 
sales manager of the wholesaler, and 
Harold Asquith heads the engineering 
and service division. 

Metro Distributors, Inc., of Boston 
has been appointed distributor for 
Presteline ranges and water heaters in 
the Boston area. Saul Cohen is presi- 
dent and general manager of the 
Metro firm. 


MICHIGAN 


Ernest H. Cantile, 9730 W. Outer 
Drive, Detroit, will cover Michigan 
and the upper half of Ohio as a manu- 
facturers agent for the C & H Air 
Conditioning Fan Co., Atlanta. 

J. Geo. Fischer & Sons, Inc., 1019 
E. Genesee Ave., Saginaw, reports 
that its recent open house and refriger- 
ation show played to continuous ca- 
pacity houses. All the firm’s major 
suppliers had exhibits, along with 
several dozen parts and accessory 
manufacturers. Over 2000 registra- 
tions were taken, and at least another 
500 people couldn’t register because 
the overworked typists couldn’t keep 
up with the traffic. Nearly 100 people 
were required to take care of the 
crowd, according to Claude H. Brace, 
manager of the appliance department, 
who, incidently, acted as one-fourth 
of a barbershop quartet. 


MISSOURI 


A new manufacturer’s sales agent for 
Surf appliances, made by G-M Labora- 
tories, Inc., is Alvin M. Goldstein & 
Associates, Inc. 1524 Market St., St. 
Louis, which will cover parts of Mis- 
souri, Illinois and Kentucky. 


NEW JERSEY 


A new Bendix Radio distributor is 
the Clinton Radio and Appliance Corp., 
which will handle the northern New 
Jersey territory. The 1948 models 
were introduced at a recent showing 
held in distributor headquarters at 12 
Elizabeth Ave., Newark. The Bendix 
operation will be headed by Lou Silver, 
general manager of the wholesale 
firm’s appliance division. 


NEW YORK 


R.T.A. Distributors, Inc., of Albany 
will distribute L&H ranges and water 
heaters in Vermont, northeastern New 
York and Berkshire County, Mass. 

Dealers from the Utica area at- 
tended the 1948 showing of the West- 
inghouse Electric Co.’s line in Utica 
recently. Anthony Eck, Utica branch 
manager, was in charge of the show, 
assisted by Eric Hall, district manager 
for central New York, and Daniel B. 
Jones, district appliance manager. 

D. W. May, president of the D. W. 
May Corp., metropolitan New York 
and northern New Jersey distributors, 
has announced the appointment of 
three divisional sales managers. Frank 
Coryell will handle operations in the 
northern New Jersey territory. Byron 
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Announcinc THE NEW 


N ES CO 
‘Seven enty- Fifteen 


ELECTRIC OVENETTE 


REMOVABLE COOL PLASTIC 
ELL 
COOKING W 


THERMOSTA 
with SIGNA aL 





Versatile, portable, economical, dependable ae 


and priced to sell in volume! 


wee offers you an unusual opportunity to cash in on the summer 

demand for cool, clean, portable electric cooking. Built to 
Nesco’s top-quality standards, the beautiful new 6-qt. Nesco Seventy- 
Fifteen Electric Ovenette is big enough to do practically every cooking 
job, yet is small enough for a tiny kitchenette. Your customers will 
say it’s their most versatile appliance! 

It goes to picnics with the family, bearing piping hot, ready-to- 
serve meals. It can do most of the cooking in a summer cottage or 
serve as an ‘‘auxiliary oven” in a large kitchen. And its price is sur- 
prisingly low. National advertising in women’s magazines will feature 
the Nesco Seventy-Fifteen Electric Ovenette this spring. Contact your 
Nesco distributor right away! 


The famous Nesco Electrical Line includes Roasters, Two-W ay- Le) 
Action Heater, Nesco Chef Range and Broiler-Griddles. 


NATIONAL ENAMELING AND STAMPING COMPANY 


Executive Offices, 270 North 12th Street, Milwaukee 1, Wisconsin 
Sales Offices: Merchandise Mart, Chicago « 200 Fifth Avenue Bidg., New York « Candler Building, 
Atlanta « Ambassador Bidg., St. Lovis « Western Merchandise Mart, San Francisco 
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FAN-GLO 
HEETAIRE 


gives you ALL 


these advantages 


fesvee ane 
COMMENDED 
PARENTS 


over your competitors! 


AGATING 


Le: 


@ Parents’ Magazine Commendation Seal 


@ The only Heater that gives WARM COMFORT QUICKLY—both kinds of heat: 
hot infra-red rays plus fan-forced heated air 


@ Two Independently Operated Switches—one controls the upper radiant element 
and the fan, the other controls the lower (or front) radiant element 


@ A Completely Planned Practical Merchandising Program—national consumer 
and trade paper advertising, statment inclosures and give-away folders, news- 
poper advertisements and mats, colorful point of sale displays, comparison chart. 


@ The Guide to Quick Heating—the only practical pocket size sales manual in 
the industry that gives you (and your salesmen) tested ways to sell more 
heaters to more people more profitably 


@ A complete Line and Price Range of Portable and Built-in Heaters 


Yes, FAN-GLO HEETAIRE gives you ALL these selling advantages of your 
competitors . . . Parents Magazine Seal, Underwriters Laboratories Seal . . . 
backed by powerful selling ammunition—a dynamic convincing “Best Seller” 
sales manual . . . plus a veritable arsenal of new dealer literature—folders, 
stuffers, catalog and specification sheets, charts—and colorful displays . . . 
plus newspaper ads that drive home to millions of customers the fact that 
FAN-GLO HEETAIRE is the only heater built that gives BOTH kinds of 
heat—fast! 


So get in touch with your jobber now—get the world’s most-wanted auxiliary 
heater, the only heater that gives your customers BOTH kinds of heat—the 
only heater that gives you more sales to more people more profitably! 


A NOTE TO JOBBERS: If our representative has not called on you yet—and 
if your order is not in yet—we suggest you get in touch with us immediately. 







(i) Tested and listed under reexamination service by Underwriters’ Labora- 


MARKEL 


tories, Inc. 










LA SALLE 


LIGHTING PRODUCTS, INC. 
145 SENECA ST. = 


ELECTRIC PRODUCTS, INC. 
BUFFALO 3, N. Y. 
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FRANK CORYELL 





Forster takes over the Manhattan 
division. The Brooklyn division be- 
comes the territory of George Shimm, 
a veteran of the May organization. 

Some 175 dealers heard M. G. Kim- 
ball, vice-president in charge of sales 
for Barker, Rose & Kimball, Inc., 
Elmira wholesalers, preside at a meet- 
ing of Thor washer dealers recently. 
Speakers included Owen Nugent, vice- 
president in charge of sales for Thor; 
Herbert Whitney, Thor sales promo- 
tion representative, and Donald Carver, 
manager of the electrical appliance de- 
partment of the distributor. 

A four-day dealer demonstration of 
Admiral television console models was 
held recently by Faysan Distributors, 
Inc., at its headquarters, 1669 Main 
St., Buffalo. Dick Levi, general man- 
ager of Faysan, presided at the ses- 
sions. 

The Broadway Appliance Distribut- 
ing Co., 313 W. 57th St., New York 
City, has taken over the Launderall 
service facilities and parts inventories 
of the Colen-Gruhn Co., Inc., the 
former metropolitan distributor for the 
F. L. Jacobs Launderall automatic 
washer. Clyde G. Remmo, sales mana- 
ger of the appliance division of the 
F. L. Jacobs Co., made the announce 
ment. Irving Berman is president of 
the distributor, and Samuel Lehrer 
is secretary and treasurer. William 
Figg, former service manager for the 
Newark Launderall distributor, will 
head the new service division. 

Pulling a Mohamet act, the Hi-Speed 
Tire and Accessory Co. of Toledo 
comes to its customers in two 32-ft. 
trailers outfitted as touring display 
rooms. One van is full of appliance 
and sporting goods exhibits, and the 
other has automotive supplies. 

Frank Hanus, formerly a district 
sales representative for the Coleman 
Co., has been appointed head of the 
Coleman department for Hughes-Pe- 
ters, Inc., 111 E. Long St., Columbus. 
He will be in charge of sales for all 
Coleman heating equipment and small 
appliances for the Columbus and Day- 
ton divisions of Hughes-Peters. 

E. A. Brown is the new sales mana- 
ger and B. H. Bohannon the new 
office manager for the Appliance Dis- 
tributing Co., 145 N. Front St., Co- 
lumbus, announced C. O. Tracy, gen- 
eral manager. 

Irving Nadritch succeeds Charles E. 








MAY 1, 


New D. W. May Divisional Sales Managers 


BYRON FORSTER 


GEORGE SHIMM 





Corcoran, resigned, as general sales 
manager of Bickford Brothers Co., 
Buffalo distributors, says Paul Wolk, 
president. Mr. Nadritch has been 





IRVING NADRITCH 


sales manager of the firm’s Rochester 
division. 

Bendix Radio has made two dis- 
tributor appointments as replacements 
for the Syracuse and Albany terri- 
tories, according to J. T. Dalton, gen- 
eral sales manager for radio and tele 
vision. Both will be handled by the 
B. H. Spinney Co., Inc. Floyd A. 
Piron, vice-president, heads up activi- 
ties in Syracuse with Edward Taggert, 
sales manager. Edward Talbot heads 
the Albany operation. Both Mr. Piron 
and Mr. Taggert worked on Bendix 
Radio for the previous distributor. 

S. J. Hammer, general sales man- 
ager of the D. W. May Corp. for the 
last thirteen years, has resigned in 
order to go into business, details to be 
announced later. The D. W. May 
Corp. is located at 250 Fulton St., New 
York City. 

Belle Electronics Corp., metropolitan 
New York distributors of Garod Ra- 
dios, have opened new offices and show- 
rooms at 385 Fourth Ave., corner of E. 
27th St. According to Max Wein- 
traub, president, the quarters have 
been completely modernized. Lou Al- 
weis is sales manager of the firm, and 
Emanuel Weintraub is executive vice- 
president. 


OREGON 


Electrical Distributing Co., Port- 
land, Ore., has announced that it has 
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‘We sold 3S 


Deenireez 


TRADE-MARK BEG. US, PAT, OFF, 


HOME FREEZERS 


tit 3O days ~ 


—reports Edward M. Sidney, dealer, Watertown, Wisconsin, 





De Luxe Model C-10 
Holds more than 350 pounds 


to State Distributing Company, Milwaukee. 


It wasn’t just luck that sold 35 Deepfreeze home 
freezers in 30 days. It was no secret way of selling. 
‘‘We used no high-pressure methods,”’ says Mr. Sidney, 
‘‘but we did use the Deepfreeze sales training course, 
as well as the Deepfreeze sales promotion materials 
and local advertising. We feel that we not only have the 
best product in the field but also the best selling aids.”’ 


Sales Training a Big Help 
“The Deepfreeze sales training course has been a big help,” 
Mr. Sidney goes on, “it gets right down to usable facts about 
the product. And when a man knows his product by heart, he 
can put his heart into his selling. 


“At least that’s our experience. Because we know and under- 
stand the product, we believe in it—feel we're performing 
a service for every customer we sell.” 


Goes After Prospects 


“The Deepfreeze materials for going after prospects have been 
most helpful, too,”” Mr. Sidney continues. “The newspaper ads 
and mailing pieces, particularly, have been put to good use. 


“We never let a prospect’s interest grow cold—center activ- 
ity on getting all prospects into the showroom—give them 
complete demonstrations.” 


DEEPFREEZE DIVISION « 


MOTOR PRODUCTS CORPORATION « 


Sidney’s Showroom Strategy 
“In giving demonstrations,” Mr. Sidney points out, ‘our 
knowledge of the product pays dividends. We can show and 
tell prospects in terms they understand. 
“Then, of course, there’s the ‘Visualizer’ to point to and 
talk from. And to close the sale, we make good use of the 
“Evaluator.” With it, we prove in black and white that a 


Deepfreeze home freezer actually pays for itself.” 


Available to Every Deepfreeze Dealer 
As a Deepfreeze home freezer dealer, you can use the same 
sales materials that Mr. Sidney uses. You can put 18 different 
types of selling aids to work. And you have a complete line 
of home freezers to sell—real features to talk about—the best 


known name in the home freezer business. Investigate—Today. 


NORTH CHICAGO, ILLINOIS 


A complete range of new models—one for every purse, for every size family 


De Luxe Model C-5 Model B-10 


——— 





Model B-5 Model B-16 


Holds more than 168 pounds 
of food. Price, delivered 
and installed—$269.95 


Holds more than350 pounds 
of food. Price, delivered 
and installed—$389.50 


Holds more than 168 pounds 
of food. Price, delivered 
and installed—$239.95 


Holdsmore than 560 pounds 
of food. Price, delivered 
and installed—$599.5C 


Holds more than 125 pounds 
of food. Price, deiivered 
and installed—$199.95 


of food. Price, delivered 
and installed—$449.50 
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ELECTRICAL 
APPLIANCES 


FOR A QUARTER OF A CENTURY 
THIS TRADEMARK HAS STOOD FOR 
“QUALITY AT POPULAR PRICES” 


The Famous EMPIRE 
Electric PERCO-DRIP 


method of coffee-making 
extracts only the desir- 
able oils to produce 
clear, rich coffee. Starts 
percolating in 60 sec- 
onds. Modern design, 
polished seamless alum- 
inum with cool, molded 
handle, scratchproof 
feet, patented direct- 
heat emersion element 
and insulated valveless 


‘ 





No. 1802 
pump. In 5 and 9 cup $ ted Reteil 
sizes. rice $4.75 


Smartly modern chrome finished 
EMPIRE ELECTRIC TOASTER 


offers outstanding 
features. Handles 
two large bread 
slices, turns them by 
a flip of the door. 
Large flat top for 
toast-warming. Extra 
large heating ele- 
ment for uniform 
toasting. Durable 
Construction, black 
enameled base, 
scratch-proof feet 
large cool handles. 





No. 759 A quality toaster at 
Suggested Retail popular prices. 
Price $3.75 


EMPIRE FOCAL-RAY 
ELECTRIC LANTERN 


is the favorite of sports- 
men, farmers, motorists 
—all who need handy, 
dependable, night-light- 
ing. Changes from wide- 
spreading floodlight to 
powerful spot at turn of 
the lens head. Aim beam 
in any desired direction 
with all-position pivot 
base. 
Retail Price 


Slightly Higher 
In West 
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become a distributor of the Launderall 
automatic washer. 

The F. B. Connelly Co., Portland, 
Ore., distributors of Norge products, 
has announced that it has a new build- 
ing under construction at the North- 
west corner of 12th Ave. and Kearney 
St. in Portland. The two-story build- 
ing will take in one square block and 
will be ready in July, according to 
W. L. Bowden, vice-president and 
general manager. The main floor will 
be used for offices, display, and service 
department ; the second floor for ware- 
house and storage. 

Dealers and salesmen of the Port- 
land area were invited to see the new 
Stewart Warner radios at a recent 
meeting. Their host was James Mc- 
Kay, appliance sales manager for the 
Portland office of Graybar Electric 
Co. Frank Hederle, western regional 
sales manager for Stewart-Warner, 
introduced the new models. 

Lloyd W. Collier, who has been 
sales representative for the Household 
Distributing Co. for the past year, has 
become a partner in the firm. M. M. 
Curtis, president, made the announce- 
ment. 


PENNSYLVANIA 


The first showing of Admiral tele- 
vision sets in the Pittsburgh area was 
held at the Wholesale Merchandise 
Mart recently, with 10,000 radio deal- 
ers getting a look. E. J. Kelsky, pres- 
ident of Keps Electric Co., Admiral 
distributor, played host. 

Philadelphia Distributors has been 
named to handle Coolerator products 
in the Philadelphia area, says R. J. 
Van Hyning, district manager of the 
Coolerator Co. 


RHODE ISLAND 


Newly appointed distributor for 
Coolerator products in the Providence 
area is Tracy & Co., Inc., according to 


A Willing Audience 





D. H. MacQuarrie, district manager 
of the Coolerator Co. 


SOUTH CAROLINA 


Appliance dealers from the Charles- 
ton and Columbia areas recently at- 
tended an open house demonstration 
of ABC washers and ironers at the 
sales display room of the Cannon Dis- 
tributing Co. The demonstrations were 
conducted by B. O. McLeroy, division 
sales manager of Altorfer Brothers Co. 
The Cannon firm’s Charleston address 
is 198 E. Bay St. 


SOUTH DAKOTA 


The Graybar Electric Co., Inc., 
opened office number 99 recently, in 
Aberdeen, says C. H. McClean, district 
manager at Minneapolis. D. G. Hub- 
bard, former territory salesman, will 
be manager of the branch. 


TENNESSEE 


The newly incorporated firm of 
Wellford Distributors, 1658 Union 
Ave., Memphis, has taken over all the 
distribution lines of Wayne Spinks, 
Inc., and will operate with no change 
of policy. Harry A. Wellford is 
president, John L. Wellford is vice- 
president, R. C. Hunting is secretary, 
and Alexander W. Wellford, treasurer. 
Wayne Spinks, who organized the 
distributing firm about 20 years ago, 
stays on as sales manager. 

McDonald Bros., Memphis distrib- 
utors, is starting construction on a 
new 65,000 sq. ft. building on South 
Bellevue. The company will stay at 
963 Union until the new quarters are 
completed. 


TEXAS 


J. A. Walsh & Co., Houston, played 
host to the Finger Furniture Co.'s 


THE FINER POINTS of Tracy cabinets are pointed out by Kenneth Brady, midwest- 
ern regional manager of Tracy Mfg. Co. to “Scotty” Aepinus, sales manager of major 
appliances, H. U. Mann Co.; Sidney Rogovin, general sales manager of Tracy Mfg. Co. 
and “Ham” Mann, president of H. U. Mahn Co., at the recent National Distributors 
Convention in Pittsburgh. Mann was recently appointed Tracy distributor for metro- 
politan Chicago and northern Illinois. 





THE METAL WARE CORPORATION 


TWO RIVERS, WISCONSIN CHICA 





MEW YORE 
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...but you ought to see the Rheem 
\ . . / i} 
Design For Better Business 
Want a kick in the sales curve? will kick up your profit figures too. Better find 
Our new plan carries quite a kick—store dis- out about it today! 
— plays, your own local advertising, and many a RE ey lh iS 
. other promotion aids to boost your sales. It i ot Hosein 
as corer BEF 
I RHEEM MANUFACTURING COMPANY 
Rh 1 Dept. EM-5 
eem {570 LEXINGTON AVE., NEW YORK 22, N. Y. 
l I’d like a kick in the sales curve. Please tell me about the 
eel Rheem Design For Better Business. 
1 Name . 
l (Please Print) 
HOME COMFORT APPLIANCES  Weter Heaters —_” 
. . ™ — Soft Water Appliances I ‘i 
9 plants in U.S. A.—Foreign affiliated companies in Snatiinen Sieuiienees i 
Brisbane, Melbourne, Sydney, Rio de Janeiro, Saati bd — " 
Singapore, and Hamilton, Canada eaten it nee | City State 
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UNION 
PACIFIC 


Industry 
is on the Move 
.... Westward 


* One of a series of advertise- 
ments based on industrial op- 
portunities in states served by 
Union Pacific Railroad. 


Unite with Union Pacific in selecting sites and 
seeking new markets in California, Colorado, 
Idaho, Kansas, Montana, Nebraska, Nevada, 
Oregon, Utah, Washington, Wyoming. 


George F. Ashby 


“Address Industrial Department, Union Pacific Railroad 


Omaha 2, Nebraska 


MAY 














DISTRIBUTOR NEWS 














store managers, salesmen and _ their 
wives recently, in order to get across 
a Deepfreeze message. Taking part in 
the activities were Jim Walsh, presi- 
dent of the distributing firm; Jim 
Derr, Walsh sales manager; Bill 
Armstrong, in charge of Deefreeze 
sales for Walsh; John Strange, Deep- 
freeze district manager, and Rita Hold- 
ridge, Walsh demonstrator. 

The Triangle Electric Supply Co., 
Inc., El Paso, has been named dis- 
tributor for Electromaster ranges. The 
territory will include Arizona, Texas 
and New Mexico. 


VIRGINIA 


A newly incorporated Norfolk dis- 
tributor is Wyatt-Cornick Distribu- 
tors, Inc. John M. Wyatt, Jr., is 
president. The firm has maximum 
authorized capital stock of $75,000. 


WASHINGTON 


J. M. Tuttle, western manager for 
Motorola, Inc., has announced that 
the Tubbs Electric Co., Spokane, is 
its new distributor in the area. The 
organization is headed by Clarence 
Tubbs, owner-manager. 

The F. B. Connelly Co., Spokane, 
has been named a distributor for the 
Launderall automatic home laundry, 
according to an announcement by the 
F. L. Jacobs Co., to take care of the 
Spokane and Portland, Ore., territo- 
ries. 


WEST VIRGINIA 


Westinghouse dealers from 14 coun- 
ties in the Bluefield area attended a 
three-day exhibit of new lines in the 
auditorium of the Appalachian Electric 
Power Co. Shell Myers, C. W. King 
and Paul Horne, all representatives of 
the Westinghouse Corp., were on hand, 
along with Miss Audrey Goodling, 
home economist for the Middle At- 
lantic district of Westinghouse. 

At a Dixie Appliance Co. open 
house recently, Philco dealers of the 
Bluefield territory saw the 1948 line of 
radios, refrigerators and freezers for 
the first time. Harry H. Lawson, vice- 
president and general manager of 
Dixie Appliance, made the presenta- 
tion. 


HAWAII 


Appliance distributors in Honolulu 
are making plans to put on an industry- 
wide exhibit at a fair in Honolulu to 
be held May 6 to 9, under the sponsor- 
ship of the Honolulu Junior Chamber 
of Commerce. 

R.A. Howe & Co., Hawaii, an- 
nounce their appointment as dis- 
tributor for the complete Rheem water 
heater line. The appointment was 
made by L. S. Johnson and Harry 
Filler, Rheem officials. Further an- 
nouncement from the R. A. Howe & 
Co. is their appointment of Dick Pigott 
as appliance manager. 

Irvin C. Jepson has been promoted 
to sales manager for Electrical Dis- 
tributors Ltd., Hawaii. 
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STEP UP 





... with these 


FM AT ITS FINEST! 


People all over America have been 
reading about these beautifully 
styled Bendix AM-FM radio- 
phonographs in one of the biggest 
promotions in history on sets of 
this caliber. As a result, thousands 
have bought and thousands intend 
to buy these two great challenge 


models with long range Bendix 
ratio-detector FM and exclusive 
Hush-O-Matic. They’re big profit 
merchandise for the great new 
FM listening market—one more 
reason why the Bendix Radio 
franchise is among the most valu- 
able business assets you can have. 


BENDIX RADIO DIVISION of 


BALTIMORE 4, MARYLAND 


graphs 
se great 
on features 





-O-Matic . . . Swing-A- 
Door automatic record player 
. Phantom Dial . . . New 
Phantom Grille . . . Bendix 
Ratio Detector FM circuit— 
plus peak sensitivity dual crys- 
tal circuit for ultimate noise 
elimination . . . true furniture 


styling .. . Aviation quality. 


AVIATION CORPORATION 
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Write today for complete infor- 
mation on the new, protected 
FRIGID-AIR-FAN franchises 
for 
manufacturers’ agents. 


AIR EQUIPMENT CO. 


PAK R Pee ce wel me 


Year Round Fans 
mols 


b @-Yo] am <0) lave Ms Yo] (-¥3 


BELT-DRIVEN FANS 





FRIGID-AIR-FAN Dealers are selling 
fans the year round because the FRIGID- 
AIR-FAN Line offers fans for every sea- 


son of the year. More selling months... 
easier selling every month. ..and attrac- 
money for 
dealers who sell this old established line. 


tive discounts mean more 


k 


Belt-driven 
FRIGID-AIR-FANS 
range in size from 
30 to 48 inches, and 
are equipped with 
either 110 or 220 
Volt, 60 cycle, single 
phase AC motors. 


Mees DIRECT CONNECTED FANS 


Direct-Connected FRIGID-AIR-FANS 
range from 12 to 30 inches and are 
equipped with 110 or 220 Volt, 60 cycle, 
single phase AC motors. 








dealers, distributors and 





years of 





Warehouse—630 S. Miller St. 





The Tie-in Worked 








TO PROMOTE MAGNAVOX radio-phonographs, F. & R. Lazarus & Co., Colum- 
bus, O., department store, tied in its displays and advertising with a radio dramatiza- 
tion of the founding and development of the Columbus Philharmonic Orchestra. Here 
are Izler Solomon, left, the orchestra’s conductor, and V. J. Sanborn, Cleveland dis- 
trict manager for the Magnovox Co., playing the Magnovox Belvedere. 








- DEPARTMENT STORES 








Boston Store Ups Von Destinon 
to Merchandising Manager 


Carl Von Destinon, buyer of toys 
at the Boston Store, Grand Rapids, 
Mich., has been promoted to a new 
post, that of merchandising manager 
for small appliances, stationery, toys, 
luggage and paints. Prior to joining 
the firm last year Mr. Von Destinon 
was buyer of hard lines at Herpol- 
sheimer’s. 


Davison-Paxon Names 
Lindgren Radio Buyer 


New buyer of radios and records at 
the Davison-Paxon Co. store in At- 
lanta, Ga., is Edgar Lindgren, Jr., 
former assistant buyer in housewares. 
He succeeds Melvin Gordon, who re- 
signed March 1. 


White Appliance Buyer 
for Allied Purchasing 


Dale L. Smith, office manager of the 
Allied Purchasing Corp., Chicago, has 
announced the return of William 
White to the firm as buyer of major 
appliances, housewares, tables, sport- 
ing goods, and toys. Mr. White, now 
succeeding William C. Dickson, re- 
signed from the firm last year to be- 
come home furnishings buyer for the 
basement unit in Joske’s, San Antonio, 
Texas. 


Wolf & Dessauer Names 
Jones to Appliance Post 


Lewis Jones has been appointed 
buyer of small appliances and radios 
by Wolf & Dessauer, Fort Wayne, 
Ind., to succeed Gordon Adams, now 
furniture and bedding buyer. Mr. 
Jones was formerly in the furniture 
department. 


MAY 1, 


Rich’s, Atlanta, Opens 
$7,000,000 Homes Store 


The new, six-story Store for Homes 
of Rich’s, Inc., Atlanta, Ga., recently 
opened for business with kitchen and 
household appliances prominently dis- 
played on the first floor. The plaza 
floor features radios, records, music, 
toys, cameras and sporting goods. Offi- 
cials of the firm pointed out that com- 
pletion of the addition marks the sixth 
major expansion since the company’s 
beginning 80 years ago. 


Edwards Appoints Helen 
Gravener to Home Ec Post 


E. W. Edwards & Son, Buffalo, 
N. Y., department store has appointed 
Mrs. Helen Gravener as home 
economics director for the appliance 
department. Her duties include demon- 
stration of time-saving cooking meth- 
ods and of efficient use of appliances 


Nelson Named Buyer 
of Frank’s Appliances 


Keith D. Nelson has been promoted 
to manager and buyer of the appliance 
department of the Frank Dry Goods 
Co., Fort Wayne, Inc., succeeding the 
late Earl Wunder, manager for | 
years. 


Davis & Shaw Names 
Durkee Appliance Buyer 


Ted Pate, store executive at Davis & 
Shaw Furniture Co., Denver, has an- 
nounced the appointment of Charles 
F. Durkee as buyer of appliance 
glassware and china, a newly created 
position. Mr. Durkee was formerly 
associated with the Larson Distr:b- 
uting Co, and was also in business ior 
himself. 


wo 
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SELLING SEASON 

















Everybody’s Pointing To 








~-~ Kor Hotpoint Dealers! 


12 sensational new Hotpoint appliances assure 12-month 
profit — more sales per customer — great new markets 


Year ‘round selling is assured with Hotpoint’s 
great new 1948 line. Twelve major appliances, 
matched in styling, mean profit opportunities 
month in, month out—plus a sales potential of 
$2,000 per customer! 


There’s increasing supply, too! Hotpoint is 
building fast—spending $20,000,000 now for 
new factories and equipment to keep a steady 


HOTPOINT INC. 
5620 West Taylor Street * Chicago 44, Illinois 


The Franchise With A Future 


and growing stream of Hotpoint appliances 
moving to dealers throughout the country. 


You'll profit with Hotpoint in every way! 
Hotpoint’s new appliances, such as the Dish- 
washer and Disposall*, mean vast new un- 
saturated markets. Hotpoint’s record-shattering 
advertising program offers complete dealer 
support. That's why dealers everywhere are 
pointing to Hotpoint for greater profit. 


S. PAT. OFF 





A GENERAL ELECTRIC AFFILIATE 


RANGES + REFRIGERATORS » WATER HEATERS + DISHWASHERS » DISPOSALLS » HOME FREEZERS » WASHERS + DRYERS + FLATPLATE IRONERS + ROTARY IRONERS + PORTABLE IRONERS + CABINETS 
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: 1. 12 major appliances, for 12 
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pany's 2. Custom-matched appliances, 
for more sales per customer. 
3. New appliances mean vast 
new markets for dealers. 
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YOU PAY FOR! 


lE., THE AIR 


@ You may buy an efficient-looking ventilating fan 





for home, commercial establishment or factory . . . 
but will it actually “deliver” in everyday operation 


as you hope it will? 


You can be sure that you gef the air you pay for 
if the propeller fan you buy and install carries a 
Certified Rating Label. The Certified Rating Label 
on a propeller fan means that this fan meets rigid 
specification standards of the Propeller Fan Manu- 
facturers’ Association, and assures you of perform- 


ance in accordance with these standards. 


Seventeen of the leading manufacturers of pro- 
peller fans are members of the Propeller Fan Man- 


ufacturers’ Association, testing and rating their 
















fans according to the standard test code established 
by the American Society 
of Heating and Venti- 
This 


gives you ample oppor- 


lating Engineers. 


tunity to select a certified 
propeller fan on your 


next purchase. 


LOOK FOR the 
P.F.M.A. Cer- 
tified Rating 
Label on the 
propeller fans 
you buy! 





Published by “ 


PROPELLER FAN MANUFACTURERS’ ASSOCIATION 
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Landy Joins Sunniland 
As Major Appliance Buyer 


Joseph A. Landy, who recently re- 
signed as radio and appliance buyer at 


the May-Stern Co., Pittsburgh, has 
joined the Sunniland Furniture Co., 
Houston, Texas, as buyer and mer- 


chandiser of major appliances. He has 
been replaced at the Pittsburgh store 
by Al NKatzeff. 


Stouffer Adds to Duties at 
Bamberger Appliance Stores 


Charles C. Stouffer, sales manager 
at the East Orange, N. J., appliance 
center of L. Bamberger & Co., has 
taken over the responsibility for a 
similar outlet in Millburn. 


McCormick Assistant Buyer 
of Stern & Co. Cleaners 


McCormick, formerly as- 
sistant housewares buyer for the Stern 
& Co. chain, Philadelphia, has been 
named assistant buyer of vacuum clean 


Edward 


ers and gas ranges, according to Her- 


man W 


Segal, general manager. 


Sears Names Parker Buyer 
of Sewing Machines, Cleaners 


Sears, Roebuck and Co. recently an- 
nounced the appointment of James 
Parker, former retail sales manager 
of vacuum cleaners and sewing ma- 
chines, as head of the buying depart- 
ment for those appliances. He succeeds 
Charles J. Westrich, now affiliated 
solely with the building materials de- 
partment. Mr. Parker joined Sears in 
1943. 


Associated Stores Announce 
Three Executive Promotions 


Welburn Guernsey, president of As- 
sociated Stores, Inc., Florida appliance 
and radio chain, recently announced 
the promotion of three executives. 

C. R. Courtleigh, former assistant 
general manager for the seven-store 





C. R. COURTLEIGH 


group, moved up to vice-president and 
general manager, replacing H. A 
Brennan. Mr. Courtleigh joined the 


George F. Klein, former assistant 
manager of the Miami affiliated store, 
has been transferred to the home office 





GEORGE F. KLEIN 


in Tampa as assistant vice-president 
and general sales manager. 

John B. Duff leaves the radio and 
appliance department of the Miami 
store to become manager of the affili- 
ated company in St. Petersburg. He 
recently sold his own radio and appli- 
ance business in Savannah, Ga. 


Horowitz Named Appliance 
Buyer at Square Deal Store 


David Horowitz has succeeded Har- 
old Barsky as buyer of major appli- 
ances at the Square Deal Furniture 
Co., Philadelphia, according to Albert 
M. Lisco, general merchandise man- 
Mr. Barsky has joined Wur- 
litzer’s Chestnut St. store. 


ager. 


W. T. Grant Loses Brodie 
Bruno-N. Y., Distributors 


W. H. Brodie, field merchandiser 
and buyer of appliances for the W. T. 
Grant Co. in New York has resigned 
to accept a position as refrigeration 
sales manager for Bruno-New York, 
Inc., metropolitan area distributors. 


West Coast Macy’s Names 
Pickering Radio Manager 


New sales manager of radios and 
buyer of records at Macy’s, San Fran- 
cisco, is Loring Pickering, former 
assistant buyer of men’s furnishings. 
He succeeds Clifford Barbanall, re- 
signed. 


Times Square Stores Corp. 
Name Saul Appliance Buyer 

Times Square Stores Corp. has an- 
nounced the appointment of Sydney R 
Saul as buyer of radios and major 
appliances. He was formerly in charge 
of the radio and appliance division of 
the company. 


McGlaughlin Appointed Radio 
Assistant at F. & R. Lazarus 


Ralph McGlaughlin, assistant man- 
ager of the camera department at 


firm in 1945 after experience with such F. & R. Lazarus & Co., Columbus 
5-208 General Motors Building firms as Premier Vacuum Cleaner Ohio, has been assigned a similar p 
Detroit 2, Michigan | Co, A-C Radio Corp. and Philco for radios, the store announced 1 
| Corp. - cently. 








PAGE 


190 


EL 


MAY 1, 1948—ELECTRICAL MERCHANDISING 





TOASTMASTER'S 3 BIG EXCLUSIVES 
are a simple, solid selling story! 


' 


] 
Automate Clecice Ver Freailtt 
***TOasTMASTER’’, ‘‘Life-Belt’’ and ‘‘Ionodic”’ are trademarks of McGraw Electric Company. 
Copr. 1948, McGraw Electric Co., Clark Division, Chicago, Ill. 


I water heater claims come at you thick and fast, try 

keeping it simple this way. The “Toastmaster” Water 
Heater has three outstanding features. Each is important 
to your customers because it saves real money. Together, 
they mean much to you because only you can offer them. 


Look these features over. See if they don’t add up to the 
shortest, sharpest sales story you’ve ever had. Couple this 
with the tremendous consumer acceptance of the ‘Toast- 
master” name and you're set for productive, down-to- 
earth selling. 


It will pay you to get in touch with your nearest “Toast- 
master’* distributor. If you’d like his name, ask us to 
send it to you. McGraw Electric Co., Clark Division, 5201 
W. 65th St., Chicago 38, Ill., or 1055 W. 5th St., Azusa, Calif. 


TOASTMASTER 
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o_ / 
ortlastue: 


Exclusive! 
““LIFE-BELT’’* ELEMENT .. . 


The wide band of gentle, 
external heat that prevents 
destructive lime formation. 
Operating at “black heat” it’s 
practically burn-out proof. 


““IONODIC’’* SYSTEM... 


More than just a magne- 
sium rod. Controlled inter- 
nal tank protection that 
prevents rust, stops corro- 


sion, doubles tank life. 


Exclusive 
TEN-YEAR GUARANTEE .. . 


A new element, new tank, 
ora whole new heater if fail- 
ure occurs within 5 years. 
After 5 years, and up to 10 
years, a new element, new 
tank, or new heater on an 
elapsed-service basis. No 
other guarantee is nearly 
so liberal! 
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Pockelle 


PORTABLE 


For profits that bloom in the spring 
..-Here’s the newest from AIR KING 


The “Pockette” portable. So tiny it fits in 
the palm of your hand...so excitingly 
new and different that you'll agree it’s 
made-to-order for the present competi- 
tive market. Yet the “Pockette” portable 
maintains the same rigid engineering 
specifications you have found invaluable 
in all AIR KING radios, radio combina- 
tions and wire recorders. 


Features designed for selling! 


Loop antenna in cover...4 miniature tubes...uses } 
standard flashlight battery and | standard 45-volt “B’ 
battery.. vinylite carrying strap... polystyrene case... 
snap-lock cover...sturdy metal grill to withstand outdoor 
elements. Batteries easily changed! When the lid’s open, 
“Pockette” is “on”... close it, and “Pockette” is “off.” 
Net weight: | Ib., 11 oz. Measurements: 3”’x 53/4""x35/,”. 





MODEL A-425 


*19 


Slightly higher in Zone 2. 


95 


Less batteries 





READY FOR IMMEDIATE DELIVERY 





Model A-425—Ebony with Nickel trim. ..... *$19.95 
Model A-426—Ivory with Gold trim. ..... -»*$24.95 
Model A-427—Maroon with Gold trim $22.95 So tiny it fits in the 
“Less botteries. Slightly higher in Zone 2 palm of your hand. 
FOR EASY, PROFITABLE SELLING, FEATURE THE ENTIRE AIR KING LINE 





Portable © ire Recorder 


Phono-Combination 


The Marquis The Duchess The Prince The Court Jester The Crown Princess 


AIR KING PRODUCTS CO., INC., BROOKLYN 32, NEW YORK © Export Address: Air King International, 75 West Street, New York 6, N.Y. 


y 
AIR RING RADIO 4.2972... 


nm of HYTRON RADIO & ELECTRONICS CORP 











4UCe /920 
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Bumpas Named Appliance 
Buyer for Bromberg’s 


John Bumpas has been appointed 
buyer-manager for the newly opened 
appliance floor of Bromberg’s, Bir- 
mingham, Ala. He was formerly store 
manager for Kastner-Knott, Nashville, 
Tenn. 


Dubrow Names Toretch 
Appliance Manager 


Thomas Toretch, formerly assistant 
appliance buyer for J. B. Liebman & 
Co., Philadelphia, has been appointed 
major appliance department manager 
for L. Dubrow & Sons. In making 
the announcement, Harry Dubrow, 
president, also said that the company’s 
South St. store is undergoing reno- 
vation. 


Ida’s Gets Inoff as 
Appliance, Radio Buyer 


Ida’s department store, Washington, 
D. C., has acquired the services of 
William P. Inoff as buyer of appli- 
ances, housewares, sewing machines, 
radios, toys and records. Mr. Inoff 
was formerly buyer of appliances and 
radios for Goldenberg’s department 
store in the same city. 


Woodham New Appliance 
Buyer at A. Harris Store 


Lee Woodham has been appointed 
major and traffic appliance buyer of 
A. Harris & Co., Dallas, Texas. He 


succeeds Harry Holcomb, resigned. 


Buffalo Store Opens 
Television Studio 


Victor & Co., Buffalo (N. Y.) de- 
partment store, has opened a modern 
television studio, featuring leading 
makes of receivers. 


Earl Groth & Co. Opens 
“New Store for Homes” 


The department store annex of Earl 
Groth & Co., Fort Wayne, Ind., was 
recently opened as the New Store for 
Homes on Washington Boulevard. 
Two of the four floors are operating 
and one of these has been devoted to 
appliances, model kitchens and laun- 
dries. 


Dohrmann’s, Los Angeles, 
Announces Expansion Program 


Dohrmann’s, Los Angeles, will 
double its space under a progressive 
program which will be completed by 
1951 or sooner, according to J. F. Sul- 
livan, president. The three-step ¢x- 
pansion will include addition of the 
store to the immediate east by this fall, 
of the one to the west in the spring of 
1949, and of a 21,000 sq. ft. third floor 
by 1951. 

Plans include a large radio and 
record department on the mezzanine 
floor, in addition to an enlarged house- 
wares and appliance section on the 
second floor. 
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Order your DEARBORN HEATERS now... 
he ready when your customers are ready! 


| 
iT he crisp, cool weather of Fall may 


seem a long way off during this kind of ‘shirt sleeve 











weather’’—but it will be here before you know 

it, as far as merchandising is concerned. 

It's going to bring falling temperatures—falling 
leaves—and skyrocketing Dearborn sales! Dearborn 
holds top position in dollar volume of gas space 
heater sales... over a million users already have 
discovered Dearborn value ...and this year, 

with radio, newspaper and magazine advertising 
telling millions more about Dearborn safety, 
Dearborn styling and Dearborn performance, 


Dearborn will widen its lead over the field! 


Place your order [ODA‘—be sure 
you get the Dearborns you want 


Write for full information about Dearborn’s complete line of 
value-full, fast-selling gas heaters and evaporative coolers. 





1700 West Commerce Street 
Dallas, Texas 
BRANCH OFFICE 
S 
209 S. Franklin St. 


Tampa, Florida Rennyson Building 


347 Carondelet Street 


285 West Trigg Avenue New Orleans, Lovisiana 


Memphis, Tennessee 
718 Avenue “'Q"" 
Lubbock, Texas 


Merchandise Mart 
1355 Market Street 
San Francisco, Calif. 


3625 South Grand Ave. 
Los Angeles, Calif, 


MONROE STOVE COMPANY 
3256 Milwaukee Avenue 

Chicago 18, Hlinois 

BRANCH 
2221 Westminster ery 
Cleveland Heights, Ohio 
1738 East Sycamore 
Columbus, Ohio 


15, East Reno 
Oklahoma City, Okla, 


P. 0. Box 1134 
Omaha, Nebraska 
2221 South Adams Street 
Denver, Colorado 
Kansas City Terminal Warehouse 
Kansas City, Missouri 


DEARBORN STOVE COMPANY 


i 


THE WORLD'S FINEST, SAFEST GAS HEATERS 


ELECTRICAL MERCHANDISING—MAY 1, 1948 


PAGE 193 








acres of customers 
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$750 LIST FOR THIS 


SMART NEW LIBERTY CHIME 


wtth chime transformer 


wtth matching pushbutton 


with everything but the wire 


Liberty Chimes are priced to sell the 
small home mass market. Liberty’s 
national advertising in these maga- 
zines helps you make the most of 
this market. 


Write for Catalog 


MANUFACTURING COMPANY 
$ 4 
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Seven other sales-wise designs in 


Liberty two-tone Chimes list from 


$10.95 to $3.50. 


All but the two 


lowest priced models come com- 


plete with chime transformer. 


MINERVA, GHIO 
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Holley Elected President 
of Chattanooga League 


Kyle Holley was elected president of 
the Electric League of Chattanooga for 
the 1947-48 term, the organization’s 
Electric Leaguer reported recently. 
Other officers include: Lloyd Ragon, 
first vice-president; Morgan Smith, 
second vice-president ; Paul McMillan, 
secretary; Craig Schmidt, treasurer; 
and Hassell Qualls, assistant secretary. 
The league also reported that since 
its inception of an adequate wiring 
program in 1940 some 10,970 outlets 
had been added in the city. Some 772 
adequate wiring certificates have been 
issued by the organization. 


New Orleans League Elects 
Drumm President for 1948 


Steuby L. Drumm, general sales 
manager of New Orleans Public Serv- 
ice, Inc., was elected president of the 
Electrical Assn. of New Orleans at the 
organization’s annual Christmas party. 
He succeeds Wayne B. Wands, named 
ex-officio member of the executive 
committee. 

Other officers are: C. C. Walther, 
executive vice-president; R. A. Mack- 
enroth, vice-president representing 
wholesalers, utilities and manufactur- 
ers; W. E. Hobson, vice-president 
representing refrigeration; W. C. Ellis, 
vice-president for electrical contrac- 
tors; E. W. Schneider, vice-president 
for air conditioning and ventilation; 
Walter Leonhard, vice-president for 
radio; W. E. Clement, director of 
publicity; J. R. Guidgoz, secretary; 
and I. W. Tufts, treasurer. 


Electrical League of Norfolk 
Names Raymond Long President 


Raymond Long, of Prices, Inc., was 
elected president of the Electrical 
League of Norfolk, Va. Other officers 
for 1948 are: F. W. Waller, of R. F. 
Trant, Inc., vice-president ; L. E. Bur- 
ford, of Graybar, treasurer; and C. V. 
West, Virginia Electric & Power Co., 
secretary. 


Inland Empire Chapters 
Name Officer Slates 


The Inland Empire Electrical Deal- 
ers Assn., Spokane, Wash., recently 
announced the names of officers elected 
by five chapters for 1948. For the Big 
Bend chapter they are: president, 
Early Snyder; vice-president, Ray 
Souther; secretary-treasurer, Fred 
Williams. The Coeur d’Alene group 
elected R. W. Burch president; Claude 
Whiteley, vice-president; Gordon F. 
DeFoe, secretary-treasurer. At Lew- 
iston the officers are: president, John 
Nanniga; vice-president, Dewey 
Schiebe; secretary, J. J. Fox; treas- 
urer, Harley Steiner. Leaders of the 
Palouse branch are: president, S. C. 
Haddock; vice-president, Eldon T. 
Strom; secretary, L. A. Winn; treas- 
urer, A. T. Olson. In Spokane the 
officers are: president John F. Boothe; 
vice-president, V. J. Morris; secretary, 
F. A. Tool; treasurer, K. H. Hughes. 
Robert L. Wilkinson, Spokane, was 
reappointed executive secretary of the 
association. : 
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Delaware Appliance Dealers 
Re-elect Atwood President 


Byron H. Atwood, supervisor of 
merchandise sales for the Delaware 
Power and Light Co., was re-elected 
president of the Electrical Appliance 
Dealers of Delaware, Inc., at a dinner 
meeting on January 7. Other officers 
elected were: vice-president, Albertus 
Chance, Wilmington Auto, Sales Co.; 
secretary, Silas W. Pettit, Newark 
Trust Co.; treasurer, William H. 
Frederick, Robelen Piano Co. 


Nebraska-lowa Council Will 
Establish Regional Offices 


The Nebraska—Iowa Electrical 
Council, 1127 W.O.W. Building, 
Omaha, Nebraska, is planning to 
establish regional offices in several 
Nebraska and Iowa cities with the 
purpose of providing more effective 
service to men and firms in the area. 

J. J. Dorr, managing director of the 
Council, recently conferred with appli- 
ance men in Lincoln, Hastings and 
Grand Island, all in Nebraska, for the 
purpose of determining the feasibility 
of setting up offices there. 


Roy Named President of 
Nebraska-lowa Council 


M. C. Roy was named president of 
the Nebraska-Iowa Electrical Council 
to succeed A. V. Sorenson at recent 
annual elections. Mr. Roy is Omaha 
division manager for the Fairbanks- 
Morse Co. Also elected were: William 
H. Guthrie, manager of the Omaha 
Electrical Works, first vice-president ; 
Day L. Harper, manager of the Gray- 
bar Electric Co. in Omaha, second 
vice-president; V. T. Beats, general 
manager of the Western Iowa Power 
Co., secretary ; and John Kresl, Kresl’s 
O.K. Hardware, Omaha, treasurer. 

The Appliance Dealers Assn., an 
affiliate of the Council, recently elected 
Paul H. Matthaidess, manager of the 
appliance department of Davidson's 
Furniture Co., president to succeed 
John Kres!. Other officers include: 
Frank Resnick, vice-president; Gene 
Haney, secretary; George Carter, 
treasurer. 


Canadian Air Conditioners 
Elect Officers for 1948 


The National Warm Air Heating 
and Air Conditioning Assn., Ottawa, 
Ontario, Canada, has elected the fol- 
lowing officers for 1948: president, 
M. H. Smith; vice-president, J. P 
Thibault. Board members include A. 
Karges, F. R. Rand, and C. K. Souder. 


L. A. Group 
Elects Officers 


At its annual election the Los 
Angeles Chapter of the Representa- 
tives of Radio Parts Manufacturers 
Inc. chose Carl A. Stone, manufac- 
turers’ representative on the West 
Coast, to head the group for the 
ensuing year. Gerald B. Miller was 
elected vice-president and M. D. Ealy 
was re-elected secretary-treasurer. 
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Builds More Appliance 
Business for You... 


Sprouse invites you to compare these values in home cool- 
ing and ventilating equipment with any others on the market. 
Check them on design, construction, performance, price—and 
you'll quickly see why Sprouse means more business, more 
profits for you. Write today for liberal distributor terms and 
full information on the complete Sprouse line. 





SPROUSE 10” 
KITCHEN WINDOW 
VENTILATOR 


. 


ag 
Bg 


Forces cooking odors 
and excessive heat from 
the kitchen in a jiffy. No- 
tice streamlined styling 
and sturdy safety grille. 
Fits windows 23” to 33” 
wide (42” withextension 
panels). No alterations; 
no special wiring re- 
quired. Four wood 
screws hold unit securely in window frame. Comes with eight-ft. 
ivory cord and switch. 


e% 


SPROUSE 30” WINDOW 
OR ATTIC AIR MOVER 


For home use it can be easily in- 
stalled in the window or in the at- 
tic. Drives out stale air and smoke 
... brings in fresh, cool air quickly 
and quietly. Powered by rugged 
4, hp motor and furnished with 
attractive safety-grille. Approxi- 
mate capacity: 7,000 C.F.M. Over- 
all dimensions: 36” square. 





a 7 
Bd 


SPROUSE AIR MOVER FOR ~ 









ATTIC INSTALLATION 


Here’s an unequaled value for cooling 
and ventilating the home or place of 
business. Comes in 30”, 36” and 42” 
sizes. Provides a complete change of air 
quickly . . . brings cool air into every 
room... exhausts stale, hot air throug 
the attic. Easy and economical to install 
and operate. 





As a window ventilator (left, above) the unit is installed easily 
with eight wood screws; fits most any window without alterations 
and does not interfere with operation of windows. As a floor 
circulator (right, above) it is equipped with attractive extra grille 
and chrome-plated handle and feet—for easy portability and firm 
footing. Unit is powered by direct-drive, low-speed motor. Eight- 
ft. ivory cord with two-way switch developing 3000 C.F.M. in 
low and 4200 C.F.M. in high. 


Vv. E. SPROUSE COMPANY, INC., COLUMBUS, INDIANA 
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Frozen Foods Will be Pre-Cooked, 
Jamestown Dealers Told by Cain 


“The freezing and refrigeration of 
food stuff is still in its infancy,” J. F. 
Cain, general sales manager for the 
suffalo division of Frigidaire, said 
at a recent dinner meeting of the 
Jamestown (N.Y.) Assn. of Elec- 
trical Dealers. “Today 90 percent of 
the frozen food is raw, but I predict 
that in the not too distant future 90 
percent of the frozen food for sale 
will be cooked in huge kitchen cen- 
ters to be defrosted and heated in the 
home,” Mr. Cain declared. 


Otto Named Head of Shreveport 
Air Conditioning Contractors 


A. H. Otto was elected president of 
the Air Conditioning and Refrigera- 
tion Contractors Assn. of Shreveport, 
La., at a recent meeting. Other 1948 
officers include: E. J. Kearby, vice- 
president; Walter Free, treasurer; 
and Robin M. Hood, secretary. The 
group plans to organize a local chap- 
ter of the American Society of Heat- 
ing and Ventilating Engineers and is 
also working toward the adoption of 
a refrigeration and air conditioning 
safety code for Shreveport. 


West Penn League Elects 
Douglas Wallace President 


Douglas Wallace, manager of the 
Graybar Electric Co., has been elected 
president of the Electric League of 
Western Pennsylvania. Named vice- 
president was C. Greer Yount, man- 
ager of the Pittsburgh branch of Sears, 
Roebuck and Co. The secretary is T. 
O. McQuiston, residential sales pro- 
motion director of the Duquesne Light 
Co., and the treasurer is W. W. 
Satchell, manager of the General 
Electric Supply Corp. 


New NERA Chapter 
Formed in Georgia 


A statewide organization of the 
National Electrical Retailers Assn. 
has been formed in Georgia with 
Robert Shelley as state chairman and 
Mayo Clark as chairman of the At- 
lanta group. Some 30 electrical dealers 
attended the organizational meeting. 


Hawaiian Group 
Has New Officers 


The Electric Appliance Distributors 
of Hawaii elected David F. Wisdom 
to serve as its president for 1948, 
Vice-president is Cletus F. Chausee; 
secretary, W. E. Garrison; and treas- 
urer, Doyle C. Alexander. 


Canadian Refrigerator 
Makers Elect Dowson 


Clifton Dowson has been named 
president and R. H. Lock has been 
elected vice-president of the Canadian 
Refrigerator Manufacturers’ Assn. 
Both men are from Toronto, Ont., 
Canada. 


Bryans Re-Elected President of 
Electrical Assn. of Philadelphia 


Henry B. Bryans, president of the 
Philadelphia Electric Co., was re- 
elected president of the Electrical 
Assn. of Philadelphia at a recent meet- 
ing of the board of governors. All the 
other officers were re-elected, includ- 
ing E. W. Loomis, district manager 
for Westinghouse Electric Corp., vice- 
president; Philip H. Ward, Jr., presi- 
dent of Ward Electric Co., treasurer , 
and Robert J. Moran, Middle Depart- 
ment Rating Assn., secretary. 


IEA Chooses 
New Officers 


The 1948 officers of the various 
chapters of the Intermountain Elec- 
trical Association were elected as 
follows: 

For the Cache Valley Chapter; 
president, V. L. Ferrin; first vice- 
president, Clarence Kendrick; second 
vice-president, Jack Allson; secretary- 
treasurer, W. E. Dunbar. 

For the Utah County Chapter; pres- 
ident, Eldon McKell; vice-president, 
Carl Watkins; secretary, H. Gilbert 
Barton. 

For the Sevier Chapter; president, 
Frank Parks; vice-president, Clinton 
Torgenson; second vice-president, 
Sherman Anderson; secretary, C. R. 
Thorne. 

For the Southeastern Utah Chapter; 
president, P. J. Bowman; vice-presi- 
dent, Ted Brown; secretary, H. Gil- 
bert Barton. 


Stromberg Credit Manager 
Named to Chicago Assn. Post 


H. J. Cunningham, credit manager 
for the Stromberg-Carlson Co., has 
been appointed to the executive board 
of the Electrical Credit Assn., Chi- 
cago, to serve the unexpired term of 
Riley Delano, Westinghouse Electrical 
Supply Co. Mr. Delano recently re- 
signed because of the pressure of 
other duties. 


Pastels by Orley 





YOU DON’T have to have a traditione! 
white baked enamel finish on your freezer 
if you don’t want it, says Orley Freezers, 
Inc. New models, introduced at a recent 
national show, feature a choice of four 
popular pastel shades to complement any 
decorator scheme in modern kitchen 
planning. 
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YOU CAN 
DEMONSTRATE 
AND PROVE <u 


Zs 
Sa 


SUPERFLAME’S 'B 


f 


300 


FUEL ECONOMY zm 
Me 100. 
FUEL SAVINGS | A 
LOWER COST 


WITH THE 


SUPERFLAME 
ALCOHOL 


DEMONSTRATOR 


WHICH 
MEANS 
EASIER SALES 
FASTER SALES 
MORE SALES 
AT A 

LOWER 
SELLING COST 
FOR YOU 


UEEN STOVE WORKS, INC., Albert Lea, Minn. 


MANUFACTURERS OF THE FAMOUS Superflame Line of Oil Heaters + Kitchen Heaters 





Floor Furnaces * Water Heaters » Range Burners 
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Is BUSTING OUT 
ALL OVER! 


The BIGGEST CAMPAIGN 
for the BEST GAS RANGE in our 77 Years! 


UNIVERSAL’s epoch-making ‘‘Comfort-Touch”’, its ““Whirlpool” 
broiler, Radiant Mesh broiler burner, removable glass oven panes, 
all found only in UNIVERSAL .. . plus fully automatic oven 
control and a score of other advanced aids to good cooking... 
are being told in the greatest advertising campaign in Cribben 
& Sexton’s history. 


Advertising appears in America’s leading magazines, with 
a combined circulation of 80,000,000. Add to this the tremen- 
dous “‘“Gas Has Got It!” campaign now conducted by A.G.A., 
featuring UNIVERSAL. Then top it off with a powerful program 
of cooperative advertising by UNIVERSAL dealers. 


isn't this the kind of selling job you would 
like to be in on ?... And it’s only Spring! 





CRIBBEN & SEXTON 
@ 







GAS RANGE 










Tat O84 Miuag * Sen ©” 
ee » 
* Guaranteed by» 
Good Housekeeping 
~d ” 
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CRIBBEN & SEXTON CO., 
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700 NORTH SACRAMENTO BOULEVARD, CHICAGO 172, ILLINOIS 
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GIRL SCOUTS RECEIVE their Junior Cooks certificates from home service econ- 
omist, Molly Sylvester of the San Francisco division of the Pacific Gas & Electric Co. 


Training Junior Cooks 


Youngsters in PG&E Territory Will Grow Up 
to Be Discriminating Buyers of Appliances 


HE woman assistant of an elec- 

trical dealer recently told of her 
difficulties in selling electrical equip- 
ment to young brides, who frequently 
knew nothing of what they needed, but 
purchased on the basis of external ap- 
pearance alone. The home service de- 
partment of the Pacific Gas & Electric 
Co. is helping to train the youngsters 
of northern California in ways which 
will make them more discriminating 
buyers and better prospects for electri- 
cal equipment when they reach the age 
of making their own purchases. 

A junior cooks’ training program di- 
rected toward the training of Girl 
Scouts and other girl groups, within 
the schools and outside, is being carried 
on throughout the territory served by 
the company. In San Francisco last 
year a series of seven 4-hour classes 
was presented throughout the summer, 
when girls of this age were free from 
school. Twenty-seven girls and eight- 
een girl scout treops were represented, 
twenty-one of the participants finishing 
the program and receiving certificates. 

The classes were organized so that 


MAY 1, 


THE CHEFS FOR THE DAY mix Brownies for tea for mothers and guests. 


each girl had a part, the group being 
divided each time into first and second 
cooks, shoppers, hostesses and house- 
keepers, each of which was decorated 
by a‘ badge, and each given specific 
duties. The tasks were rotated during 
the successive classes, so that by the 
end of the eourse all had had experi- 
ence in preparing food, setting table 
and cleaning up. 

The subject matter of the courses 
covered such subjects as: meal 
ning, marketing, food storage and 
proper preparation and cooking, basic 
nutrition, table setting, hostessing, eti- 
quette, and care and use of range and 
mixer. In this series, the total cost 
of food for the seven lessons came to 
$59.91. with miscellaneous costs oi 
$4.14, or a total of $9.15 per lesson. 

Similar courses have also been given 
for Campfire Girls and for groups in 
the public schools, both in San Fran- 
cisco and elsewhere throughout the 
territory served. Requests for similar 
programs come regularly from the girl 
leaders and from parents, who find the 
course excellent home training. End 
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Tele-toneM ELEWISION 


4 new LOW in price - - - 


DISPLAY IT...SELLIT! * 


Tele-Tone’s reputation for turn-over and profits is dramatically 
repeated with this answer to low cost Television. Here’s the 
FIRST set designed for over-the-counter-sale...over-the-top-profits. 





q new HIGH in sales 


95 


ie Rap ade oh tL 


JUST LOOK AT THE FEATURES 
.-»» FEATURES THAT SELL! 


e ALL channel tunin 
operates everywhere wi t re-alignment 
e ALL controls accessible 
vertical and horizontal hold controls on front 
e LARGER tube complement 
powerful circuit assures maximum results 
e EASY-VIEW screen—26 square inches 
can be seen from all angles 
e SIMPLE installation 
will operate equally well on weak or strong signals 
e MAHOGANY cabinet 
harmonizes with period or modern decoration 
+ Ph sans pee sl ee 
picture sound perfectly tuned as soon 
as channel is selected J 
e F.M. circuit 
gives you noise free reception 





$9.95 
Model #165 


Model #166 Model #182 
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—_— Another of a long 
5 and profitable line 
ed of Tele-Tone sales 
$16.95 $19.95 and traffic builders. 


PLUS $1.30 FEDERAL TAX 
INSTALLATION EXTRA 








TELE-TONE 
WILL ARRANGE 
FOR INSTALLATION AND 
ONE YEAR GUARANTEE. 
ALL YOU DO 
1S SELL. 













MODEL #Tv-149 


Here at last is Television at a price 
every one of your customers can 
afford. Here is perfected Television 
you can sell to apartment-dwellers, 
suburban home-owners . . . anyone 
who wants the enjoyment of clear, 
brilliant Television. 


Tele-lone 


540 WEST 58th ST. 
NEW YORK, N. Y. 


a “ ¢ 


$24.95 
Model #160 








$19.95 
Model #159 


$34.95 
Model #183 









































SHORTAGE 
your oll 


SALES? 


Not if You Sell the 
Spark Oil Burning Heater 


IS THE oll 
THREATENING 
HEATER 







Spark burns No.3 oil with a clean, 
clear, fan-shaped flame—more heat 
at lower cost per gallon of fuel. 





SPARK HEATERS 
burn NO. 
FUEL OIL! 


Spark oil burning heaters are approved by Underwriters’ 
Laboratories, Inc. to burn No. 1, No. 2 and No. 3 oil. 
No. 3 oil (furnace-diesel oil) is readily available. 
Though lower in price, it gives 4000 more B.T.U.’s per 
gallon—a definite saving of fuel. 
Since 1902 SPARK Stove Co., 


stove business, exclusively. If 


Inc. has been in the 


you would like to join the 
group of Spark dealers, write 
today for full information. 


SPARK MODEL 4070 


SPARK wwrwinc HEATERS 


A PRODUCT OF 


SPARK STOVE CO., 


FORMERLY HAMMER BRAY € 








SPARK Swve Co., Inc., Dept. E-5 
2619 E. 12th Street, Oakland 1, Calif. 


Gentlemen: I am interested in becoming a Spark dealer. Please send me 
full information. 














Name 






Firm 


Address sila 
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In the Women’s 


Magazines 


Ladies Home Journal 


Chere’s another kitchen—this time 
the “Working-Wife Kitchen”—de- 
scribed by Gladys Taber in the April 

| issue of Ladies Home Journal. Gen- 

| erous space for once-a-week marketing, 
including a 2-temperature refrigerator, 
is part of the plan, and a pleasant eat 
ing space right at hand is featured. 
\utomatic appliances are considered of 
prime importance in a kitchen of this 
type 


Woman's Home Companion 


elation between the 
and the home freezer in 
tood storage, conservation and prepa- 
ration is pointed out by Elizabeth 
Beveridge in the April Companion, in 


[he close inter-r 
electric range 


“Have You This Couple In Your 
Kitchen?” 
Good Housekeeping 
Helen W. Kendall and Brian J. 
Armour collaborate in April Good 


Housekeeping, in reporting on a re- 
cent ale made in the Institute's 
kitchens and laboratories in an en- 
deavor to help women get the greatest 
use from their automatic clocks. The 
article is entitled “Oven Clocks are 
Automatic Cooks.” 


McCall's 
“This is How We Wash Dishes and 


Like It” opens the second of a series 
by Elizabeth Sweeney on “How 
America Keeps House”. The April 
issue covers a visit to the home of Joe 
srowder of Atlanta, Ga., who has an 
all-electric kitchen, complete’ with 
laundry equipment. 


Better Homes and Gardens 


“Do You Make th 
Toaster?” gives six ideas for using a 
toaster at lunch, dinner and snack 
time, in addition to the usual breakfast 
performance. April, Better Homes. 


House & Garden 
“The Case of the Turquoise Re- 
frigerator” in April House & Garden 
advocates the use of color in major 
appliances in the kitchen. 


e Most of Your 


American Home 


In “Let Them Work for You” 


Edith Ramsay extols the virtues of 
y 


Plan to Double ‘47 Sales 


DISTRIBUTORS of the Crown Div., 
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double 
matic controls. 


oven ranges with their auto 
April, American Home 
The importance of an electric washer 


and an electric vacuum cleaner in moth 


prevention is listed by Elizabeth Fulle: 
in “Moth Starvation”, in the same 


issue, 
Family Circle 
“Save Money on House Cleaning” 
by Sue Sutton includes the vacuum 


cleaner and attachments as well as 
waxer as equipment to be included, in 
Family Circle’s April edition. 

“So You're Buying a Home Freezer” 
is another article in the same issue, 
in which Grace White gives basic 
pointers to readers contemplating the 
purchase of a home freezer. 


What's New in Home Economics 


“Electricity Serves the Entire 
Home” leads off a section of “What's 
Vew for April entitled “The House”, 
followed by “How to Read A Wiring 
Layout”, “The Esthetics of Lighting.” 

The Home Freezer is the subject of 
the Household Equipment Section of 
this issue, beginning with “The 
Freezer—A New Tool in Home 
Management” and covering “How 
They Are Made and How they Work; 
How to Choose, Process, Package and 
Use Frozen Foods and a “Study of 
Home Freezers at Firsthand” which 
shows 24 different models now avail 
able. 


Farm Journal 


In the March issue of Farm Journal, 
Lenore Sater, head of Housing and 
Household Equipment Research U. S. 
Department of Agriculture, described 
a kitchen designed by the Bureau of 
Home Economics and built at the 
USDA research center at Beltsville, 
Md. Working drawings will be avail- 
able from many state college Exten- 
sion Services. Anyone interested in 
receiving plans can write the Bureau 
of Human Nutrition and Home Eco- 
nomics, USDA, Washington, D. C. 
for a list of states handling this plan 
The title of the article is “A Farm 
Kitchen Full of New Ideas.” 


Successful Farming 


“How to Bring HomeWiring Up to 
Date,” is the title of an article by C. 
Freuler, a master electrician 


Marathon Foundry and Machine Co., who met 
recently with company officials to hear 1948 sales and advertising plans for the 
firm's space heaters, silage throw-down, and barn-cleaner, also heard sales manager 
R. E. Onstad (fourth from left, seated) predict that this year’s sales would double 1947. 
Third from left is Arthur E. A. Mueller, Marathon president. 
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IMPARTIAL TESTS RATE 
BLACKSTONE “TOPS” IN PERFORMANCE 


One ina series of 
messages 

stone's to, Black- 
network of selected 
dealers, in which 
facts—not daims— 
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¢ 


e Although th 
have recently re 
nique which att 
the germ-killing 
ity of its sponse 
still be given to 
ducted compara 
independent organizations. 
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VISIT US AT 
ATLANTIC CITY 
HOUSEWARES 
| APPLIANCE SHOW 





SPACE 644-646 








LADIES’ HOME JOURNAL........... 
WOMAN’S HOME COMPANION 
BETTER HOMES & GARDENS 
HOUSEHOLD MAGAZINE... 
HOLIDAY Spanien 
TOTAL CIRCULATION. . 


@ Everhot Rangette squarely meets a universal urgent 
need for complete, dependable cooking facilities that can 
be used in a clothes closet or bath room if necessary. 


...MAY 


“ese ee eee ** 


@ Everhot Rangette consumer advertising will reach 
powerfully into every city, village and farm home in the 
United States during May and June. 

@ Display Rangette. Feature it in your local promotion. 
Make it easy for the people who will want to buy an 
Everhot Rangette to find it in your store. 


Order Stock Now! 


THE SWARTZBAUGH MFG. COMPANY 
TOLEDO 6, OHIO - ESTABLISHED IN 1884 


€VERHOT PRODUCTS 
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| Selecting Salesmen 





Item 
| Age 

21 to 40 

41 to 50. 

50 and over of 
Total Dependents 

One, two or three 

Four or more 

a os 
Number of Jobs in Last Five Years 


Weight 


on > 


ween 
Two or three... 

Four or more 
Time Unemployed in Last Five Years 
Never unemployed : 

Unemployed any length of time 
Present Employment Status 
Employed ... rion 
Unemployed .. 
Marital Status 
Single, Married, Widowed 
Divorced or separated 
Have Savings and/or Investments 
_ ae 
No 


The weights assigned to each item 
may then be totaled by the dealer and 
the net result shown. The distributor 
suggests that an applicant’s weights 
should total at least 11 to make him 
eligible for consideration as a poten- 
tially good salesman. Any total below 
this is of course decidedly against the 
candidate and comprises a distinct 
warning to the interviewer. 


os ons on on ow & owns 


Guesswork Eliminated 


‘This is a simple method of weigh- 
ing a man’s potentialities,” says Mr. 
Palmer, “but I have found it invalu- 
able in selecting salesmen. A system 

s kind simply takes the guesswork 
out of the task of choosing men who are 
to represent you and who are to sell 
your products.” 

Mr. Palmer does not see earnings as 
a stumbling block to the employment 
of salesmen. He has tried out all the 
methods in use for payment of sales- 
men and concludes that the most satis- 
factory for beginners is a commission 
and salary. However, for top-notchers, 
Mr. Palmer believes a maximum com- 
mission is preferred rather than 
minimum commission and drawing ac- 
count. 

He also believes that training of 
salesmen should be confined to the 
sales department rather than the entire 
business. In other words, he thinks 
that sometimes a salesman who starts 
learning the business by entering the 
service and repair shop can pick up 
much information of a technical nature 
which may be detrimental to him in 
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“AND NOW STAY TUNED FOR THE NEWS OF 





THE DAY.” 


MAY 1, 


CONTINUED FROM PAGE 58 
































his efforts to talk a simple sales lan- 
guage. 

Sales training courses are valuable, 
according to Mr. Palmer, who gives 
them full endorsement, but he believes 
that the selection of salesmen is the 
most important step the dealer makes 

“It’s like the old ‘silk-purse-from-a- 
sow’s-ear’ adage,” he declares. ‘You 
just can’t make a salesman out of a 
man who isn’t a salesman at heart, 
and it’s up to the dealer to find this 
out at the time of employment. It’s 
amazing how few dealers really go 
deeply into a man’s background to find 
out whether he has the qualifications 
for selling or not. With the field limited 
as it is, too much care cannot be 
exercised in selection of salesmen. 


Adustments Needed 


“There is another matter which 
affects the dealer—and his salesmen— 
and about which some adjustments 
should be made,” he says. “That is 
the fact that a large volume of appli- 
ances never goes through the dealer’s 
hands. Contractors buy directly from 
the distributor or manufacturer and 
install the appliances themselves in the 
houses they are building. After all, the 
dealer is the distributor’s salesman 
and you'd think they would play ball 
with him one hundred percent. The 
present system by which the dealer 
must allow the contractor a discount 
if he sells him, is unfair to the dealer. 

“One definite answer to most of these 
problems is a good, strong dealers’ 
association in every city, with strong 
ties to a state organization. Such a 
set-up would afford protection to the 
dealer, salesman and consumer.” 

Mr. Palmer, whose shop is located 
at 334 West Forsyth Street, Jackson- 
ville, has five on his payroll at present 
but he says more will be added when 
he finds salesmen with the right quali- 
fications. Meantime, he has licked the 
problem of high rents for warehouse 
space by purchasing two Army surplus 
buildings from nearby Camp Blanding 
and putting them up on a vacant lot 
which he owns. End 


1948—ELECTRICAL MERCHANDISING 











. 


s lan- 


uable, 
gives 
‘lieves 
is the 
nakes 
om-a: 
“You 
‘ of a 
heart, 
d this 
It’s 
ly go 
0 find 
ations 
imited 
ot be 
en. 


which 
men— 
Hments 
hat is 
appli- 
ealer’s 
+ from 
r and 
in the 
ill, the 
esman 
iy ball 
The 
dealer 
scount 
dealer. 
f these 
lealers’ 
strong 
such a 
to the 
” 
located 
ckson- 
resent 
when 
quali- 
‘ed the 
ehouse 
jurplus 
anding 
ant lot 


End 


SING 











Shortest testimonial: “Sho’ is”... 
from laundress whose time is 
worth more... with TipToe. 






Laundry proprietor: 
“TipToe like day off, velly 
fine, velly fast, velly easy!” 


Strongest selling point for TipToc?.. . Hardly 


know where to start! ... For the customer, there’s the big 


Ohio woman writes,”... 1 
have 45 shirts to iron every 
week and the TipToe cuts 
my time in half...” 


saving in energy and ironing time... the unique, patented, 
Tell prospects with children. 


hinged soleplate that permits the Toe to be used by itself as 
a small iron on fine work—gives a woman two irons in one! 
.-. plus the comfort of the always-cool handle, the efficiency 
of the cast-in heating elements, the light weight, dependable: 
fabric dial, reversible cord... 

For YOU ... TipToe is now nationally known with 
introductory newspaper campaigns in major cities, full-color 
pages in Ladies Home Journal every month...has a 
$6-plus margin that makes it worth stocking, showing, 


selling... returns a major appliance profit ...makes every 





—~ owner an effective sales agent—for free! ...If you 


Just show TipToe to any left-handed 
woman ...and the reversible 
cord makes a sale! 


don’t have TipToe, you’re missing the biggest postwar 


opportunity in small appliances! Get 







after your distributor to 
get it to you— 


pronto! 





Business girls and brides say TipToe 
, takes the toil and trouble 


aa TipToe wy YALE 


See Tip Toe at ... Booth 146, Convention Hall. Made by The Yale & Towne Mfg. Co., makers of famous YALE locks, bmilders 
National Houseware Show—May 30 to June 4 hardware, and other products since 1868...Empire State Bldg., New York City 
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You sell automatic washing machines, dishwashers, 
water heaters. But why stop there? The successful 
operation of these appliances depends upon the use 
of soft water. So .. why not complete the job? 
Sell water softeners, too. MODERN Water Softeners, 
to be specific. 

Soft water makes all the difference in the world. 
Water softening chemicals and detergents do only 
a partial job . . . and are a continuing expense. 
With properly softened water, clothes are washed 
cleaner, whiter, softer . . . in less time and with a 
tremendous saving in soap. Dishes come out with 
a brilliant shine and sparkle. You'll be doing your 
customers a favor when you sell them MODERN 
Water Softeners . . . and you'll add a substantial 
profit to the deal. 


WATER SOFTENERS 





MODERN Water Softeners contain ModerneX . . . 
the new high capacity synthetic black zeolite. This 
mineral, which adds nothing to the water, not only 
softens it, but removes iron and filters out silt and 
sediment as well. And ._. this is important. . . 
MODERN Water Softeners are equipped with the 
new Regenetrol 4-way single-control valve and Sig- 
nalarm timer that make the job of regenerating so 
simple and easy. No other softener can give you 
these two outstanding features. 

Don't be satisfied with only a part of the business. 
Plan now to get your share of this extra profit. 
MODERN Water Softeners are as easy to install as 
a water heater and they're available now in a wide 
range of types and sizes for all applications. More 
than 300 jobbers handle them. If yours can’t 
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Regenetrol., This single-control valve 
really takes the work and uncertainty out of 
the regenerating job. It performs the entire 
operation . . . brining, rinsing, brine refill, and 
service. Simple easy to use. Just move the 
handle from one position to the next through 
four progressive steps . and the softener is 
again ready for service. It’s tested for a life- 
time of use . . . working parts are of phosphor- 
bronze self-unloading type .. . no scoring 
of valve seats . no sticking. Has built-in 
automatic ejector. 


Signalarm. Here's another feature that 
users like. When regenerating a MODERN 
Softener, set Signalarm for the correct rinsing 
period and forget it. When time is up the alarm 
rings as a reminder to move the Regenetrol 
handle to “brine refill’’ and on to “service”’ 
No tedious waiting . no clock watching. 
Saves time . . . prevents waste of water and 
capacity insures perfect regeneration. 
Signalarm is exclusive with MODERN 


MODERN WATER EQUIPMENT COMPANY 











Farm Youngsters Win 
Appliance Use Prizes 


Thirty-five days’ time was saved and 
103 miles of travel were eliminated 
by the addition of an electric milking 
machine, milk cooler and water heater 
on the farm of John Charles Marley, 
17, of Summitville, Ind. Value of the 
time saved was $460, and his report 
brought him a $75 award. 

Some 11 farm boys and girls shared 
in the $50 to $150 awards made re- 
cently by the Indiana Electric Assn., 
according to E. R. Hauser, executive 
secretary. 

Howard Mills, Jr., 18, Indianapolis, 
former winner of the Indianapolis 
Power & Light and Westinghouse 
awards, won $150 for his dairy re- 
arrangement which, with the addition 
of a $35 water heater, automatic wa- 
ter system, and electric feed grinder, 
made annual savings of 11% days in 
time, eliminated 20 miles of travel, and 
lifting of 1,000 gallons of water. 

Addition of an electric elevator and 
rearrangement of existing facilities 
would show an annual profit of $172 
in harvesting grain, according to Don- 
ald Emenhiser, 19, Fort Wayne, which 
brought him the $125 award. 

The installation of an electric range 
and mixer in the rearrangement of 
the kitchen would save 235 hours an- 
nually in doing the family baking 
according to Phyllis Lochamire, 16, 
Pleasant Lake, Ind. Some 8% miles 
travel too, could be saved annually 
by the use of an electric refrigerator, 
toaster and other household equipment 
She won the $100 award for this study. 

Joan Lee Marsh, North Vernon, 
also showed how adding a $35 electric 
mixer would improve baking methods, 
with a saving of 7 miles of travel and 
4.6 days time annually. Electricity 
used for cooking, pumping water and 
refrigeration were more convenient 
and less expensive, according to her 
report which brought a $50 award. 

Use of electric washing equipment 
saves annually 18 miles travel, 59 
hours time and lifting of 18 tons, said 
Jeanne Henrietta Gebert, Larwill, Ind. 
And Ann Schelke, 17, Richmond, 
showed by the use of an electric sew- 
ing machine and electric iron an an- 
nual saving of 9 hours time and 3.7 
miles travel, and the climbing of 2,800 
stairs could be effected. These girls 
won $50 awards. 

The $75 award was given to Robt. 
Allen Chattin, Washington, Ind., for 
his study on improved methods of 
harvesting corn, saving 46 hours an- 
nually, lifting 330 tons and shoveling 
850 bu. of grain. Rearrangement of 
existing facilities with a saving of 64 
hours time, 4814 miles travel annually 
in providing water for swine, brought 
Max E. Smith, 19, Fairmount, one of 
the $50 awards. Another $50 winner 
was Orville H. Lubker, Jr., Browns- 
town, who showed how methods of 
feeding chickens, milking and other 
chores could be changed at a cost of 
$30 to eliminate 37 miles travel and 
save 25 hours’ time in 7 months. 








eee eee 
* supply you, write for our full line catalog. We'll see S60 Goast Case ee oes Canadian Appliance Sales 
+ that you get service. oat : | Jump 24.3% in February 

. 
; ° The Merchandising and Services 
: _* ; Branch of the Canadian government 
. a we also manufacture a full line of MODERN Gas and Electric Water Heaters. ° reported recently that department store 
. : e Model A-5 (left) is a 110 volt plug-in type allon unit for use where hot water is needed 4 sales of appliances and electrical sup- 
. { 4 at only one faucet in modest quantities and where space is at a premium. ° plies rose 24.3 percent in February as 
° Ss Model ME (right) is the domestic size electric water heater made in 30, 52 and 82 gallon capacities. . compared with the same month of 1947. 
° Our catalog gives fall detail. Weite for tt. Ls : Radio and musical instrument sales, 
FCC HEHSH HEHEHE SHEESH EHESHEESEEEEESESESEEEHEEHSHEEHSEHEHEEHESESESEEEESEEEESSE however, fell 20 percent. 
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WITH THE 
SENSATIONAL 





Cutaway view of sensational new full 
console heat unit. Note Heat Economizer 
plates at top which lengthen heat column 
to 6% feet for greater heating efficiency 
and OIL ECONOMY. Here is no old-fash- 
ioned round heat unit, but a completely 
NEW wide design, built by Lonergan es 


pecially for the new Fireside. 
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PROPELLER FAN — With exclu- OVAL 
sive, patented motor-cooling flame. 
duct. Provides floor-level heat. 


BUILT-IN DRAFT REGULATOR — 


Factory set. No adjustments need- 


ed. Perfect operation at 


much 


lower draft than ordinary heaters. 
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scratch to be what it 
s NOT an old-style Highboy 
cut down to fit a modern cabinet! The 
Fireside is new inside and outside! It’s a cabinet 
chock-full of heater—no wasted interior space. 
See cut-away view at left. It gives more heat, 
but it burns Jess oil! And to top efficiency has 
been added modern beauty to blend with other 
fine home furnishings. Help your customers— 
save money on fuel bills—and you'll automati- 
cally help yourself to more sales and more 
profits! Write, wire, or phone NOW for details 


of the Lonergan franchise. 


LONERGAN 


MANUFACTURING COMPANY 
ALBION, MICHIGAN 


BURNER — Wide, ho! 
More radiant heat. No 





bunched, oil-wasting fire. 


MINIFLOW PILOT — Thumb-size 
flame—conserves oil. Not just a 
turn-down that gives wasteful, 
unwanted heat. 
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FOR 


CONTROL OF ATTIC AND 
WINDOW VENTILATION FANS 


Homeowners everywhere welcome the extra comfort of 
cooling fans .... the convenience of having fans con- 
trolled automatically. Sell comfort at a profit with 
Paragon “AF” Timers designed for dependable, 
automatic control of attic or window ventilation fans. 
All electric no springs to break. Accurate 
powered with quiet Telechron motor. Easy-to-install. 
Choice of two time ranges: 0 to 10 or 0 to 20-hour 


settings. 


Sell comfort ata profit with Paragon “AF”. Write to- 


day for the complete sales story. 


“Just Set The Dial’ 41° 
r LIST 







For fans up 
to ¥, H.P. at 
115 Volts AC. 


NEW LIBERAL DISCOUNTS 
SEE YOUR JOBBER OR 
WRITE FOR DETAILS 





Controls Attic and Win- 
dow Ventilation Fans 


Automatically 


Paragon 


ELECTRIC COMPANY 


Telechron 
MOTORED 





1638 TWELFTH ST. 
TWO RIVERS, WISCONSIN 


BUILDERS OF ELECTRICAL 
EQUIPMENT SINCE 1905 
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| of certain appliances, the results of is effected. These meetings also offer 
tests of recipes, and other items of Mrs. Waters an opportunity to im- 
household interest. However, these press upon the firm’s younger salesmen 


| plans are still in the discussion stage 


JAMES H. BARNETT (second from right), sales manager, leads his sales 
force into the service department to see a demonstration of the inside workings 


of an appliance. Close cooperation between the two departments is a policy of 
the Miami firm. 


Customer No. 1—the Housewife 


CONTINUED FROM PAGE 43 











school,” explains Mr. Kelley. “We felt 
that Miami housewives were ready for 
something bigger and better and we 
gave it to them. The cooking school is 
only a small part of the program now. 
One day, we demonstrate the use, care 
and facilities of the home freezer. The 
next day, the demonstration will center 
around the washing, drying and iron- 
ng of clothing. The next day will be 
devoted to some other appliance, and 
so on. Attendance at the sessions of 
the institute has exceeded a thousand.” 

An idea under discussion at present 
between the heads of the firm and Mrs. 
Waters, involves plans for having a 


inaugurated sometime during 1948. 
The plans are representative oi the 
continued studied efforts by the firm fF 
to serve the homemaker in the Miami 
area. 

An important cog in the Aufford- 
Kelley machine is James H. Barnett 
sales manager. To carry out the firm’s 
policy of catering to the housewife 
Mr. Barnett has instituted a system oi 
‘ooperation between the service, sales 
and home economics departments 
which calls for joint meetings of all 
three staffs every Saturday morning 
Valuable coordination is thus obtained 
between the three sections, and a 
deeper understanding of service prob- 
lems by the sales staff and vice versa 








committee of housewives report—via a 
radio program—on the use and merits 


the need for correct and careful demon- 


but probably will be worked out and _ stration of all types of appliances. 




















BILL AUFFORD, service manager and son of one of the store owners, 
has his say at a sales meeting where service men and salesmen exchange ideas. 
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“The old philosophy that salesmen 
create trouble which service men must 
take care of, has been licked,” says 
Mr. Kelley, who supervises the meet- eo eZ wy y ba q R 

i ings. “We believe in practicing as a 
team and without close cooperation be- 
tween sales and service, we certainly 
would fail in our overall merchandising MERCHANDISIN 


a G DEPARTMENT 
program. 





Housewife Is Target 
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“This cooperation is one of our basic ie 
ideas for getting next to the house- + 4 
wife. We like to know what she is & 
thinking, and we consider this as im- * 
portant to our sales program as any |° ; 
; other factor, because of its bearing on e 
future business. For example, at the + ie 
. end of last year, we sent out 230 ques- O ortu ! i it l z, P urth. Kilt AL be ; 
= tionnaires to our customers among 3 
; Miami housewives, asking them e 
frankly to report on.the service we had ? ™ 
given them and on the personal quali- FOR EXTRA PROFITS a € 
ties of our service representatives. It he 
was an open invitation to say anything 14 
~ they pleased, which was exactly what Here's something brand new that you 
“a we wanted.” can use in your own store and sell to 
Mr. Kelley's files show that 66 re- other stores in your community——and x 
plies were received with the following refit oleate free betel It's & 
) results: reasonably prompt, 91.9 per- P >> Pee — a ‘ ; 4 
cent; mechanically efficient, 95  per- wonderful new type of illuminated sign iY 
cent; reliable in that promises have the Litewriter. 3 
been kept, 93.3 percent; courteous, ee ; 7 
| 98.3 percent; sympathetic to my prob- It glows brilliantly like neon, but wy 
— lems, 98.2; patient under pressure costs less--and you can change the 3 
irom me, 100 percent, and cooperative, message whenever you wish, to whatever z 
“a wt co was highly gratifyin yOu Vian, in GNy COLeE you wees, : 
0 1 s ras shly ifying, 2 , ie " 
= | of course,” Mr. Kelley continues, “but simply and — 8 9 iffy! You just plug 
Mises the real value of the questionnaire in the display and write or draw your 
showed us our strong and weak points, own sign. Your message will compel 
ufford- and the unfavorable answers showed attention with its brightness and 
larnett us the way to improve our services. color. 
» firm's We plan to continue sending out such 
isewife questionnaires in the future as a help The Litewriter is fully covered by 
stem oi in keeping our finger on the public patents-—-there's nothing else like it. 
e, sales -“ ; There are two models—-the standard ; 
rtments Still another service which attracts : pane wrt ein ; 
. of all the housewife to Aufford-Kelley is the type, shown at right, and a large 
orning firm’s offer to club groups and similar picture—frame type, for which optional ‘= 
henined organizations, of the big auditorium supporting legs are available. You can 4 
and a for use as a meeting place. The audi- operate and maintain either model at practically no cost! 
© or torium has a 12 foot stage with draw 
i» enue curtains and special lights and seats Every business is a prospect for a Litewriter, because it has so 
0 offer approximately 130 persons. It is air- many practical display uses—and so many advantages over all other 
to im- conditioned, fluorescent lighted and is interior signs! Think what you can do with a Litewriter in your own 
alesmen decorated with murals depicting the 
demon- tropical foliage and plants of Florida. window. 
: The stage may be s ith alm« 
es. ae idl a eed oe The coupon below will bring you complete information by return 
comparable size. The piece de resis- mail. Or, just call the Graybar office nearest you. 
tance is the fact that the auditorium 
is wired for music via Muzak, which r 
may be switched on and off at almost | x4 
any time. j 2 & « unpaaey ~ ee: z a 
Adherence to the firm’s merchan- rs = y= ‘ 
dising policy is the keynote of the 
training courses and meetings con- 
ducted by Aufford-Kelley for its sales- MAIL COUPON TODAY! 
men. Incidentally, Mr. Barnett has 
tound the use of a wire recorder an 
invaluable aid in accomplishing the Appliance Department — 


several goals of such meetings, and all | 
neetings of this type today are so | 
ecorded. | 


GRAYBAR ELECTRIC COMPANY, INC. 
420 Lexington Avenue 
New York 17, N. Y. 





Advantages Cited 


ane. . Rush me details about Litewriter signs. | am interested in 
his procedure of recording meet- 


ings has many advantages,” Mr. Bar- 
nett explains. “The fact that a meeting 
is being recorded verbatim disciplines — 
the sales manager in the preparation 
of the meeting; it eliminates extrane- 
ous conversation and ‘bull sessions’ ; it 
gives the top executives a chance to | 
(Continued on page 208) 
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C] selling them | using one or more in my own store. 


ADDRESS . 2. nc cccccccecscesss ; on o0beee 


| CITY. .ccccccccccccccccccccssscces - ZONE... ..+6. STATE. .....c000 
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SGE’S new extra feature, the 
MAGIC-MIRROR door, catches = 


the eye to catch the sale. A yay ‘ 
ee» 


—_— _ __ 


flasher on the oven light makes 


YW @@. 


this SGE Range a live display \ = 
IT’S, A MIRR 


that will attract attention 
















in your window and sell 
itself on your display 
floor. Every woman will 
want the Magic-Mirror 
door that reflects 
hemline or stocking 
seam or “presto” 
gives her a clear 
view of her cake 
baking when the 
light goes on. 








SGE Gas Ranges give you the Magic-Mirror door plus all these 
top-rated automatic gas range features: 


I. Construction CP standards 


ad 


Minute minder or complete time and 
temperature control of ovens 





Elevated smokeless broiler 


Condiment set 





Smart, exclusively designed hardware and accessories 


One-piece turret top 


Dual-ring top burners 


ONAN Aw 


Varied burner layouts 


ED 


Pre-selling your customers. SGE national advertising is telling the MAGIC-MIRROR and 
quality story in Good Housekeeping and Better Homes & Gardens all through the year. 


Models for bottled gas and a complete line to meet every price need. 


ORIOLE-ACORN-VULCAN 


STANDARD GAS EQUIPMENT CORPORATION 


BAYARD AND HAMBURG STREETS - BALTIMORE 30, MD. 


AY 
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Customer No 1— 
the Housewife 
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review the meetings, and it permits the 
salesman to police himself, in that he 
hears himself speaking as though he 
were before a customer, bringing out 
his faults and his strong points. It also 
permits a salesman to rehearse his sales 
presentation and through practice, to 
eliminate errors.” 


Slanted for the Housewife 


Quite naturally, the sales training 
plan used by Aufford-Kelley contains 
many pointers on “how to help a house- 
wife make up her mind.” After the 
usual preliminaries of screening appli- 
cants for sales positions and the actual 
employment, the new salesman gets an 
aptitude test and is required to take 
the General Electric Sales Course. 
Movie films and slides also are used as 
visual aids in the course. An impor- 
tant feature of the training then com- 
mences and the new salesman learns 
from Mrs. Waters the art of demon- 
strating and slanting his sales appeal 
to the Miami housewife. 

An unusual individual profit partici- 
pation plan, in which the salesman 
shares in the firm’s profits by reason of 
length of service and amount of regu- 
lar compensation, is an added incentive 
for the company’s personnel. The plan 
is worked out on a point system and is 
applied to office and service personnel 
as well as to the sales staff. Mr. Auf- 
ford and Mr. Kelley declare the system 
a valuable one and under its operation 
so far, “seems to indicate that the 
larger payments under the plan go to 
the people who have earned them.” 


Service Is Goal 


“From this description of our busi- 
ness, you can see that our goal is direct 
contact with the housewife,” says Mr. 
Kelley. “Our sales training plans, our 
service department, our merchandising 
policy—everything is aimed in this di- 
rection, for we found out a long time 
ago the housewife is our No. 1 cus- 
tomer and we intend to keep her in 
that position.” 


Building Is an Asset 


Not the least of the Aufford-Kelley 
attractions to Miami shoppers is the 
trim, modern building which the firm 
occupies at 5080 Biscayne Boulevard. 
Containing approximately 7,000 square 
feet of floor space, the front of the 
building is a veritable solid glass show 
window. A well lighted display room 
50x 40 ft. is visible to the heavy 
stream of traffic which traverses U. S 
Highway No. 1, on which the store is 
located. Built-in decks with railings 
show off to advantage the latest models 
of appliances and kitchen cabinets. 
Doors lead off to the auditorium, the 
business and executive offices and the 
service department. Scientific lighting 
and air conditioning enhance the 
store’s attraction as a shopping mecca 
for appliance buyers. The firm handles 
the full General Electric line of appli- 
ances, Bendix home laundry equip- 
ment, Pacific air conditioning and the 
Murphy Cabranette kitchen line. End 
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Twenty-five years ago when radios began to 

replace “talking machines,” the public gradually 

usi- accepted this innovation in entertainment. It was 

a the start of a new industry—that today has a mar- 

ai ket value well over two billion dollars. Manu- 

facturers, foreseeing this growing demand, chose 


di- ELECTRICAL MERCHANDISING to sell their 
ime dealers on the sales possibility of their sets. This 
“us- leading publication was their first choice—be- 
| cause even then, as now, it was the publication 


lley 
the 





in which to sell dealers and keep them sold. 

These manufacturers are today’s “Institutions 
in Radio.” Most of them have modernized the 
talking machine and incorporated it in their sets 
and some have broadened out with television. 

History will repeat itself and twenty-five 
years from now the “Institutions in Television” 
will still be reaching their dealers through 
ELECTRICAL MERCHANDISING because it’s the 
“Dealer's Book” — year after year. 


ELECTRICAL MERCHANDISING has always been the first choice of 
eppliance and radio manufacturers to keep their dealers sold. It con- 


tinves as a first choice because it completely and effectively covers 
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STROMBERG-CARLSON 
ROSLEY 
ZENITH 
And these dhe only a few of the firsts. 








































Space does nokpermit the entire list. i 
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CUSTOMERS PREFER 
THE NEW 1948 
























* “Our Sno-Breze cooler 
costs no more to run than 
our electric refrigerator!” 


“Quality comes first 
with me and Sno-Breze ‘ 
coolers really have it!” 7 





“Sno-Breze coolers have everything!” That’s what 
customers, distributors and dealers everywhere are saying 
about the new 1948 Sno-Breze coolers! And... . although 
we don’t like to brag . . . we will say that our 1948 line 
is the finest we've ever manufactured. There are plenty 
of dealer aids too! Heavy national advertising, folders, 
catalog sheets, demonstrator units, mats and copy ideas 
and point-of-sale cards are only a few. Write today for 
free literature and complete details about a Sno-Breze 
dealership. 


io (a, my 


WINDOW FAN MODEL 


WINDOW BLOWER MODEL RESIDENTIAL BLOWER MODEL 


39 YEARS OF AIR CONDITIONING LEADERSHIP 


* Figures available 
on request. 
MANUFACTURING CORP 


Phoenix, Arizona 
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SIGN AND STORE WINDOWS of the Spencer Service and Appliance Co. of 


Evanston, Wyoming, are attractive enough to draw traffic a block out of its usual 


channels. 


To Make Them 


Walk A Block 


The Service & ApplianceCo., Evanston, Wyo., 
Draws the Crowds from the Center of Town 


WHEN Phil M. Spencer purchased 

what is now the Spencer Service 
and Appliance Co. of Evanston, Wy- 
oming, from its former owner, he 
realized that the store, though attrac- 
tive, was located one block away from 
the main traffic of town. Hence one 
of his first expenditures was for a large 
electric sign, which stands out both by 
day and night. He also keeps the in- 
terior more brightly lighted than any 
other business house in town. His 
store displays are interesting and va- 
ried, with occasional demonstrations in 
the store, particularly of laundry equip- 
ment which are visible from the street. 
Before very long, he believes, he will 
have made the block where his store 
is located so attractive that it will have 
brought the traffic to his door 


He confines his stock to standard 
lines and keeps his inventory down, 
confining his plumbing work (formerly 
the mainstay of the business) to in- 
stalling of electrical equipment. By 
his active selling policy he was able to 
do almost as much business without 
salesmen in 1947 as the firm formerly 
did with eight employees. Bendix and 
Kelvinator are his main knes. A 
major item of his success as a new- 
comer in the appliance field has been, 
he feels, the fact that he keeps his books 
carefully up-to-date in such a form 
that he can tell at any time just where 
his business stands. In this way he can 
judge the success of his sales policies 
and, if action seems to be called for, 
change any which may be weak before 
it is too late. End 















































“WE INTERRUPT THIS PROGRAM TO ANNOUNCE THAT IN ALL PROBABILITY YOUR 
RECEIVER IS WORKING PROPERLY—IT’S JUST THAT THE PERFORMER HAS HICCOUGHS.” 




















MAY 1, 








1948—ELECTRICAL MERCHANDISING 


ELEC 








NG 






CRE eae er 


PP BRIS a 


We Move Merchandise — For You 


ou over 3,000,000 such families 


0% a service 


mes & Gardens is 10 
at we attract 


over, ads and all—th 
ely interested in better living in 
ans living with more timesaving 
s where you 


It's because Better Ho 
magazine—cover to ¢ 
only the families activ 
better homes. That me 
and worksaving equipment —and that’ 


These brands are advertised i 


n the MAY issue 


Westinghouse 
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DISHWASHERS RANGES REFRIGERATORS 
GE American Gas Admiral 
Hotpoint Boss Frigidaire 
Thor Caloric Philco 
Grand Servel 
HOME FREEZERS ee Westinghouse 
—, Kelvinator VACUUMS 
Deepfreeze L&H Cadillac 
GE Magic Chef Filter Queen 
Harderfreez Maytag Hoover 
Maytag Norge Westinghouse 
Quickfreeze a 
IRONS & IRONERS Presteline — 
: Roper Bendix 
Arvin Conlon 
Conlon Standard Dexter 
Proctor Tappan Easy 
Westinghouse Speed Queen 
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me in. BH&G gives ¥ 
h incomes among the hig 
Here's how we sell for you 
Most Of Your Sandwich G 
In The Kitchen (appliances) 


of Better Homes 


co 
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WASHERS (Cont ‘d) 
Voss 

Westinghouse 

misc. APPLIANCES 


Arvin Waffle Iron 
Camfield Toaster 
Dominion Toaster 
GE Lamps 
K-M Hot Plate 
K-M Mixer 
K-M Therm-A-Jug 
Regina Floor Polisher 
Seth Thomas Time 
Sunbeam Mixmaster 
Toastmaster Toaster 
Wagner Carpet Sweeper 
Westinghouse Hot Plate 
Westinghouse Mixer 
Westinghouse Roaster 


g magazines. 


hest for all bi 
u Make The 


in May: Do Yo 


rill@ and Look What's New 


g Gardens: 


MISC. APPLIANCES (Cont'd) 


Westinghouse Toaster 
Westinghouse Disposa 


KITCHEN UTENSILS 
Club Pots & Pans 
De Luxe Mop Wringer Pail 
Edlund Egg Beater 
Enameled Utensils Mfgrs- 
Flint Kitchen Tools 
Foley Food Chopper 
Met-L-Top Ironing Table 
Mirro Pots & Pans 
Na-Mac Accessories 
National Pressure Pans 
Nesco Pots & Pans 
Nichols Aluminum Clothesline 
Revere Pots & Pans 
Rival Jyice-O-Mat 
Wear-Ever Pressure Pan 


CIRCULATION OVER 3 
’ 
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Buy from a Herman Nel- 
son Distributor like The 
Electric Supply Co. of 
Atlanta, Georgia. 





W. W. Crowe, President 
The Electric Supply Co. 


EAL TEAMWORK between Herman Nelson and reliable dis- 
tributors like The Electric Supply Co. of Atlanta, Georgia, 
is important to you. It's because of the friendly, close working 
partnership between carefully selected Distributors and The Herman 
Nelson Corporation that you are assured of prompt delivery of 


quality heating and ventilating products and valuable merchandising 
cooperation. 


Hard-hitting advertising, effective literature and sales promotion 
campaigns provided by The Herman Nelson Corporation have in- 
creased sales for dealers and contractors throughout America. Even 
more important — this merchandising assistance is backed by quality 
products which have produced superior results since 1906. 


Herman Nelson Distributors meet your requirements promptly from 
stock for both equipment and installation materials. Members of 
their sales and engineering departments are available for immedi- 
ate service. 


Contact the nearest Herman Nelson Distributor when you need 


prompt delivery of quality heating and ventilating equipment. 









Herman Nelson 
Belt Drive 
Propeller Fans 


Part of Herman Nelson's 


QUALITY LINE 


of Heating and 
Ventilating Equipment 






Herman Nelson 
Direct Drive 
Propeller Fans 





Herman Nelson 
Model CA 
Fans 





THE HERMAN NELSON CORPORATION | 


Since 1906 Manufacturers of Quality Heating and Ventilating Equipment 


MOLINE, ILLINOIS 
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Timeliness Is a Bargain 





around $20 apiece. Did he do it? No. 
He ran some advertising tying up 
a l¢ sale with a record cabinet. One 
could be had for $39.95, and the cus- 
tomer could get an extra cabinet for 
l¢ extra. The idea was to bring in two 
families into the store where otherwise 
one might have come. 

There was no trick to getting rid 
of these cabinets. They were scarce. 
But the way Jay’s dressed it up made 
his ad eagerly read. 

Mr. Jacobson doesn’t care what the 
price of radio is. He calls himself a 
liquidator. Going up to Chicago re- 
cently he picked up a bunch of un- 
known radios. By themselves, without 
any prestige, they were unattractive. 
He advertised them with $10 worth of 
RCA-Victor and Columbia records. 
The package proved the thing. It over- 
came the aversion of the public to 
buying an unknown item. 

Several years ago Jay’s store was 
parked right in front of a big mail 
order house. On a cold day he would 
boldly advertise anti-freeze at cost. 
He wasn’t selling automobile supplies. 
He wanted to get people into his store 
and knew that on a bitter day people 
were looking for anti-freeze more than 
anything else. He wanted to get them 
into his shop and used this method to 
do so. 

‘Plenty of cigar stores sell radios 
at cost to get cigar customers,” he ex- 
plained. “Why shouldn’t an appliance 
store reverse the idea to get new cus- 
tomers ?” 

Whenever the opposing chain offered 
a low price radio, Jay’s promptly stuck 
a sign in its window offering one still 
lower. A lot of people coming down 
the street at the mail order proposition, 
saw the offer and came in to the store, 


Advertising 


According to the American News- 
paper Publishers Association the av- 
erage appliance dealer spends about 
3.5 percent of his sales on advertising. 
Of course you know that this wasn’t 
so during the war. The average dealer 
put this advertising money into his 
pocket and took no steps to build him- 
self up for the time when the going 
would get tough. 

Not Jay’s. He just kept on spending 
his quota all during the war, generally 
wrapped up with some sort of a trick 
proposition. His idea was to get a lot 
of people into the habit of beating a 
path into his place of business. 

“Once they have the habit of coming 
here, they will keep on returning,” was 
his explanation. He didn’t need to do 
the advertising to sell, he just wanted 
to keep alive in the minds of his cus- 
tomers. 

The location of the store—532 S. 
Adams—is not a silk stocking address. 
In fact, it is out of the high rent dis- 
trict. Mr. Jacobson explained his 
choice of location by saying that this 
is the spot that he could get real estate 
he could buy. 

Peoria is cursed with parking me- 
ters and down here there is less con- 
gestion. Jay’s promptly opened up 
with a free parking lot for customers. 
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IN J. N. JACOBSON you meet a veteran 
of 20 years experience in operating an 
appliance and radio store 


Out of the traffic area, offering a 
handy place to park cars, enjoying 
lower taxes, Jay’s finds that his loca- 
tion gives him a number of advantages. 

The idea of the operation is to have 
the advertising bring in the prospects 
and let the salesmen close the deal. 
The store feels that it has a better than 
average caliber of salesmen. In Peoria, 
a good man works on around a $60 
a week draw against a 10 percent com- 
mission. 

There is a lot of non-electric stuff 
in Jay’s such as furniture and bicycles, 
and the boys give any item a run that 
is hot and which they find they can 
sell. 

Mr. Jacobson is letting the store 
follow its nose and permitting it to 
evolve into any type of retail outlet 
that follows the line of least resistance. 


Appliance Troubles 


“We are steadily increasing the 
amount of furniture we handle,” he 
said. “In the first place we can get a 
better delivery and make more money. 
In the second place, we do not have 
mechanical trouble that occurs so fre- 
quently in present day appliances.” 

Records are as staple as groceries, 
he feels, and the store will do about 
$100,000 in them. 

Another bone Jay’s has to pick with 
the appliance industry is the fact that 
the dealer is expected to bear the et- 
tire brunt on the trade-ins. Present 
day short discounts do not allow for 
trades except at the dealer’s expense. 
From a standpoint of making the collec- 
tion, it is necessary to get the old item 
out of the house before the new one is 
installed. 

Mr. Jacobson declares that his oper 
ation brings in more than $500,900 3 
year in sales. In the past most of it 
came from appliances. Where it will 
come from in the future, he says, is ™ 
the lap of the god. Eno 
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FOR 
AMERICAN KITCHENS 
DEALERS ONLY! 





Your distributor has just returned double-barreled merchandising pro- 


. ° : . t 
of 2 great new American Kitchens industry talking! 


products. They're coming . . . and you'll get 


a chance to see them next month... 
He is pledged not to reveal what they . 
at a special June dealer convention 


are... but both are loaded with plus to be held by your distributoe. Get 


profits for YOU! And both will set to attend and have your eyes 


be backed up with comprehensive, opened ! 
4 
HETCHERS 


STYLED IN STEEL 


AMERICAN CENTRAL—DIVISION AVCO Manufacturing Corporation, Connersville, Indiana 
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WIRE ‘5 


AND CORDAGE 


MODEL 
#220 


+94 


LESS STAND 





FOR MODERN MEASUREMENT 
OF WIRE, CORDAGE, CABLE 
BX AND OTHER FLEXIBLE MA- 
TERIAL UP TO ONE INCH IN 
DIAMETER. 


Adds or Subtracts. 

Lowest Priced Meter Avail- 
able. 

Approved by Licensing Au- 
thorities. 

One Clerk Can Handle Larg- 
est Orders. 

Stops Losses Due to Errors and 
Carelessness. 

Speeds Up Service and In- 

creases Customer Confi- 

dence. 


A. D. HEWITT COMPANY 


2718 ELLIOTT AVENUE + SEATTLE, WASHINGTON 


SEASON IN - SEASON OUT 


Wise Dealers Select..... 


2. 
~*~ 
by Z 
~~ 
2. 
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=, S- Z: 

~~ = 
ec. Cc. 
S .- 2 S. 

Hee 2 < > 
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Prize Winning Case Design 


dings 
» moder" surroun 
ath ™ 
s wit? 70 S! LL 


andle 


id 
Bler cASY 





ing iY 


FULLY PATENTED 


Handy “ 


MotionAIR IN. 


3301 MEDFORD AVE. © LOS ANGELES 33, CALIFORNIA 
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DISTRIBUTOR COOPERATION among themselves was necessary to help dealers 


sell television receivers. 


Los Angeles television distributors poo'ed neurly $40,000 


to sponsor a television program at an hour of the doy when dealers could use it 
for store demonstrations. Above is scene, a remote pickup from Children’s Hospital, 
with guest Henry Fonda, from distributor sponsored program 


Distributor, Godfather to 





prospects to the retail stores Philco, 


through distributor Gough Industries, 


vas one of the pioneers, now 


soring a program for children. General 
Electric Supply Corp. has a half-hour 


is spon- 


program on Sundays which is designed 
to draw the prospect to G-E dealers. 
Distributor Herbert H. Horn, 


Ray Cox is sales manager for oar 


where 


television, has contracted for a 24-hour 
program one night each week, alternat- 
ing between wrestling 
shows, over the new station KFIT for 
11 weeks, then will go on KTLA for 
26 weeks with the same kind of show to 
get the prospects to see their Admiral 
television dealers 


boxing and 


Cooperative advertising programs 
using television as the medium have 
been another means by which the dis- 
tributor has helped programming in 
Los Angeles. Example is the effort 
by Gough Industries, where Tommy 
Bell is sales manager for Philco tele- 
vision receivers. Cooperating with 
dealer Carl Stuewe of Electra City. 
Gough sponsored the professional 
hockey games in the fall of 1947, ona 
50-50 basis that cost each about $300 
an evening. At present Gough Indus- 
tries handles one hour each evening 
for six evenings a week on a partially 
cooperative basis. The first half hour 
is the childrens’ program with a plug 
for all Philco dealers. The second half 
hour is split into 15-minute segments 

one a Hollywood gossip column, the 
other a home cconomics program— 
available to indi 
50-50 cost basis 


vidual dealers on 


The Installation Problem 


Distributors who sold thousands of 
refrigerators and ranges without a 
thought whether or not the dealer 
would sell them to a customer who had 
no electric current, found themselves 
in a different position when they took 
on television. No longer could they 
leave it to the dealer—the latter was 
neither prepared nor able to decide if 
a prospect could receive a satisfactory 
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Television Sales 





signal, and most would not for some 
time be able to install a television re- 
ceiver so that it would operate to max 
Certainly the manu 

check each home 
Che distributors therefore had to step 


imum efficiency 

lacturers couldn't 
in with another service necessary 

television was to grow in the Los 
\n oes area. They had to make field 
strength surveys and they had to work 
a Satis starters installation program wit 


their dealers 


Local Field Strength Problem 


Field strength was a strictly loca 
problem, and although it had_ beer 
checked by both of the television sta- 
tions, it had to be re-checked becaus 
the receivers of each manufacturer 
varied in their selectivity. Specia 
local problems had to be considere¢ 
Los Angeles is not a city of concen 
trated population—it has been calle 
“seven suburbs in search of a city’ 
Until television came along the city 
had been considered a _ flat plait 
hemmed by mountains and the sea, but 
television men have found to their 
sorrow how many high spots exist 

Field strength surveys divided int 
two classes, those for the dealers’ ow! 
stores, and those for customers—and 
each distributor worked out his ow! 
solution. The Leo J. Meyberg C 
will not franchise a dealer for RC? 
television until after a survey shows 
that at least a 500 microvolt signal 
can be received at the store. The dealer 
must pay $15 for this test. Most other 
(listributors have similar policies 

In the beginning, a field strengt 
test had to be made for almost ever) 
customer installation, with the dealer's 
sale pending in the mean time. It was 
a headache ior many dealers last veat 
when each sale was held up for a week 
or longer awaiting the report on field 
strength. At the end of a year, how 
ever, this problem has nearly disap 
peared. The transmitters have in 
creased their power. Mapping of eac! 

(Continued on page 216) 
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oncer Model 8C€11, Walnut 
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city AM and “Ratio-Detector” FM RADIO 
1€ city 

eo . a h a hot 
ca, Automatic PHONOGRAPH with Miracle tone arm 

er plus 
“7 , e e installation 
ci int 

oe ...and Magic Mirror TELEVISION... 

n South and west coast prices higher 
Owl! 
AC lete h j in strikingly beautiful | 
RC Complete home entertainment in strikingly beautifu compact console 
signal 
— - Admiral does it again... with another terrific value sensation 
actually hundreds of dollars under competition. AM and 

rengs 

ever static-free ratio-detector FM radio... plus automatic record 
lealer . . ° . 

geod changer with Miracle tone arm (greatest improvement in 
st vea _ ave stare sennreanen . \ , agir 
wi record playing since invention of phonograph) ... plus Magic 
mn fiel Mirror television with automatic image lock-in to give 

‘disay the clearest picture of them all on 10-inch direct-view tube 
of . all combined in one smartly styled, compact console. 





See your Admiral distributor for complete details. 
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This Proved CHILL-AIR 
Window Cooler Installed In 
Just A Few Minutes... 


AMAZING PERFORMANCE... 
Years ahead in design engineering. 


7 











be 4 


27” wide * 16" deep * 24” high 
This sensational DeLuxe type window cooling unit is a new design and a 
fast seller! Lowers temperatures from 10 to 18 degrees and cools 1 to 3 
rooms. No water connections required. Made of heavy gauge aluminum. 
Silent in operation. Ideal for homes, apartments, offices, etc. In 1947 
many dealers sold from 100 to 1200 coolers. For bigger profits and quick 
sales, you build a dollar volume with the CHILL-AIR. 


Inside View 


A few territories still open: Distributors write or wire. 


NATIONAL ENGINEERING & MANUFACTURING CO. 
519 Wyandotte Street ° Kansas City, Mo. 








NOW AVAILABLE IN COLORS! 
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The world’s largest manufac- 
5 the Tilt-Top Juice-O-Mat—a new 
pular of all juicers. And this 
at helps you work muracles in 
new Tilt-Top Juice-O-Mat gives you 
) sell that your customers have been 
nce they see its amazing 
action, you'll ring up sale after 
means Bigger Profits 


one Is 


It's a beauty, too. Streamlined. 
Just what you've been looking 

for to build emery store 
traffic. So don't wait! Add the new Tilt-Top Juice-0-Mat to 
your Rival line-up of sales and nod oho dog NOW 


SS 
ful aie 
FOUND ONLY IN THE 
x 











Pe sincie ACTION! PR CLEAR FRESH JUICE! 


tf handie Palented Romvatione strainer 
permits juicing fiuted edges anchor fruit 
t... even You get a 


Fe Tune HEAD! 





the juce without 
° hoge bitter rind 2 pup 
does no seeds 


OY saves Time! ALL ENCLOSED! 
Juice-0-Mats re we Aru encase: 


$4.98 up yy caphe te with the streamisned contou 
L__ — -_ 


Other Famous 









° : 
only @ few seconds more to of the new TILT. TOP juice 
S@ and clean O Mat 


The TILT-TOP Juice-O-Mat will be seen more than 76 million times 
this year by your customers — in Rival’s national advertising. 


Rival MANUFACTURING COMPANY, Kansas City, Missouri 
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field strength test has given each dis- 
tributor a fairly accurate judgment of 
field strength in every neighborhood. 
As a result, at the moment, 95 percent 
of all RCA television receivers are in- 
stalled after a check at the map which 
Larry Borgensen of RCA Television 
Shop has compiled from earlier instal- 
lations. There is no field strength test- 
ing for the installation of any General 
Electric receiver within a 25 mile 
radius ; beyond that there is an antenna 
specialist available to take care of 
special problems. Gough no longer 
makes field tests except for remote 
locations. 


Installation and Service 


Nothing created more tension be- 
tween distributors and dealers handling 
television in the Los Angeles area than 
the charges for installation and service. 
Yet it has worked out satisfactorily. 
Biggest reason for the problems was 
the mental attitude. Installation and 
service guarantees were headaches 
which neither distributor nor dealer 
liked to have because it interfered with 
the normal attention on selling, yet 
neither could overlook the fact that 
proper attention to service guarantees 
and installation were necessary to the 
present and future selling of television. 

Each distributor has set up different 
Some of the policies are 
those of the manufacturer, others have 
been developed through trial and error. 
Gough now permits its dealers to make 
antenna installations and to align the 
receivers which they sell. Gough re- 
imburses the dealer for the installation, 
taking it out of the $45 to $85 service 
and installation charge paid by each 
purchaser of a Philco television re- 
ceiver. Gough has set up facilities to 
provide the 90-day free labor and 1- 
year free parts guarantees that go with 
the sets. However, it is the aim of 
Gough to get all the service as well as 
installation into the hands of dealers, 
and with that end in mind it has set 
up dealer service training schools 
more than 500 Los Angeles 
dealer men have been trained in servic- 
ing Philco television receivers. 

The Leo J. Meyberg Co. relies on 

ie local service organization of RCA 
to handle instaliation and servicing of 
the RCA television receivers which its 
dealers sell. The $45 to $95 charge 
for this work is paid by the dealer at 
the time he receives the television set. 
\t first Meyberg made this 
after the dealer had sold the 
This distributor found that about 50 
percent of the dealers 
touch with Mevberg, had gone ahead 
and made the installation themselves. 

The General Electric Supply Corp. 
has both and non-servicing 
dealers. A dealer who proves to G-E 
Supply that he has an organization able 
to handle the installation and servicing 
of G-E television receivers is permitted 
to do his own work. However, G-E 
Supply retains for one year 1/3 of the 
$55 to $85 service and installation 
charge paid by the customer. This be- 
comes a guarantee that the dealer will 


policies. 


where 


charge 
receiver. 


never got in 


servicing 


| fulfill the service warranty and it pays 
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G-E Supply for carrying out the 
service in case the dealers fail to take 
care of it. For the dealers who are not 
yet ready to handle installation and 
service of G-E television receivers, 
G-E Supply has retained three subcon- 
tractors to handle the work. 

The Herbert H. Horn Co. will be 
able to service and install Admiral 
receivers when they are available in 
this area late in the spring. In prepara- 
tion, the Horn organization has sent 
its own service man back to the Ad- 
miral factory to receive service and in- 
stallation training. On his return he 
will set up training school for Admiral 
dealers so that, as soon as possible, 
these dealers will be able to do all 
their own work. 


Some Dealer Gripes 


Most dealers appreciate the effort 
made and the money invested by the 
distributors to overcome this major 
problem of television—proper installa- 
tion and service—at a time when they 
could not possibly have tackled the 
problem. Many would like to see the 
distributor continue to carry the load, 
but the majority look to the day when 
their own men will be trained to handle 
service and installation because they 
feel that they are losing the contact 
with their customers and the chance 
for other sales that would come from 
the service contacts. Biggest gripe 
from dealers is the practice of making 
the dealer pay for the installation and 
service at the time he floors the tele- 
vision receivers, rather than when he 
sells them. The dealers complain that 
they are being forced to keep money 
tied up in this charge when they need 
it to finance other parts of their opera- 
tion. There is a feeling that this charge 
is keeping many dealers from having 
an adequate floor display of television 
receivers because this charge for serv- 


ice and installation can’t be included 


when they arrange with banks to 
finance their flooring. This observer 
drew two conclusions: that the prac- 


tice, rough as it is on the dealers, was 
the only solution during the first year; 
(Continued on page 218) 
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“I'M AFRAID MY WIFE WILL HAVE TO 
SEE IT FIRST.” 
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Hoover tron 


A new product by the makers of the famous Hoover Cleaner 











Here’s the great new iron that started right off with high that have made the Hoover the most widely advertised 

customer acceptance. It’s the new Hoover Automatic Elec- electric cleaner. 

tric ron. With more women than ever wanting new electric irons, 
It has the friendly, familiar name women know and trust. and with Hoover dealers having the answer to this demand 
It has the outstanding features women want to make their in the new Hoover Automatic Electric Iron, it’s easy to see 

ironing easier, more efficient. why dealers set such high value on the Hoover franchise. 
It is backed by the reputation of The Hoover Company. THE HOOVER COMPANY 


It will have the same advertising and promotional support North Canton, Ohio; Hamilton, Ontario, Canada 
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DO YOU CARRY 







? 
Or de vee we 4 REFRIGERATORS: 


Eacload 
APPLIANCE TRUCK ? 


Easload Appliance Trucks can save as 
much as 60% in moving costs. They can 
cut down your trucking time at least 
250¢. For the Easload is made to balance 
the entire weight of the load on the 


“ heels 


When you use Easload Trucks, 
you don’t carry refrigerators — 
you push them on easy-rolling 
ball bearing rubber tire wheels. 


The Easload is handy for get- 
ting the load into and out of the 
truck, for going up and down 
steps. You can slide the load 
on the smooth tubular Easload 
With the double 


ratchet you can use two straps 


handles. 
instead of one. Rubber guards 
protect the load and other ap- 
pliances 


Read what others think of 
Easload Appliance Trucks. 
Send today for your {ree copy 


of the folder: “Dear Easload”. 


KQUIPMENT & 





SUPPLY CO. 


COLSON 


317 WILLOW STREET LOS ANGELES 13, CALIFORNIA 











SELL MID-SUMMER COMFORT 


to Home Owners and 
Builders...Restaurants: 
Theaters... Stores... 

Sweltering hoes 


PULL IN 


VENTILATTIC FANS <2. *eshair 


ERE’S a big profit opportunity 
for electric appliance dealers 
and specialty selling organizations 










BLoOw 


night air, usually 10 to 20 degrees 
cooler than air pocketed in attics. 
Excellent also for stores, theaters, 
—a luxury item at a practical cost. dance halls, restaurants, etc. 
Ventilattic Fans are available in five 
sizes, complete with motor. Also 
available are Peerless Electric auto- 
matic-louver air outlets for the fans 
—louvers close automatically, pre- 
venting entrance of wind, rain and 
insect pests, when the fan is not 
operating. 

Write for complete details. Profit 

through this wide, waiting market. 


THE Poerbess. / 


ESTABLISHED 1893 e 
MANUFACTURERS OF 


The Peerless Electric Ventilattic Fan 
provides a comfort thousands of 
home owners, builders and others 
will want this summer. When the 
hot sun beats down, makes attics 
“hot as a bake-oven,”’ radiating heat 
to rooms below, the Peerless Elec- 
tric Ventilattic Fan blows the heat 
out, pulls cool, fresh air in—espe- 


cially effective in pulling-in cool 


COMPANY 


WARREN, OHIO 


MOTORS, FANS, BLOWERS 
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Distributor, 
that the practice must and will stop 
very shortly when the training pro- 


grams produce enough dealers to 
handle service and installation, and 
when competition for franchises will 
make dealers do a creditable job of 


service and installation or be cut off. 


Helping the Dealers Sell 


SO have discussed how the 
television distributors 
have marshalled their efforts to make 
it possible for the dealers to sell tele- 
vision by helping provide programs 
that would make the public want to 
the \nd 


how each has made it practical for his 


lar we 


Los \ngeles 


buy receivers we've seen 
dealers to sell by arranging for instal- 
lation and service at a time when the 
dealer was not prepared to handle them. 
But, no less important have been the 
Los Angeles distributors’ efforts in 
selling “through not to” the dealers— 
their work designed to help the dealers 
procure prospects and to close sales 
Of course, the aforementioned tele- 
! distributor 


either bv a 
dealers on a 


vision shows 


lone, or with co-op 
basis, served a second purpose of help- 
ng bring the dealers’ 
stores, but the efforts didn’t stop there 


| he 


prospects to 


sales training, sales promotional 


and advertising efforts of the Los 
Angeles distributors in their first year’s 
effort to promote television sales in 
that area would take pages to cover 


| but there are examples which show the 


extent to which these distributors have 

gone to fulfill their function. 

Sales training started at the distribu- 
level. It is obvious that the whole 

saler’s salesmen had to be the first to 

understand television and the methods 


tor 





of displaving and selling before they 
could help their dealers. All distribu- 
tors gave intensive training to their 
men, most through classes held in their 
offices under the direction of experi- 
enced men the manufacturer’s 
However, one dis- 


from 
sales departments. 
tributor sent his entire sales organiza- 
tion by plane from Los Angeles to the 
Midwest to receive sales training at 
the factory. 
All distributors 
| training 


except one, set up 
for their dealers and 
Gough Industries 


men each week in the 


sche ” Is 
| dealer salesmen 


trained 75 dealer 








“NOW 
STEAD 
SHUTS 


HERE’S A UNIQUE COMBINATION—IN- 
OF THE ALARM RINGING, THE CLOCK 
OFF THE ELECTRIC BLANKET!” 
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Godfather to Television Sales 





fundamentais oi television and th 
techniques of effective selling. Mey- 
berg held similar training classes and 
supplemented them with additional 
courses featuring the proper technique 
of selling RCA television receivers 
through home demonstrations. 

Keeping the dealer salesmen selling 
after their training has been an obje 
tive, too. Gough has started a “on 
a day” merchandising club in whic 
all dealer salesmen compete in the sales 
of RCA television receivers. Points 
vary according to the model sold, and 
this distributor is offering prizes and 
free trips to the high scoring dealers 

Los Angeles television distributor 
are helping their dealers sell by supply 
ing every possible advertising hel 
Examples are the campaigns of Her 
bert H. Horn and Gough Industries 
To help the Admiral dealers, the Horn 
company has contracted for billboards 
to be spotted around the Los Angeles 
area, and will supplement these with 
advertising by itself as a distributor 
and with cooperative advertising tied- 
in with individual dealers. Goug! 
Industries ran during January, Febru- 
ary and March a series of full pag 
advertisements in the local newspapers 
—four full pages every other week for 
three months. Each of these will carr 
the names of every Philco television 
dealer in the city. 

Of course, no distributor is concen- 
trating on any one medium in his pro 
motion of television sales throug! 
Example of a full campaign 
is that underway by General Electri 
Supply Corp. through its agency, Ross, 
Gardner & White. The program 1: 
cludes: a series of newspaper adver- 
tisements using Hollywood personali- 


dealers. 


ties, including Bob Hope and Bing 
Crosby, on a co-op basis with its 
dealers; the 4-hour Sunday television 


show over KTLA, as mentioned be- 
fore: a iull-page advertisement 
“Tele-News”, a western consumer 
magazine going to television enthusi- 
ists, with a pitch for the G-E televisio 
dealer; window posters in 250 G-E 
franchised dealers to promote an aud 
should it be vidience?) for 
the Sunday television show; the <(lis- 
tribution of tickets to each G-E deale 
so that he may offer his prospects a 
‘hance to witness the televising of the 
Sunday plus the usual supply 
of point-of-sale display material and 
direct mail promotional material 


ence (or 


show: 


Results Are Encouraging 


lLLooking at the whole, and consider- 
ng that the television industry in Los 
\ngeles is now just one year old, there 
ire three results to consider—how the 
distributors have succeeded, how the 
dealers have made out, how well the 
telecasters are faring. 

By March Ist, 1948, one year since 
television was started in Los Angeles, 
15,000 receivers have been sold. Only 
14 percent of these are in establish- 
ments other than private homes. Sur- 
veys have judged that there are 90,000 
regular viewers of television programs 
in the Los Angeles area. The sale of 

(Continued on page 220) 
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/ 
... FOR EVERY CUSTOMER WHO ASKS... 
AND BUYS ...HOW MANY WALK OUT? 


Don't take chances — display merchandise customers 


\ want. 9,357,277 families regularly see “EASY WASH- 
\ ING MACHINE” advertised in The American Weekly. 
\ / 


In May, Easy Washing 
Machine advertising ap- 
pears in The Anjierican 
Weekly issue of May 9th. 


Merchandise displays are hard-working salesmen in any store. 
When shoppers see merchandise they know by name, you can be 
pretty sure they'll buy, What merchandise do shoppers know?—the 


/ 


f brands they see advertised in big national magazines. The Ameri- 
Other Home Furnishing and Appliance can Weekly is the biggest national magazine. 9,357,277 copies 
of The American Weekly are distributed from coast to coast with 
Merchandise Advertised in the Current 20 great Sunday newspapers every week. Who reads it in your 
‘ community? Send a postcard to Promotion 
Issues of The American Weekly Dept., 63 Asan at.. Son York 7, N. Y. and 
well tell you how many families read it in 

Anco Clear-Flex + Cory Coffee Brewer - your town. 


Delta Electric Lanterns + General 
Electric Irons + General Electric 
Radios + International Silver + Johnson 
Motors + Johnson’s Wax » Kemtone 
Larvex * Motorola Radios - 
National Pressure Cookers - 

/ Ronson Lighter Accessories 

* Royledge * Sani-Wax 


* Simoniz. 


More millions read 
The American Weekly 


than any other magazine - 

The American Weekly reaches more retail 
customers from coast to coast than any other 
national magazine. The American Weekly 
reaches 20% or more of the families in more 
cities and towns than any other national 
magazine. Read The American Weekly your- 
self. Look for the advertisements of Amer- 
ica’s fastest selling brands, 

















—_o}° @i- 


PoveeePome Enchantresses of the Ages ~ 


A Hearst Publication THE MAGAZINE DISTRIBUTED FROM COAST TO 
63 VESEY ST., NEW YORK 7, N. Y. COAST WITH 20 GREAT SUNDAY NEWSPAPERS 
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MO-TRAC 


NEW, 
AMAZING 


Lawn-Mower 

































































A 


any 
Power standard 
Mower hand 
in 10 mower 
minutes new 
from or old. 

Your Own 

Lawn- Write for 
Mower Full 

Details 





No dismantling 
necessary. No drilling 
or machining required. 
Just a wrench and 
screw-driver. 


INDUSCO 
ff / CORPORATION 






1201 W. 29th St. 





Minneapolis 8, Minn. 








Dont Take OUR Word For It! 
KITCHEN-AIRE ventilating fan 





APLECTRICAL CONNECTIONS 


SRROSIVE RESISTANT ALUMINUM 
IMPREGNABLE TO WEATHER CONDITIONS 


E. M. Filkins, Chicago distributor, says: 














“The farther we go with KITCHEN- 
AIRE, the more firmly convinced 
we become that it will not be too 
long before the true value and 
quality of the product are widely 
recognized.” 

“We can honestly say 


have never had one dealer who 
disliked the product after having 
bought it once. It is really a pleas- 
ure to call back on the dealers who 
have been and are continuing to 
use it and to view their enthusi- 
asm.” 






that we 








Write for prices and literature 


STEWART Manufacturing Co. 


3202 E. Washington St. 







Indianapolis 1, Ind. 
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“YOU'LL HAVE TO CHANGE THAT DISPLAY ARRANGEMENT, FISHER. 
TIRED OF TELLING PEOPLE THIS ISN’T THE LAUNDERETTE!” 


— 





I'M GETTING 








Distributor, Godfather to Television Sales 





receivers in ’47 was limited by the 
number sent to this section of the coun- 
try. In 1948, if a full supply is made 
available, the efforts of distributors and 
dealers is expected to sell more than 
125,000 receivers, possibly more. At 
this writing, only short supply re- 
frigerators have a faster turnover on 
the Los Angeles dealers’ floors than 
television receivers. 

To aid the distributors’ and dealers’ 
efforts there will be better program- 
ming—by April, KFIT will be on the 
air, by July NBC will have a transmit- 
ter, before the end of the year ABC and 
CBS will have their transmitters 
operating. At the moment there are 
45 hours of television on the air each 
week in Los Angeles, and 50 percent 
of that time is sponsored. 

On the sales level, television began 
to boom with its advent on March 1, 
1947. Set sales continued heavy for 
three months, then slumped until Sep- 
tember. More receiver manufacturers 
came into the picture during the fall, 
helped improve retail sales. As the 
end of the year approached, and the 
televising of the Rose Parade and the 
Rose Bow! game were announced, sales 
spurted. Since then the demand has 
remained level and profitable to most 
dealers. 


Problems To Be Solved 


Is everybody happy? The results 
show that they should be. Surveys at 
dealer and distributor levels show that 
hardly anyone is. The distributors feel 
that the dealers have taken everything 
for granted, have not cooperated, have 
refused or neglected to take advantage 
of the helps given them by the dis- 
tributors. The dealers find many things 
about handling television that doesn’t 
suit them, and not the least, they feel, 
are some of the distributors’ practices. 

Although the kicks from both sides 
are mostly the growing pains of a new 
and giant industry, there are problems 
that the Los Angeles distributors and 
dealers must solve soon. Price cutting 
entered the scene. One large 
dealer whe spent thousands of dollars 
on television promotion in 1947 has 
dropped all promotional effort for tele. 


has 
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vision and will spend nothing on tele- 
vision advertising in ’48. He says that 
he has seen too many sales lost to the 
hole-in-the-wall dealer who will sell 
the same brand television for cost plus 
10 percent. Many more large dealers 
say they can’t give television full atten- 
tion until the distributors become more 
selective in franchising in order to 
eliminate some of this price cutting. 

Dealers, and many distributors, are 
not happy about the short discounts on 
television. They complain that tele- 
vision is a specialty and that the dis- 
counts should be large enough to give 
them a margin on each set which can 
be used in promoting the idea of tele- 
vision as well as the usual part of the 
margin allocated to brand selling costs. 
Other distributors feel that margins are 
satisfactory now when the public will 
take almost every set shipped into the 
area, and they point out that too many 
dealers would give away some of a 
larger discount in price cutting. 

The second year of television in Los 
Angeles will find the distributors facing 
these and many more problems. It 
will find them called on for more and 
better help to the dealers at point of 
sale level. It will find them facing the 
beginning of intensive brand competi- 
tion. But their record for the first 
year shows that they realize their func- 
tion as distributors and that they will 
go all out to develop the full sales 
potential of this new industry. End 
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“NOTHING, THANKS. WE’RE JUST COOKING!” 
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SCOOPS EVERYTHING IN TELEVISION 

















tele- 
that 
, . ’ 
te D trat t! 
sel emonstrarion proves If: 
plus * 
— D frat Ils it! 
ten- emonstrrarion seis If: 
nore 
r & — moment you demonstrate G-E Daylight Television your prospect 
ig. . . . . 
are sees at a glance a picture that’s different— brighter —clearer —better than 
is on he’s ever seen before. G-E Daylight Television introduces pictures so bright 
at yg I & 
ele- . ° . . "7 ° 
. you can show it to big advantage in broad daylight. What a terrific stopper 
dis- ) § & yg 
give : for your window—television that sells itself in a single, dramatic demonstra- 
-an . " . P 2 ae . oa ‘ P 
es tion! For full information call your G-E radio and television distributor, or 
ele- ; 
f the | SRA write to the General Electric Company, Receiver Division, Electronics Park, 
; wisyyy* 
‘osts. Syracuse, New York. 
s are . 
= MODEL 802-D—G-E Daylight Television plus FM radio, AM radio, and an 
> the , , , . ak ee ; 
many automatic phonograph with the sensational G-E Electronic Reproducer—a 
of a complete entertainment center in a handsome mahogany cabinet. It’s the 
gan) 
sti console with the bright picture—the bright sales future. Push it and cash in. 
OS : 
cing 
It 
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RATED BEST-LOOKING TABLE TELEVISION 
. jons- 
@ For fine homes, clubs, bars and public places, ' on the e ent ot © ON THE MARKET 


here’s the set to push—projection television with @ The eyes have it with G-E Model 803. 
the Schmidt Optical System Screen 18” x 24” —3 sq Smartly styled cabinet. Sharp, clear pictures 
f —" — _ . “a - : a 
ft. in area— 16% bigger than a newspaper page on the 10-inch direct view tube. All 13 U.S. 
plus G-E netural tone radio—standard, FM, and 


television channels—each factory pre-tuned. 





short-wave. Plus automatic phonograph with the . 
¥! ol since sti Plus superb FM and standard radio. Model 803. 
G-E Electronic Reproducer. Model 901. 


- GENERAL @ ELECTRIC 
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HOW TO CUT DELIVERY COSTS 


<qacws)LIFT-GATES' 


(A PROVED PRODUCT 





DELIVERY SERVICE 


@ Your trucks or trailers can now be loaded 
and unloaded much quicker with Anthony 
“LIFT GATES”, the very latest in modern 
cargo handling equipment. 
pickup, faster 
delays. 

@ Your drivers can handle heavy shipments 
much easier. Merchandise is handled gently 
and safely—minimizes damage claims. 

@® No tying up area ways. Loading doors 
open a shorter time. Reduces confusion at 
the dock. 

@ Shippers and receivers alike, like this extra 
service beccuse it cosis them less to use your 


OV 


Give Your Customers the . 

(4 

NEW ty Veer 
\ 





— a 


This means faster 
delivery—no unnecessary 











\IFT GATE 


HYDRAULIC 
ANTHONY CO. 




















Dept. 810 





Streator, Ill. 











No. 89 
%" Drill 





Easy to Sell 


ve SpeedWay Blue Line Tools are 

easy to sell, are well known (Speed- 

Way has specialized in portable 
electric tools for over 40 years), are nation- 
j) ally advertised, are shipped in attractive 
j cartons, and supported with counter stuffers, 
j displays, mats and cuts for local advertising, 
etc. . but above all they are easy to sell 
because they exactly meet the everyday needs 
and pocketbooks of the 
great home _ workshop, 
handy man, farm, garage 


do. 209 y 
Drill Stand 
Less Oru 


$1295 






and maintenance mar- 
kets. Sell them with 
pride; they are quality built 
with attractive discounts 


and are fully guaranteed 


Ask us for complete details 






No. 117 


Grinder No. 229 
Drill Stand 


“$525 






$ 95 
14 No. 69 %" Drill 


$4 1° : 
SPEEDWAY MANUFACTURING CO. 


1827 S. 52nd AVENUE e CICERO, ILL. 
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Selling a City an Idea 





refrigerators, 20 percent use of water 
heaters and a 44 percent use of ranges 
prior to this date. 


The progress in major appliance 
sales in Nashville is matched in the 
small appliance field, where dealers 


report an extremely active market. In 
the field of house heating, new installa- 
tions constantly have been added. Be- 
cause of uncertain deliveries of trans- 
formers and other equipment, and an 
ever-growing demand of its lines, the 
Nashville Electric Service has not yet 
been in position to advertise space heat- 
ing to the public, according to Mr. 
Hall. Yet despite this handicap, more 
than 1,150 new homes were wired for 
‘omplete electric heating through Sep- 
tember, 1947, and more than 45 per- 
‘ent of all homes currently planned o 
under construction will use electric 
heating, he reveals 

\ little more than a year 
Nashville Electric Service 


tensive pr 


igo the 
began in 
ymotion of commercial elec 
tric cooking via the medium of exten 
sive advertising, both newspaper and 
irect mail. A trained electric cooking 
specialist was employed to cooperate 

local restaurant equipment 
offering free kitchen layout 
and operating cost estimates. 
\s an added inducement, a wiring al- 
wance was offered to be applied on 
installation up to $5 per 
the total connected load. Re- 
Its to date, listed by Mr. Hall, show 
percent of all food service 
establishments in the Nashville Elec 
tric Service area are now all-electric 
operated, and a total of 3,200 kw of 
electric equipment has been connected 
which will consume approximately 4, 
500,000 kw.-hrs. of energy. 

The electric pot in Nashville is kept 
boiling by special sales drives, promo- 
tions and demonstrations which follow 
ther im 


with the 
service 


] 


the cost of 


kw oI 


that »7 
that <£¢ 


rapid succession. Typical 
effect during 1947 were 
promotions on water heaters, space 
electric fans, 

blankets and so on. An exten- 
sive light campaign con- 
Nashville Electric Serv- 
peration with dealers and dis- 
tributors in September and October, 
* 364,533 sales of light bulbs. 


tT those 


heaters, home freezers, 


electric 


bulb sale S 
ducted by the 


ice 1n CO 


CONTINUED FROM PAGE 54 








The largest single portion of these 
sales—207,105 of them—were 100-watt 
bulbs. 

In addition to its consistent adver- 
tising program and special sales drives 
the Nashville Electric Service stimu- 
lates public interest in the larger home 
appliances by a number of different 
On its big downtown sales 


devices. 
floor, for example, are displayed al 
makes of ranges, refrigerators and 
water heaters with names of local 
dealers and prices attached to each 
model. A_ directory of appliance 
dealers is available in pamphlet form 
to interested customers. 

Direct mail plays an important part 
in appliance selling of the Nashville 
company. Besides circulating their 
entire mailing list with timely bill-stuf 
fers each month, other direct mailings 
also are used to accomplish special 
At present, a fill-in letter with 
an educational booklet on _ electric 
water heaters is being mailed to a list 
»f 15,000 customers who own an elec 
tric refrigerator and range but no 
water heater, Mr. Hall points out. The 
this letter in 
orders for water heaters has been ex 
ceptional, he says 


jobs 


response to terms of! 


Dealer Relations Fine 


Dealer relations with the Nashville 
public appear to be of the very best 
Under the dealer service policy in ei 
fect, the Electric Service makes repair: 
and adjustments of dealer-sold appli 
ances on contracts with individua 
dealers. During the period of one 
year following purchase of appliances 
ill charges for authorized service mace 
by the Nashville Electric Service are 
billed to the appliance dealer. Defe: 
tive parts are replaced at no cost t 
the dealer under manufacturers’ wa: 
At the expiration of the on 
year warranty period, all repairs and 
replacement part costs are billed direct 
ly to owner subscribers. 

\nother factor which has contrib 
uted to the high rate of electrical 
appliance sales in the Nashville area 
is the local rebate incentive on 220 
volt home installations, currently $1° 
m each range installed and $7.50 on 
water heaters End 
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BROADCASTING 








Priced within reach 
of the general Juutlic 


Words fail to describe this marvel of engineering skill 
—to thrill to its perfect rendition of sound and its 
superb mastery over difficult recording. With its 

miraculous performance the new Learecorder repre- 
sents the most extraordinary achievement and 
sales-producing possibility in the business. 






















a 


Provides an hour of 
continuous playing or 
recording from one 
spool of wire. 


Easy to operate. Push- 
buttons control all 


functions. Make your 
own recording from the 
air, from phonograph 
records played on the 
Learecorder or from 


sound picked up by the 








microphone. 













THE 


Dynaporl 


A portable model in 
convenient carrying 
cases. Includes Leare- 
corder, AM radio, and 
microphone. Ready 
to plug in. Operates 
on 110 alternating 
current. 
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Ly peluiye Opie 


AM FM ete Phonograph ~ 


with 
beg 
CUWACEE vuler 


Available with or without Automatic Record 
Changer in several models and finishes, with 
cabinets by expert Grand Rapids craftsmen. 
















RTUNITIES 


R OPPO 


Valuable territories now open for 
representation. Phone, wire or write to Home 
Radio Division, Lear, Inc., Grand Rapids 2, Mich. 
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Thermogray Craftsmanship 
Leads the Field 
for Greater Dealer Profits 
















Thermogray’s 23 years of experience in building 
electric water heaters provides them with the “know- 
how” in superior construction and design. Built com- 
pletely in the Thermogray plant, each heater is safe- 
guarded by quality control. Immersion type heating 
element provides maximum efficiency and this ele- 
ment is self-descaling for trouble-free operation. 


THERMOGRAY COMPANY 
JEFFERSON, IOWA 

















THE MEAT COUNTER in the super food store is a sure-fire traffic puller for house- 
wives who get a glimpse of shining appliances through the adjoining door. 


Love Thy Neighbor 

































FIRST FOR COMFORT, FIRST FOR SALES 
BAR BROOK 

WINDOW 

FANS 









24” 18” 
FOUR POPULAR SIZES 
write for complete Dealer information 


and the name of your nearest Bar-Brook 
Distributor. 


The Bar-Brook BREEZEBUILDER* 


Available in 4 sizes— 


36” 42” 48” 54” 


* Trademark 


BAR BROOK MANUFACTURING CO., INC. 


6133 Linwood Avenue 











Shreveport, Louisiana 
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listed side by side and we took the doors 
down between the two departments. 
We knew people had to have groceries 
and we figured we them 
a chance to shop for appliances at the 
same time.” 


would give 


The Right Combination 
The combination grocery and appli- 
seems to be just what 
the doctor ordered, according to Mr. 
Not only have his sales kept 
up to the wartime mark but have even 


ance business 
Runnels. 


bettered it, despite the exodus of big 
payrolls and hundreds of potential 
Much of this 
successful continuation of business can 
be explained however, by sound mer- 
chandising methods instituted by the 
youthful Hattiesburg dealer back in 
pre-war days. 


buyers from the area. 


“T have always made it a policy to 
go along with my community in every- 
thing,” he says. “I started in business 


CONTINUED FROM PAGE 47 





here on River Avenue—which you can 


see is somewhat out of the main busi- 
ness district—and I’ve sort of become 
part of the avenue. In 1937, the people 
of River Avenue and the vicinity were 
working at odd jobs and on the WPA 
and living in rented houses. We all 
suffered together in those days. When 
the war brought prosperity, we didn’t 
forget each other. [| had fabulous 
offers for scarce merchandise whenever 
it came in, but most of it went to the 
people on the avenue here who needed 
it and had been waiting for it for a 
long time. 

“Now, these neighbors of mine are 
steadily employed and most of them 
live in their own houses. They are the 
nucleus around which I am building 
my post-war business. I can safely 


say the bond between us is an insur- 

ance that, when they buy any appli- 

ances at all, they buy them from me.” 
(Continued on page 226) 











A LINE OF TOYS at holiday time proves a magnet to the youngsters of the neigh- 
borhood, and the grown-ups get an opportunity to inspect small appliance displays 


at the same time. 
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How Important is Eisenhower’s New Job? 
Just how big is the actual job of heading up 
Columbia? Will it become a stepping stone 
to the Presidency? The facts about Colum- 
bia become highly significant in the light of 
these questions. Read the full story in the 
new issue of Look, out now. 











people Do Americans Really Understand Democracy? 

were Do you? Could you explain it to your own 
WPA children ? You should be able to—and Look 
Ve all shows how it can be done. For a deft treat- 
When ment of a dead serious subject—read about 
didn’t ‘Make Mine Freedom”’...in the new issue 
bulous of Look, out now. 
never 
to the 
1eeded 
for a 

























ne are 
them 
ire the 
\ilding 
safely 
insur- 
appli- 
1 me.” 


4, 
a ed 
tints Boa: tn, a oe 





The Strange Case of the Misunderstood Law! 
Several months ago, a Look report on the 
Taft-Hartley Law showed that union mem- 
bers opposed to the law actually favored 













wae FROM VIENNA its contents without knowing it. Since the 
“Tt WE — oot WE PREPARE report appeared, Look has been besieged 
bos WTARRIAGE? with requests for reprints—more than 
900,000 to date! 
may 1s. 0048 ) 
mh * 4 . 


- 15,650,000 Regular Readers . . . the second largest total 
audience in America today ... America’s fastest-growing 
major magazine. 





* Authoritative Reports On America’s Problems . . . edited for 
both men and women... in every issue of America’s 
Family Magazine. 


1,956 Readers Per Ad Dollar . .. more readers per dollar 
than any other major magazine... higher advertising 
visibility than any weekly magazine. 
















las ii GET THE NEW ISSUE AT YOUR NEWSSTAND NOW! 
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BIG OR LITTLE—IS YOUR PROSPECT FOR 
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electric water cooler 





market is getting better all the time! Even 
small offices and plants, where only four 
or five people are employed, are demand- 
ing the refreshing, healthful advantages of 
properly cooled water. W ith OASIS Electric 
Water Coolers, you have the right answer 
—the profitable answer—to every one of 
these thirst problems Models and sizes for 
every need .. . air-cooled and water-cooled 


types... bubbler, glass-filler and combina- 


tion models bottle-type coolers 


models for AC or Dt operation—a// built 
by the world's largest maker of electric drink- 


ing water coolers! Write for the full story! 
The Ebco Manufacturing ¢ g01 W. Toun 
Street, Columbus 8, Ohio. 
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IT’S HERE! THE NEW CHELSEA 


vat 





OP-10W 
OB-4 


OP-20B 
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SILENT, EASY TO INSTALL! 


Wy RED 


This compect fon, float-mounted on 
attic floor or from the rafters, elimi- 
notes vibration. This complete, low- 
cost package unit includes ... a4 
sturdy, efficient Chelsea fan, an 
automatic ceiling shutter, mounting 
brackets, vibration dampening springs, 
conves boot for anti-vibration seal 
between floor and fan, and a pull- 
chain switch for convenient control. 











Your customers asked for it 
—CHELSEA MADE IT! 


Truly an innovation in attic fan design. 
Cut a simple hole in the attic floor, 
tighten a few screws and the fan and 
automatic ceiling shutter are installed 
—make a short electrical connection, 
pull the switch cord and “presto” the 
fan is in operation. 

Inexpensive to buy—inexpensive to in- 
stall—unit-packaged for convenience— 
adaptable to attics of low headroom— 
available in 24”-30"-36" and 42” sizes 
for any home. Order now for stock. 


ad 


Rating’ 
@ 








INSIST ON THIS SEAL! As with all Chelsec products, 


the rating of 
this new unit is determined by the Standard Test Code of the Propelier 
Fan Manvufocturers Association and the A.S. of H. & V.E. 












" \CHELSEA FAN & BLOWER CO. 


INCORPORATE ODO 
1206 GROVE STREET, IRVINGTON 11, NEW JERSEY 
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| nels puts it. 


_Love Thy Neighbor 


ees CONTINUED FROM PAGE 224s 


While using his grocery business to 
pull traffic into the appliance depart- 
ment, Mr. Runnels actually conducts 
the two sections as separate units. The 
business is, in fact, two separate stores. 
All of the display shelves and counters 
in the grocery store contain food 
stuffs, just as the display shelves and 
space in the appliance store contain ap- 
pliances, but occasionally a home 
frezer is exhibited near the meat coun- 
ter, or a refrigerator placed near the 
cheese, egg and butter counter. Sort 
of a matter ,as Mr. Run- 
And while the division 
of the two businesses is clear, still the 
doors between are arranged so that 
food shoppers get a clear view of the 
best appliances. Thus the desired effect 
of drawing traffic is obtained, vet the 
appearance of the two stores is in per- 
fect harmony 


of suggestion 


Good Neighbor 


Mr 
little 
tomers love. 


the 
tricks which his cus- 


Runnels hasn't forgotten 
neighborly 
At holiday seasons, he in- 
vites the children in to inspect the line 
of toys which he carries more as a 
convenience than a business sideline. 
He welcomes his friends by extending 
credit and he has made it easy for 
housewives in the River Avenue vicini- 
ty to buy, by installing an easy budget 
system. He is ready dav and night to 


talk over their appliance problems with 
them and maintain a first rate service | 


and repair department, with a minimum 


price scale, to give them service when | 


needed. Occasionally, he offers free 
prizes of useful appliances to customers 
of both his grocery and electrical sup- 
ply business. 


Major lines carried by the Modern 


refrigerators, Launderall automatic 
| washers, Youngstown kitchen units. 
Modern Maid gas ranges. Horton 
washing machines. Pincor power 
mowers, Hunter attic fans and Cool- 
erator refrigerators. 


Not so long ago Mr. Runnels cele- 
brated his tenth anniversary 
ness 


in busi- 


out to help him celebrate, for his is a 
real success story and many of the fix- 
tures in his stores are worth more than 
his whole original investment 10 years 


ago. End 





“PRETTY CUTE OF MOM PUTTING THAT COM- 
BINATION LOCK ON—SHE KNOWS HOW FOR- 
GETFUL YOU ARE!” 


MAY 1, 


| Appliance Co., are Admiral Dual Temp | 


Almost all of Hattiesburg turned | 











=i 


WANTED | 


EXCLUSIVE 
DISTRIBUTORS | 


Peelmaster 


PORTABLE ELECTRIC | 
POTATO PEELER | 


(Peels 18 Ibs. per minute) 





Well established and consistently, | 

netionally advertised 

° | 

For Restaurants, Diners, Clubs, 

Camps, Schools, Hospitals. | 
Retailing for $175.00 


Seck distributors for exclusive 
blocked territory to handle current 
business and solicit new business— 
on quota basis. Will assist in ar- 
ranging finance for purchases and 


sales 


se 
Want sales-minded individ- 


uals or dealers with some capital 


live 


to employ salesmen with cars to 
carry demonstration machines. We 
also offer another well-known elec- 
trical item for same trade. An un- 
usual opportunity 


Write Treas.— 


SERVICE APPLIANCE CORP. 
1227-229 West 13th St., N.Y.C. 11 























COMPLETE STOCKS 
Electric Motor Parts 
WESTINGHOUSE! 
MARATHON! 
JACK & HEINTZ! 
WAGNER! 


Send for 

Your Catalog 

On Your iss 8S 
Today to... 


The HARRY ALTER Co. 


1728 S. Michigan Ave. 134 LaFayette St. 
Chicago, Ill. New York, N. Y. 
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THE ZENITH COBRA 


Tests Show Zenith 
Tone Arm Far Superior 
in Tone and Economy 




















* After exhaustive tests of all types of pickups, Rudolph 
Wurlitzer Company, the world’s largest maker of com- 
mercial phonographs, selected the Zenith COBRA Tone 
Arm... the reason why makes mighty good sales ammu- 
nition for you. 











RECORDS SOUND LIKE NEW LONGER 


Wurlitzer’s years of experience had shown that with the 
conventional type pickup, record fidelity starts to fall 
off at from 50 to 300 plays and from then falls off fast. 
Their tests proved that records played with the COBRA 








NO. of PLAYS PER $1. COST of RECORDS & NEEDLES 






















Tone Arm still retained 95% of their original tone fidelity COBRA a a 

after TWO THOUSAND plays. — = 
CONVENTIONAL 

OPERATING COSTS REDUCED PICKUPS 

Wurlitzer’s experiences also showed that commercial (Wurlitzer s Chart of Record and Needle Cost.) 


phonographs equipped with ordinary pickups give from 
190 to 420 plays per dollar spent for needles and records. 
Cobra-equipped Wurlitzers give 1620 plays for the same 
dollar. 


TELL THAT STORY TO YOUR CUSTOMERS 

A Zenith radio-phonograph with the COBRA Tone Arm 
will keep records sounding like new. Furthermore, the 
COBRA reproduces records so perfectly that even new 
records sound better. Yes, the COBRA means the best 
in record playing—and only Zenith has it. 


Leni Kiadio Coypouilion + C001 Dickens Hoe » Chicago 39 le 
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Keep An Eye On 









Cash In This Summer 
With The 


NEW 


“Playing-Heart” 


Enlarged cutaway section shows... 
Each cell interlocks with its neighbor, 


forms the “playing-heart” of your radio 


@ NO TAPE OR 
SEALING WAX 
TO BREAK 

© TRIPLE SEALED 


® LAST LONGER 
* COST NO MORE 


Full Details Announced Next Month in this Magazine 
1948 Retail Market Potential $52,000,000 


That's a Tremendous Market A Big Slice of Which is 
Available To You 


All Fun-Loving Americans Are Customers for This 


N EW “Playing-Heart” 


OU | 








CONTINUED 


ages audience confidence. Diet and 
exercise is the answer here. Diet, that 
is, not starvation, but from a scientific 
health-giving, figure-restoring point of 
view. 

“Perfect posture with shoulders re- 
laxed, waist drawn out of hips, hips 
tucked under, head held with assur- 
ance, is something everyone in the pub- 
lic eye should work for,” said Miss 
Rowan. 

None of the above personal improve- 
ments is of much use in Miss Rowan’s 
opinion, if not accompanied by a pleas- 
ing, well-pitched voice. A demon- 
strator with a rasping, high pitched 


Demonstration Aids 








Dealer-Distributor 


If YOU Want To Be FIRST With The BEST, 
LATEST, NEWEST, Watch For Next Month’s 
Double Page “Playing-Heart” Advertisement In this 
Magazine Announcing This Scientific Electronic 
Development. 


Olin Industries, Inc., 
Electrical Products Division, 
New Haven, Conn. 











COPYRIGHT OLIN INDUSTRIES, INC., 1946 
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CONTINUED 


Mrs. Hanford’s opinion. “With a large 
audience it is wise to have a lapel 
mike. With or without the mike, be 
sure not to drop your voice at the end 
of a sentence!” she cautioned. 

Other rules to insure a successful 
demonstration given by Mrs. Hanford 
were: 

1. Strive for perfection. Try to 
make everything you do perfect. 

a. Practice handling equipment and 
utensils until everything you do seems 
simple. Develop speed and precision. 
This is especially necessary in televi- 
sion, 

b. Keep your demonstration area— 
platform or store corner—immaculate. 
In a department store corner, watch 
the background. Insist on a paint job 
when needed. If you use charts and 
posters see that they are fresh looking. 
Have new ones made when the old ones 
show signs of being handled, 

c. Have your equipment well-kept 
and at your fingertips. Check it, or 
have it checked, 

d, Use tested, familiar recipes—tast- 
ing and testing ahead of time. 

Don’t try to remember recipes. Have 
a copy before you with a list of in- 
gredients as they are to be used; and 
the ingredients arranged on a tray 
also in order of use. 

e. Be sure of yourself and your re- 
sults. Never show anything that isn’t 
perfect. Even in a regular demonstra- 
tion it is a good policy to have a duplic- 
ate on hand when you’re doing some- 
thing tricky or new. Then you have 
something to fall back on. 

f. Don’t be afraid to start as an as- 
sistant—it’s a good way to become 
familiar with the work. 

2. Like Your Work—it shows if you 
don’t! If you like what you are doing, 
the audience enjoys watching you. If 
you are nervous or self-conscious, if 
demonstration work takes too much 
out of you—give it up. Do something 
else. Life is too short to be in a con- 
tinuous state of nervous exhaustion. 

3. Be able to take it—demonstration 
is hard work. Unusual situations arise. 
People faint, get caught in revolving 
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Personal Presentation in Demonstrations 





FROM PAGE 48 





voice, monotonous tone quality, harsh 
or hoarse sounds repels rather than 
attracts her audience. In a demonstra- 
tion what is said must be pertinent and 
well thought out; it must be expressed 
correctly, clearly and pleasantly. 

A demonstrator should give her un- 
divided attention to her audience and 
what she is showing them; her con- 
tact should be warm, full of sympathy 
and understanding. There is no room 
for self-consciousness here. Self-con- 
sciousness is a form of selfishness, any- 
way. It indicates lack of objectivity. 
Above all, a demonstrator should be 
tolerant and patient. 


FROM PAGE 49 





doors; children in audience become 
unmanageable. A good demonstrator 
takes all such emergencies in her 
stride. 

4. Don’t unsell. If a dishwasher 
springs a leak, for instance, don’t blame 
the dishwasher—say the leak is caused 
by plumbing. Never blame the appli- 
ance, 

5. Be patient, sincere, tactful. 
Answer all questions no matter how 
foolish—remember you're selling. Re- 
peat each question so entire audience 
can hear. 

b. Be friendly—laugh with audience. 
Tell little jokes. 

c. Make the demonstration yours. 
This is not always possible if you work 
for a company that plans your demon- 
strations for you. But even with a pre- 
pared script, a clever demonstrator can 
inject a few personal touches into her 
demonstration. 

6. Have a Plan—and be sure it 
works. Work by procedure numbered 
and timed. Keep this procedure in 
front of you. This plan should be 
worked out with such precision that an 
assistant or other substitute can take 
over the demonstration at any point in 
an emergency. 

7. When food is given as prises— 
have a list of prizes before you, and 
have material for wrapping—suitable 
cartons for cakes and pies; bags for 
cookies; plenty of string and wrapping 
paper. End 








“| THOUGHT IT WAS YOUR TURN TO COOK 
BREAKFAST!” 
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VORNADOS ARE NOW 


REACHING 


EVERY PRICE RANGE! | 





FAST TURNOVER 


SEASON IS HERE 
VORNADO, the year-round best seller, is 
starting another big new advertising cam- 
paign. The schedule includes full pages in 
LIFE magazine. Dealers everywhere find 
Vornados are top profit, fast moving sellers. 
That's because thousands of housewives and 
office workers know this remarkable circu- 
lator moves three times more air three times 
farther, Ic assures more comfort under all 
circumstances, summer or winter. The three 
exclusive features illustrated below tell why. 
Order today and profit from the greater- 
than-ever national preference for Vornado. 


FEATURES 
EXCLUSIVE WITH 


VORNADO 


TWIN CONES induct then supércharge the 
air-feed and instantly channel a tremendous 
volume to the propeller. The “Vortex-Tor- 
nado” spiraling motion starts here. 


DEEP-PITCHED PROPELLER takes a huge 
“bite” of air, driving it forward with great 
force. A further “twist” is given to the spiral. 
This makes it bore farther into space. 


INSULATED COWL in a beautiful Lam- 
bert green finish helps silence air noises. De- 
spite its tripled air output, the Vornado is 
far quieter than a “fan.” 








THE ©. A. SUTTON CORPORATION 
WHEentiTA®.’. cee i ne (SAS 
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' _— Vornado pedestal models in various sizes fit 
14 b> all requirements for large homes, offices, 
stores, restaurants, auditoriums, theatres, et 
cetera. Height and air-flow angle are 
adjustable. 










Desk circulators are available with 
72” to 12” propellers and multiple- 
speed motors. Light in weight, they 
are easily moved when desired. 


The new Vornado 18C1 Circulator 
serves a hundred purposes, circulat- 
ing air in small spaces. Inexpensive, 
yet a. potent performer! 





Ask your distributor for LIFE Merchan- 
dising Kit and other dealer sales helps... 
Unique window displays, dealer newspaper 
mats, window streamers, sales folders, 


counter cards, sales portfolios. 
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Manufacturers use the 
advertising pages in 

this magazine to get news 
about their products 

or services to you... 
quickly and effectively. 
Their advertisements 
contain information 
designed to help you do 
your job better, quicker, 
and cheaper, which is just 
as newsworthy as the 
editorial columns. 

To be well-informed about 
the latest developments 
in your business, 

your industry...and 

to stay well-informed... 


read all the ads too. 


McGRAW-HILL 
PUBLICATIONS 
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Organization of the Demonstration 





absurd, but a failure in the middle of 
a food demonstration, for instance, can 
be disastrous if the inexperienced dem- 
onstrator loses her head and has no 
adequate plans beyond that point. 
Whereas, with a definite display and 
conclusion planned in advance, minor 
failures or oversights in the middle of 
a presentation may be written off as 
mistakes anyone is likely to make. 

Tell the audience, early in the intro- 
duction, what the conclusion is going 
to be. It helps hold their interest, ac- 
cording to Miss Smith. 

The conclusion is the climax of the 
demonstration. Imagination and a 
sense of the dramatic is needed here. 
With foods, particularly, the climax 
should present a picture that will make 
the audience want to own the equip- 
ment which turns out such tempting 
dishes. Recipes must be selected care- 
fully, keeping in mind the final picture. 
lexture, color and shape must all be 
considered. Pictures, ads, show win- 
dows, stage settings are all good source 
material for ideas on dramatic displays. 

“Timing is vital in a food demon- 
stration. ‘Start with the finish’ and 
work back, is the only way to 
achieve a smooth-running demonstra- 
tion. There’s more to planning a dem- 
onstration of an electric range, for 
instance, than just deciding to have 
roast beef, cake and rolls to show off 
oven performance; a complete broiler 
meal for the broiler; and a variety of 
vegetables, puddings, sauces and a ‘top- 
of-stove’ economy meat dish. 

“The best procedure is to start build- 
ing toward the climax ten minutes 
before the conclusion, and using that 
as a base figure, figure out the time 
each recipe will take; scheduling pro- 


cedure by working backwards.” 


The Presentation 


After deciding on the type of dem- 
onstration to be given, the next step 
is to make a critical selection of the 
information to be used. With beginners 
the tendency is to tell all. 

A well rounded technical background 
is of vast importance to a demonstrator, 
but it is of little or no interest to her 
audience. She must select material 
from the audience point of view. “And, 
it is well to remember,” Miss Smith 
said. “that you can talk yourself out 
of selling just as easily as you can 
talk the sale into actual accomplish- 
ment.” 

In working up the presentation the 
demonstrator should: Have a plan. 
The plan may be organized into sec- 
tions or parts, and the parts can be 
coordinated into a whole. In this way, 
if one section is forgotten or does not 
work out satisfactorily, the balance of 
the demonstration can still be worked 
toward a planned climax. 

Have a logical procedure—that is, 
work in orderly fashion from step-to- 
step in a more or less straight line to 
the right or to the left. Don’t jump 
from left to right to left again. 

Plan some relief from the serious- 
ness of the presentation. You can’t 
keep the audience keyed to a pitch of 


=CONTINUED FROM PAGE 49 





excitement during the entire demon- 
stration. There must be a few let- 
downs, otherwise the audience will get 
hysterical. These letdowns are rela- 
tively simple to effect—tension can be 
broken by simply moving or turning 
the body—dropping the hands, or at 
the end of a phase, merely resting 
hands on the table and smiling out at 
the audience. Or asking the audience 
to look at the next recipe—assuming 
recipes have been handed out before- 
hand. 

“In demonstrating a top of the 
range browning operation, however, 
don’t move during the browning opera- 
tion. To emphasize speed of operation 
it is best here to stand in one position 
and talk about construction features 
until the browning is finished. Then 
you can turn and say—“There—see 


how fast it is? 
Audience Participation 


\ demonstrator should work for 
audience participation in an active and 
constructive manner. If this proves 
difficult, an analysis of procedure may 
show you are Lecturing (with a capital 
L) at a passive audience—and that 
wont sell much. 

One way to get audience participa- 
tion is to ask them to watch the cooker 
until the steam begins to rise; ask them 
to watch the jewel indicator light up 
or go off. But it’s not good procedure 
to depend on the audience for these 
little jobs. 

In talking about a particular product 
find something about it that is different 
from any other like it on the market. 
This information must be accurate in 
every detail, and the best source is the 
manufacturer of the appliance. 

Be kind and patient with the audi 
ence—talk up to them, never down; 
give the most fundamental instruct- 
ions; and if someone in the audience 
starts to talk, the best way to handle 
the situation is to talk lower—more 
confidentially, directing your remarks 
to someone far away from the offender 
This method usually arouses _ the 
talker’s curiosity—she will soon shut 
up to find out what’s going on that’s 
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“DOESN’T THAT LOOK LIKE OUR BABY? GOOD 
LORD, THAT /S OUR BABY! WHAT DID HE DO 
WITH THE SCREEN?” 
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ELL BOTH MARKETS... 


with ONE newspaper... 
at ONE low cost! 


You get more solid hits per insertion in this double-action market when 
you advertise in the Cleveland Plain Dealer. For the Plain Dealer is the only 
metropolitan newspaper covering the famous Cleveland 2-in-1 market— 


Ohio’s two largest retail markets—at one low-cost coverage. 


You reach Greater Cleveland plus 26 adjacent counties, including 141* 
prosperous cities and towns. The combined volume of electrical appliances 
normally sold in these 26 counties alone is virtually the same as the volume 
sold in ABC Cleveland (Cuyahoga County). Take advantage of the extensive 
buying power in both of these rich, compact industrial markets. Schedule the 


Plain Dealer now to get thorough, effective, exclusive coverage in both areas. 


* Akron, Canton, Youngstown not included. 


The Plain Dealer is Enough 
eee if You Use it Enough! 
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THE \P. D.| MEANS 


Planned Distribution 


Do you know the localities in this mar- 
ket that wiil buy mosce of your electri- 
cal goods? 


Do you know the shortest cut to your 
biggest volume of sales? 


Do you know all the distribution ele- 
ments in your operation area by name 
and address? 


The Plain Dealer Market Survey de- 
partment can answer these questioris 
and many more pertaining to your busi- 
ness operation. Call or write your P. D 
representative for an appointment 
to receive this ‘ndividualized service. 


Don’t Guess at Your Market 
-+- KNOW ALL THE FACTS! 





Cleveland’s Home Newspaper 
I 


Cresmer & Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles 


A. S. Grant, 
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do you carry 


appliances? 


Whether you carry them cleor across the city or just across 


the street, give them the quick, sure protection of Slingabouts 


—protective packages, tailor-made for Kelvinator and all 


makes of appliances. Outer jacket of rugged heavily padded 


canvas cushions shock of sudden jars. . 


. thick inner layers 


of soft flannel protects mirror finishes from mars, stains, 


dents .. 





. Sturdy sling enables packaged appliance to be 
moved through narrow doors, halls without damage to 
property or injury to handlers. No messy unpacking. Sling- 
abouts can be slipped on and off in seconds, and used 


repeatedly to reduce delivery costs. 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 


Send Slingabout prices for model = 


SEND 
Address 


TODAY 


City 


i 
| 
| 
| 
| 
| Name 
| 
| 
| 
| 
| 


make Refrigerators 


Radio 
Check Range 
Appliance )Washer 
Other 


State (please specify) 





ptING 


osc\\ 
CIRCULATOR 











e Big 24-inch ultra- 
quiet blades e Au- 
tomatic safety 

mechanism prevents 

fan tipping over if it oscillates 
igainst obstruction e Easy toorder 
ind stock 
interchangeable) e Prompt deliv- 


pedestals and fan unit 


ery write now for information, 


Such Ez. 


G-M Laboratories inc., 4292 N. Knox Ave., Chicago 41 
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THE 


PREMIER 
P-20 


ELECTRIC 


WATER 
HEATER 






SALES GUARANTEE 


Order a sample...if not 
completely satisfied 
with quality and sales 
value, send it back! 
Money refunded ! 





@ High Profit 

@ Popular Selling Price 

@ Hot Water by the Pailful 

@ Underwriters’ Laboratories Approved 


A revolutionary, new immersion-type 
water heater! Not a gadget... finest 
quality unit. Top housing cadmium 
plated and painted red. Heating unit 
solid copper with hermetically sealed 
brass tube. Automatic contact switch 
operates only when pail is hung on 
switch arm. Retails at $17.95. Full 
dealer discount allowed. Order from 
your distributor or direct from this ad. 
Dept. EM-5, 


THE NATIONAL IDEAL CO. 


TOLEDO 4, OHIO 











NEW LITERATURE 
AND SALES HELPS 








6-color, 12 x 10 in. 
electric iron dealers. For window, counter 
or shelf displays. 


Dayton Pump & Mfg. Co. 


The Dayton Pump & Mfg. Co., of 
Dayton, O., has brought out a new 
catalog, No. 48, with price list W-48 
leaflet included. It gives photos, 
diagrams and complete specifications 
for their pumps, water systems, ac- 
cessories, water softeners and cellar 
drainers. 


Drinking Water Coolers 
Mfrs. Assn. 


“Better water for better living,” is 
the theme of the “Water Cooler Story”, 
a brief but complete booklet being 
isued widely by members of the Drink- 
ing Water Cooler Mfrs. Assn., 1107 
Clark Bldg., Pittsburgh 22, Pa., a divi- 
sion of the Refrigeration Equipment 
Mirs. Assn. There are complete de- 
scriptions and illustrations of the gen- 
eral types of coolers on the market 
today and the booklet also offers fac- 
tual advice on choosing the right type 
and number of water coolers to meet 
the requirements of various plants, 
offices and other business establish- 
ments, as well as floor plans for proper 
locations. 


Ebco Mfg. Co. 


\ comprehensive guide for electric 
water cooler servicemen has been re- 


leased by the Ebco Mfg. Co. 401 
W. Town St., Columbus, O. Entitled 
“Service Manual and Parts List— 


Electric Water Coolers”, the manual 
is written in simple language and tells, 
step by step, how to properly service 
Bona fide electric water 
cooler servicemen may procure copies 
by writing to the company at the above 
address. 


cor ylers. 


Electromode Corp. 


\ new 16-page catalogue, No EC-4, 
just issued by Electromode Corp., 45 
Crouch St., N. Y., de- 
scribes in detail the complete line of 
Electromode Unit Heaters from 1500 
watts to 6,000 watts Che book is 
fully illustrated with many 


Rochester 3, 


installa- 


Aid by Arvin 





EVEN HEAT is spotlighted in this new 
cutout for Arvin 


MAY 1, 


TRY IT YOURSELF! Ranger electronic 
inverter demonstration model made avail- 
able to electronic specialty dealers. Can 
be plugged in ordinary electric outlet. 
Flick of switch changes from a.-c. to d.-c. 
and back. 





controls and 
wiring diagrams, and it contains a 
Heating Analysis Sheet to assist in 
solving industrial heating problems. It 
also carries a full page of illustrations 
of the complete line of portable and 
built-in-wall heaters. 


tion pictures, heaters, 


Emerson Electric Mfg. Co. 


\ new Emerson-Electric Master 
Fan Catalog, illustrating in color and 
describing in detail their complete line 
of 1948 fans, is offered by the Emer- 
son Electric Mfg. Co., St. Louis 21, 
Mo This 32-page colorful catalog 
gives design and construction specifica- 
tions with complete performance data 
on the various types of desk and stand 
fans. Included is detailed dimensional 
information for exhaust and ventilat- 
ing fans and accessories. Copies will 
be mailed to those requesting it on 
their company stationery 


Eureka Williams Corp. 


A new 46 page “Fuel Conservation 
Handbook” has been prepared by the 
Williams Oil-O-Matic Div., Eureka 
Williams Corp., Bloomington, IIL, 
which is described in the foreword as 
“a summary of the responsibilities of 
automatic heat merchants”. The four 
chapters take up the questions of 
measurement of heat loss, estimating 
fuel consumption, descriptions with dia- 
grams of various heat distribution sys- 
tems, and methods of stopping heat 
loss and fuel waste. 


International Harvester Co. 


“Prelude to Home Freezing” is the 
title of a new 22-page booklet pub- 
lished by International Harvester Co., 
180 North Michigan Ave., Chicago, 
Ill. After a brief discussion “Why 
Freeze Foods” the book takes up in 
detail which foods to freeze, preparing 
and packaging, how to freeze, and pre- 
paring for the table. Photographs and 
drawings are used throughout. 
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PHILCO Leads at- 
Every vce. 


_..in Refrigerator Value and Sales Appeal 








N the lower price brackets, too, Philco gives 

ou the industry's greatest sales appeal. Exclusive, 
ompletely Adjustable Shelves ! Freezer Lockers 

p to 3 times as big as before! Deluxe extra 
guipment including spacious Vegetable Bin! 

Again, in 1948, it’s Philco, for the industry's 


greatest refrigerator values at every price ! 
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PHILCO 883 


8 cu. ft. Advanced Design model. Exclusive 
Philco Adjustable Shelves . . . “You shift 
the shelves to suit yourself!” Huge zero- 
zone Freezer Locker. Separate fast freez- 
ing Ice Tray Shelf. Lavishly equipped. 


a 
ma 


Sensational value leader. Oversize 7.7 cu. 
ft. Exclusive full-width Adjustable Shelves. 
Freezer Locker almost 3 times as big as 
before. Amazing array of quality fea- 
tures and deluxe equipment at low price. 


Greatest sell-up in the industry. Oversize 
7.7 cv. ft. Exclusive Adjustable Shelves. 
Freezer Locker almost 3 times as big as 
before. 2 crispers. Added quality fea- 
tures give powerful extra sales appeal. 






















Magic-working 
REGINA ELECTRIC 
FLOOR POLISHER 





Quick Sales Result from Featuring 


COMPANION APPLIANCES 


Low Cost=Less Sales Resistance 


Aggressively promoted this spring to over 20,000,000 
readers of leading magazines. 


Ask your distributor for full details on new dealer 
advertising program. 





THE REGINA CORPORATION, Rahway 2, New Jersey 
Western Office: 520 West 7th St., Los Angeles 14, Calif. 
Also makers of REGINA SMOOTHCUT CAN OPENER 


REGINA 


each appliance has individual 
and exclusive selling points 
that intrigue the woman 


each takes less than 
5 minutes to demonstrate 


REGINA ELECTRIKBROOM 


New, revolutionary 
vacuum cleaner 























Al R-FLO serena 


CEILING SHUTTER 








TOP VIEW~~- OPEN ~ - LESS MOULDING 


FOR ATTIC FANS 


Built so they can be installed practi- 
cally flush with the ceiling, AIR-FLO 
Ceiling Shutters present a refined, fin- 
ished appearance. Their natural alumi- 
num color blends with any decoration, 
eliminating need for painting and no 
grille or winter cover is required. Fur- 
nished in 5 different widths, single 
panel up to 73” long. No operating 
mechanism shows. Built-in fusible link. 
Meets fire underwriters’ requirements. 
Write for illustrated catalog 42-A of the 
complete AIR-FLO line. 


























AIR CONDITIONING 
PRODUCTS CO. 
2340 West Lafayette Blvd. 
Detroit 16, Michigan 
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Dealers ! 


AVOID THE RISK OF DAMAGED 
MERCHANDISE DURING DELIVERY 


astercraft 


PADDED PROTECTIVE COVERS 









Deliver in perfect condition—no dents, 
chips or scratches on merchandise, no 
splintered or scraped woodwork 
MASTERCRAFT covers are made of 
heavy green pocketing twill inside and 
out. Lined with Kersey ( Jute fibre on bur- 
lap), they are quilted to give maximum 
protection. Long-life MASTERCRAFT 
covers stamp you 
as a progressive, 
up-to-date busi- 
ness operator 
Refrigerarors, 
ranges, washing 
machines, ironers, 
radios, combina- 
tions, heaters, etc 
quickly “Wrap 
packed"’ and deliv- 
ered in perfect con- 
dition—just as they 
left your showroom 
Act now! 
Mail Coupon today! 
BEARSE MANUFACTURING CO. 
3817 Cortland St. + Chicago 47, Illinois 


Gentlemen 











. 
' 
1 
{ 
! 
' Please send me price list on Mastercraft Pads 
L] 

! NAME 

1 

: ADDRESS 

! 

‘ 


CITY _ a STATE. 





Some Electrical Industry 
Tributes to Les Moffatt 


We were more than shocked to re- 
ceive a wire from our Association that 
Les Moffatt had died. May we express 
our sincere condolences, because Les 
was certainly a great friend to us and 
our industry and his replacement will 
be an impossibility. 

Les Moffatt’s spirit will live on with 
ELECTRICAL MERCHANDISING, and we 
will always think of him when reading 
“his” magazine. 

W. R. Dasney, lice President, 
Ironrite Ironer Co. 


It is not easy to write about Les 
Moffatt an hour after being notified 
that he died last night, following a 
second emergency operation. 

More than a year ago it became ob- 
vious to his friends that he would not 
live for long. 

Even with that forewarning it is 
hard now, nevertheless, to realize the 
end has come to a man whose preoccu- 
pation with life was so alive and hearty. 
The number of Les’ good friends 
would have been every bit as large if 
he never had possessed the contacts 
given him by being editor of ELec- 
rRICAL MERCHANDISING. Les loved 
people, so people loved Les. 

He was brilliant. He came close to 
being truly a scholar. He had great 
gifts as a conversationalist, with a 
catholicity of tastes which quickly won 
him a welcome and made him at home 
anywhere. His sound judgment and 
sage counsel aided his friends many 
more times than anvone ever could 
count 

What I have been trying to say had 
better be summed up this way: Les 
Moffatt was a great guy. 

WILLIAM SHAW 
Washer & Ironer Mfrs. Assn. 


It is with heartfelt sorrow that we 
learn of the death of Mr. L. E. Moffatt. 
Few men in the country have played 
such an important part in the develop- 
ment of the appliance business. 

\t the time many years ago when we 
were consistent advertisers in ELEc- 
TRICAL MERCHANDISING we learned to 
respect him for his broad and intimate 
knowledge of all phases of the appli- 
ance business—for his sound sugges- 
tions and personal cooperation. 

\ccept our most sincere sympathy in 
the loss you and the country have sus- 
tained in his passing from us. 

CHARLES BAssETT, 
One Minute Washer Co. 


It was my pleasure and good for- 
tune to have known Les Moffatt for a 
long, long time as a business life is 
measured, and I feel that his loss will 
bring sincere sorrow into the hearts of 
all those who knew him and his work. 

It is rather a trite statement to say 
that the Industry will miss Les, but it 
is true, in my opinion. 

Les was a worker, a gentleman at all 
times and a great cooperator. We, like 
your organization, will miss him. 

ALBERT MATTHEW SWEENEY, 
Sales Manager, 
General Electric Co 


MAY 1 


We received with deep regret the 
word about the passing of Les Moffatt. 
He was a grand guy and his passing is 
certainly mourned by everyone in this 
district. Our whole organization joins 
me in extending very deep sympathy, 

I. N. Merritt, Vice President, 
Conlon Corp. 


I have just learned of Lester Mof- 
iatt’s sudden passing. I am deeply 
shocked at the loss of this long time 
friend. His going is a loss to the in- 
dustry that will be felt for a long time 
to come. 

James J. Nance, President, 
Hotpoint, Inc. 


[ am deeply grieved to learn of Les 
Moffatt’s death. All of us privileged to 
know him felt a keen admiration for 
his character and ability. His memory 
will be a treasured possession. May I 
personally and in the name of Black- 
stone Corporation, extend to you and 
his family deepest sympathy. 

Oscar A. LENNA, President, 
Blackstone Corp. 


Che business press shares with you 
the loss of an able and progressive 
associate in the death of Les Moffatt. 
Les was always a builder and his finest 
work was the creation of the host of 
true friends who will miss him greatly 

C. W. Lerny, 
Electrical Publications, Inc 


The unexpected news of Les Mof- 
fatt’s death has hit us hard in the Gen- 
eral Electric Appliance & Merchandise 
Department. He was to us (as he was 
to the entire industry) a real inspira- 
tion, a valued counselor and a true 
friend 

We shall miss him mightily. 

And if that is what his death has 
meant to us, how much more must it 
mean to McGraw-Hill. 

We mourn with you the loss of a 
yreat editor. 

STANLEY C. SCHULER, 
Publicity Manager, 
General Electric Co. 


We were shocked and saddened to 
hear that Les Moffatt is dead. Not 
only has our entire industry suffered 
an enormous loss, but many of us feel 
bereft personally. 

Les never failed to pass on any in- 
formation or advice which he thought 
would be helpful to me, and down 
through the years I have looked up to 
him as a mentor as well as a grand 
fellow. 

Georce F. TAuUBENECK, 

Editor and Publisher, 

Air Conditioning and Re- 
frigeration News. 


Our organization joins in sending 
our sympathy to you and your associ- 
ates in the loss of Mr. Moffatt. 

J. H. WHEE er, President, 
Essential Chemicals Co. 

[ just learned of the death of Les 

Moffatt and was terribly shocked, first, 


, 1948—ELECTRICAL MERCHANDISING 





i 


>» =— pm Pm oo 


—S> TrO= 





the 
fatt. 
ig is 
this 
Oins 
thy, 


Mof- 
eply 
time 
» in- 


time 


Les 
d to 
for 
nory 
ay | 
ack- 
and 


you 
sive 
fatt. 
nest 
t of 
atly 


VLof- 
zen 
ise 
was 
ira- 
true 


has 
st it 


1 to 
Not 
ered 


feel 


, in- 
ught 
Owl 
p to 
rand 


ling 
;Oci- 

























































ea 


good spirits. 





ecause Les had gradually grown into 
in institution and, secondly, because I 
iad talked with him what seems to be 
mly a few days ago and he was then in 


We sure will miss him 
Joun M. Wicart, 
Vice-President, 
Blackstone Corp. 





I certainly was shocked to hear of 
Les Moffatt’s death. Les was one of 
my very close personal friends, and I 
had a very high regard for his ability 
and good judgment. We both sort of 
grew up in this industry, and as I re- 
flect on the past it seems that I have 
known him ever since I have been 
associated with washing machines. The 
electrical industry will miss Les, and I 
personally will feel his loss to a far 
greater degree than I can properly 
express. 

W. NEAL GALLAGHER, 
President, 
Automatic Washer Co. 


[ just read of Les Moffatt’s death 
and I feel as only one can who has lost 
a friend. 

VERNON E. “Sam” VINING 


I was greatly shocked in reading the 
report of Les Moffatt’s death. While 
I had only met Les on my trips to New 
York, I always found him to be one of 
the most pleasant and able men that I 
had met. 

I know his loss will be felt by your 
organization and I know, too, that his 
many friends in Westinghouse also re- 
gret the news of his death. 

P. BERNARD FLEMING, 
Publicity Representative, 
Westinghouse Electric Corp. 


Please allow us to extend our sym- 
pathy to the family of Les Moffatt, and 
also your organization over the death 
of Les a few days ago. 

The passing of Les is a distinct loss 
to the entire electrical industry at this 
time. The washing machine industry 
will especially miss his counsel and 
help from time to time, and we know 
that the entire industry will mourn his 
loss. 

E. F. Voss, President, 

Voss Brothers Mfg. Co. 
| learned with regret of the death of 
Les Moffatt and extend to you and your 
associates our personal condolences in 
the loss that you have suffered. 

Joun J. WHELAN, 

General Manager, 

Haire Publishing Co. 


I was shocked recently to learn of 
the sudden death of Les Moffatt. The 
termination of his friendly guidance 
and wise counsel will be keenly felt 
here at Lovell. All of us here feel a 
personal loss at the passing of our good 
friend, Les Moffatt. 

E. D. Dotti, Vice President 
Lovell Manufacturing Co 


I was greatly saddened by the report 
of Mr. Moffatt’s death. To my mind, 
he did more than anyone else to build 
the electrical appliance industries. The 
industry will feel this loss for many 
vears to come. 

A. E. Cascino 
Bendix Home Appliances, Inc. 
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New Store Modernization Book shows 
how you can attract more customers, 


increase retail sales and profits... 


“Modern Ways for Modern Days” contains a 


wealth of solid material on what the “ap- 


In addition to many pages of store front 
photographs, this new book includes scores 
of views of remodeled interiors of a large 
variety of businesses. A number of pages 


pearance factor” in retail selling really 
means. It’s chock-full of actual “before” 
and “after” photographs of all kinds of are devoted to the designs of some of the 
businesses that have gone after greater world’s foremost architects. These are 
success by modernizing with Pittsburgh magnificent conceptions and cover a wide 
Glass and Pittco Store Front Metal. Here’s 


a “must” for evervone concerned in any 


range of stores and other establishments. 
The important subject of “Group Mod- 
way with retailing. ernization” also is fully covered. Outstand- 
ing examples of such projects are illus- 
trated. And, throughout the book, there 

are interesting notes, photographs 

















of actual installations, and pro- 
posed designs of “open vision” 
store fronts —the latest trend in 
sales-winning structures. 

There are many more valuable 
features in this intensely interest- 
ing and informative book. It’s easy 
to get your copy. Just fill in and 
return the convenient coupon be- 
low. Do it right now. It’s FREE! 


\ 
s\ “Mt \ Pittsburgh Plate Glass Company 
\ 9992-8 Grant Building, Pittsburgh 19, Pa 
\ I'm interested in your new book on store 


\ modernization—* Modern Wavs for Modern 
STORE FRONTS — 


\ Name 
AND INTERIORS =|» = 


PAINTS - GLASS + CHEMICALS + BRUSHES - PLASTICS 


G 
COMPANY 


GLASS 


an on 
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BURKS OFFERS | 


“ONE” 
WATER SYSTEM 


For Both Shallow and Deep Wells 


MAKES “LIFE-LOK” FEATURE 
Available on All Systems 


SUPER 
TURBINE 











Without doubt, the new BURKS WATER SYS- 
TEM gives dealers the most salable system of 
all. One pumping unit—with popular Life-Lok 
feature—is sold for either shallow or deep wells. 
The difference is in the BURKS EDUCER—an 
inexpensive part that converts the shallow well 
system into a Deep Well System. 


Full particulars available to 
prospective BURKS Dealers 


DECATUR PUMP COMPANY 


Makers of BURKS Super Turbine Systems 
51 Elk St. 


Decatur 70, Ill. 








And Now .. . Introducing 
LIGHTED-MOTION! 


yee] Model “712” 


*Rotosho: 


For Your 
Sales 
Producing 
Displays 








MODEL “712” ROTO-SHO’s two- 

way, built-in electric outlet per- 
mits novel, self-contained lighting 
effects as well as operation of electric 
devices while the turntable revolves 
three times a minute! There's nothing 
like “712” to revolutionize your win- 
dow trim and stop passersby dead in 
their tracks. Sturdy, steel construc- 
tion, guaranteed—it carries up to 200 
lbs. 18” diameter table. Allover 
height only 7”. A. C. only. 





® For pr g displays, write TO- 


DAY for 

complete 

log. 
GENERAL DIE AND STAMPING CO. 
Dept 65, 267 Mott St. @ New York 12, N. Y. 


information and our 
OTO-PRODUCTS cata- 
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| us your srecifications and requirements 


| CORD 
SETS | 








Manufacturers 
Jobbers 
Dealers | 





@ Line Cord Sets 
@ Cube Tap Extension Cord Sets 

@ Vacuum Cleaner Cord Sets 

@ Heavy Duty Power Cord Sets 
@ Heavy Duty Extension Cord Sets 
@ Heater Cord Sets 

@ AC-DC Resistance Cord Sets 


| Prompt delivery too quality. Send 


for prompt attention! 





We carry in stock for immediate delivery 
many types of wire and cable in gauges 
of from 23 to 2, in addition to various 
A types of multi conductor cable for many 
uses 





Our NEW catalog is now available 
afor distribution. Write for your copy } 
today! 


COLUMBIA WIRE & SUPPLY CO. 


5736 ELSTON AVE 2y 
CHICAGO 30 LLIN 
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How to repair 
RADIOS 


This “how-to-do-it™ 


radio repair manual 


shows you how to handle 95 % 
of all service problems 


This handy and highly practical radio 
repair manual leads you in easy steps to 
a complete understanding of 95% of all 
radio servicing jobs. The manual covers 
the modern superheterodyne, A.M. re- 
ceiver, as well as phonograph-combina- 
tion service problems and auto radio 
problems. Detailed “how-to-do-it” ex- 
planations enable you to put your finger 
directly on exactly what needs to be done. 
The book breaks the superheterodyne into 
natural stages, and analyzes them thor- 
oughly from a service standpqint, cover- 
ing everything from setting up the signal 
generator to the push-pull output stage. 
Clearcut schematic diagrams of modern 
receivers aid you throughout. 


ELEMENTS OF 
RADIO SERVICING 


By WILLIAM MARCUS 
Co-author of “Elements of Radio’’ 
and ALEX LEVY 
Instructor of Radio Mechanics, Manhattan Trade 
Center for Veterans and Chelsea Vocational 
High School 


471 pages, 6 x 9, illustrated, $4.50 


Here is a completely practical radio serv- 
icing manual carefully and simply writ- 
ten, well illustrated, and easy to follow— 
designed to guide you to the best methods 
of making most modern radio repairs. 
Analyses of the stages are generalized 
for easy application to receivers made by 
most manufacturers. The most com- 
monly used testing equipment—the mul- 
timeter and signal generator—are care- 
fully described. 











Read over some of the elements 
covered in this handy manual: 
Superheterodyne receivers Converter: mixer and 
Servicing procedure oscillator stages 
Multimeters RF amplifier stage 
Antennas 
Signal t Hi- 
ional generator app’ AC/DC power supply 
cations 
Auto radio power supplies 


AC power supply Push-pull output stage 
Loudspeakers Alignment of a superhet- 
First audio-amplifier erodyne receiver 

stage 


Survey of the servicing 
IF amplifier stage procedure 


10 DAYS’ FREE EXAMINATION 


McGraw-Hill Book Co., 330 W. 42nd St., NYC 18 
Send me Marcus and Levy's Elements of Radio 
Servicing for 10 days’ examination on approval. 
In 10 days I will send $4.50, plus few cents pest- 
age, or return book postpaid. 
cash orders. ) 





(Postage paid on 


City and State 
GHEBEED cscccecevces 
BE wc ctiscsccnessescecsccesaceees ...EM-5-48 


($5.50 in Canada; order from McGraw-Hill Co. of 
Canada Ltd., 12 Richmond 8t., E. Toronto, 1.) 
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Mm MERCHANDISING 


SUPPLEMENT 
Pradbacte 


;. we 





@ APPLIANCES @ SPECIALTIES @ ACCESSORIES 
@ EQUIPMENT ® TOOLS ® INSTRUCTION 
@ PARTS @ MATERIALS @ REPAIRS 
FOR MORE SALES — FOR MORE PROFITS 
UNDISPLAYED RATE: DISPLAYED RATE: 
$1.50 a line an insertion. Minimum $6.00. $14.00 per inch per insertion. Contract 
(First line small black face type.) Frac- rate on request. (An advertising 
tional line counts as line. 10% Discount inch is measured vertically %” on 
if full advance payment is made for 4 one column. There are 4 columnse— 
consecutive insertions. 48 inches to a page.) 














The greatest im- 
provement in Foet 
Valves fer high lift 
pumps in years Flex- 
ible poppet can't leak 
Saves its cost in ser- 


vice many times over 


NOISELESS CHECK VALVES 


All position line Check Valves with 
Rubber Poppets. Ask for bulletin 501. 


WHITE MACHINE WORKS 
FORT WAYNE 1, INDIANA 








Y Practically Sells Itself 
Y Allows More Profit per Sale 


» Installs Easily & Permanent- 
ly—approved by the Under- 
writers Laboratory. 


DIRECT FROM MANUFACTURER TO YOU. 
Write for further information 


MINES EQUIPMENT COMPANY 
E Mies 


4212 CLAYTON ave. — rh $7. LOUIS 10, MO. 











3) WASHING 


m almost e 
_ Xx. of washer! 


Reduces inventory 
dealers. 


Write for name of nearest distributor 


investment — 
saves time ag washer service 





MACHINE PARTS ¥9 


- ANOTHER FRANTZ SERVICE INNOVATION 


FRANTZ ADAPTABLE AGITATOR 


pasty and quickiy installed 
make and 





THE FRANTZ MANUFACTURING CO. 


WORLD’S LARGEST MANUFACTURER OF WASHER PARTS 


3650 East 93rd Street 


Cleveland 5, Ohio 
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FREE °...i073; FREE 
Washing Machine & Vacuum Cleaner Parts. 
Save — by ordering all your supplies 
from on pendable source. 

Quality, Service, Low Prices 
MIDWEST APPLIANCE Analg &. 
2720-22 W. Division St. Chicago 22 





WASHING MACHINE PARTS 


“For any and all makes” 
Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 





191 W. 7th St. St. Paul 2, Minn. 














2525 W. Kilbourn Ave., 


The NEW 
“YEATS APPLIANCE DOLLY” 


Aluminum freme, caterpillar type “STEP GLIDES” for 
climbing steps, straight slide on back for easy loading 
in delivery truck, curved cross members for round 
water heaters. Handles all appliances easier and 
quicker because it is the ONLY APPLIANCE DOLLY 
WITH RATCHET TO TIGHTEN THE HOLDING 
STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
Milwaukee, 3, Wisc. 














WASHING MACHINE PARTS 


“Any Part For Any Washer” 
Distributor for All 
Leading Manufacturers 


Write In 
For Complete Catalog 


WASHER SALES & SERVICE CO. 


10 Federal Street 
PITTSBURGH 12 PENNA. 





CORD TROUBLES 





One of the FRANTZ PARTS JOBBERS 


WRINGER ROLLS AND 
WASHER PARTS FOR ALL 
MAKES 


GENERAL WASHING MACHINE SERVICE 
758 South Ave. Rochester 7, N. Y. 








VACUUM CLEANER ARMATURES 
REWOUND 
Uprights 2.10 tanks 2.35 
comms. and shafts extra 
Perfect Workmanship 


ARMATURE ENGINEERING CO. 
60 Bergen Turnpike, Ridgefield Park, N. J. 

























A BIG VOLUME, FAST MOVING SPECIALTY 
Wireless swivel plug turns, bends, 
swings, spins — eliminates all cord 
wear, 95% of all cord troubles. 
Finest cord. Patented design. 
FREE display card holds one WRIST 
ACTION set and illustrates unique 
swivel action. See your jobber or 
write direct for details and prices. 


DAVIS Mfg. Company 


PLANO 2, ILLINOIS 




























E-ZEE-LIFT is the only device known 
that gives complete delivery from store 
to home. Takes the place of the appli- 
ance dolly in going up stairs or in 
handling large pieces in tight places. 
Enables 2 men to do a 4 man job, 
quickly, safely, more efficiently. Write 
for circular. 


NEAL PRODUCTS CO., “Af;20R° 


“E-ZEE -LIFT” SAVES MAN HOURS, 
PREVENTS ACCIDENTS. It's Great! 








































Flexible Couplings for 
WASHING MACHINES, OIL BURNERS 
MOTOR DRIVEN MACHINES 


Eliminate ohatter, re- 
d nolee. 


juce 
Flexible Couplings 
are Inexpensive—best 
for washin: ma- 
chines, olf rners, 
panne. stokers, etc. 
istributed national- 
ly. Write for name 
of your nearest sup- 
piler and ask for 
catalog. 





LOVEJOY FLEXIBLE COUPLING CO. 


5028 W. LAKE ST. CHICAGO 44, ILL. 
















DISPLAYS-EXHIBITS 


ALL TYPES—ALL SIZES 

@ Wood, metal, plastic, cardboard, paper, me- 
chanical, carvings, castings. Expert counsel and 
design service. 

Ask our representative to call, no obligation 
W. L. STENSGAARD & ASSOCIATES, INC. 
317 N. Justine St. Chicago 7 i. 
America’s largest and most complete display facilities 


LOVELL WRINGER ROLLS 


White Rolls—So Soft Too 
Made Up Rolls—Ready to Install 
Display Rack and 3 Rolls $4.25 


Pads and Covers—All Sizes 


WASHER and IRONER PARTS 


Aerobell—Conlon—Easy MC. 
Horton, Speed Queen—1900 Thor. etc. 
OHIO WASHER COMPANY 


1223 Superior Ave. 


Write for 
catalog 








Cleveland 14, Ohio 


HOMAS TRUCK of Keckuk 


Thomas “Job-Suited” round corner truck. 
Ten sizes. Made with over 1000 different 
handles, boxes, shelves, etc. . . . 
one of them “Job-Suited” to your 
IRONER MAN FL business. Thomas also makes 

many other types of 2 and 4-wheel 
trucks, casters and wheels. 


Thomas Truck & Caster Co. 


4822 Mississippi River, Keokuk, lowa 

















WYNAR’S 


Washing Machine Parts 


FOR ALL MAKES 


QUALITY MERCHANDISE 
FASTEST DELIVERY 
REASONABLE PRICES 


“Get That Wynar Buying Habit” 


Wynar Parts & Service Co. 


155 State St. Rochester 4, N. Y. 














1/4 hp. 


Split phase 110 V. 1725 R.P.M. 60 cyc. rubber 
mounted washing machine motors. Genuine G.E. 
with manufacturer's one year guarantee. Pack- 
aged two to the carton, order in multiples of two. 
Part number G.E.-15. 


$15.26 net F.O.B. Cleveland. 


PEARSOL APPLIANCE CORP. 


2122 EUCLID AVE., DEPT. EM-4, 





CLEVELAND, 15, OHIO 
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With the new two-tempera- 
. seaailiite tors it’s possible 
to pre a complete meal 
in 30 minutes — chops, 
French fries, broccoli, string 
beans, squash, even the rolls 
and cake all come from the 
freezer storage compartment 
—and the salad from the 
moist cold zone. 


Kodachrome by Dave Rosenfeld 





HAVE YOU HEARD 


BURRITT’S EUREKA 


il-O-Matic 
» National 


= that vacuum 

tory is that almond raisers in 
rnia are gathering their crops 
sweepers. Such a ma 

has been tested, a report reads, 
picks up as many as 99.5 percent 
» nuts trom the ground beneath 
According to Ralph 
nia College of Agriculture en- 


Parks, 


King belore a tarm ma 
onference recently, the ma 
arvesting costs about $15 ar 

I xlerate these days 

someone has to smooth the 
xk the nuts from the 

engineers haven't 


ivoid Lising a 


CLEANER ANATOMY 


As conclusive evidence that a good 
vacuum cleaner is more than a fan, a 
motor and a bag of wind, see Product 

ngineering for March, 1948, which 
nagazine takes a Lewyt cleaner apart 
thoroughly, photographically, diagram- 
matically, and verbally 


SEAGOING TELESET 


two-week 
vigil on the pilot ship “New Jersey,” 
anchored 20 miles off New York, now 
have a television set to maintain con- 


Pilots who keep a lonely 


tact with the turbulent doings of the 


PAGE 242 


Hook Pilots 
\ssn. asked RCA 1f a set could be in 


and I he 


talled. RCA’s service company made 
an expedition to the vessel and su 

essfully installed the receiver—which 
gives excellent reception except when 
the ship swings at anchor and the mast 
interferes \ slight change in the 
rrects this interfer- 
ence, says RCA, but we 


ship’s direction 
wonder a 
ittle how you effect a slight change in 
the direction of an anchored ship the 


sey.” Row like 


DOUBLE TAKE 


t metered auto 
washing machines installed in 
partment developments in Ar 

Va., just across the Potomac 
Washington, D. C., ga 
Herman ’raeger a novel idea tf 
Iding up his « cleaning and law 

ad 


i 
Iry route 
Pr 


large number 


gave 


*raeger realized that very oiten the 
yusewife finds herself without a dime 
with which to operate the washer So 
e circularized the largest develop 
mimeographed leaflet 
him any 


ment with a 
asking the housewives to stop 
time they needed dimes and he would 
supply them He would give this 
service whether or not they were his 
ustomers 

Technically, the circular states that 
Praeger will give them the dimes, but 
i course he means he will make 
change for them. He deliberately 
leaflet that way and has 
gotten a lot of kidding from some 


vorded the 
1ousewives, but also some new custom 
Praeae anded out $20 in dimes 
(for change) the first week and picked 
yp a half dozen new customers 
While it may sound “screwy” jor 
lim to gwe women dimes to do their 
own laundry when he is trying to 
pick up that kind of business himseli 
Praeger defends himself in this way 
His main business is dry cleaning 
is just a sideline. But even 
vhen he gives the woman a dime 


Laundry 


her own laundry, she usually 
uut the shirts and gives them to 
ieger. Meanwhile, he might pick 


» some cleaning business, too 


INTERNATIONAL COVERAGE BY 


ELECTRICAL 
MERCHANDISING 


ol. 79 No. 9 
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Lester Eggleston Moffatt (1889-1948) 


The Vacuum Cleaner Puzzle 
The Vacuum Cleaner Mfrs. Assn. found that non-owners need to be 
corrected on many misconceptions about cleaners. 


The Distributor . 


Mirkd Nowe 


. Godfather to Television Sales 

By Howard J. Emerson 
Los Angeles distributors spared no pains to help dealers during tele- 
vision’s first full year of promotion. 


Customer No. 1—the Housewife. 
Aufford-Kelley of Miami concentrate on pleasing the homemaker 


Volume Basis Lowers Cost of Range Wiring 
By Tom F. Blackburn 
How utility wiring policies in Chicago and Detroit areas combat high 
costs. 


All Wound Up for Farm Business 


Cy Kallal of DeKalb, IIl., has gained a terrifc following in rural areas. 


Love Thy Neighbor 
Fast friendships tie in with good business, says K. C. Runnels of 
Hattiesburg, Miss. 


Aids for a Successful Demonstration By Anna A. Noone 
Final series of lectures by Electrical Women’s Round Table discusses 
general factors important in any demonstration. Fifth of a series. 


Coffee-Maker Headquarters 
Victor's Inc., found that coffee-makers are a big traffic puller for 
major appliances. 


Timeliness Is a Bargain 51 
Tailor-make the proposition to fit the moment, says Jay's of Peoria. 


The Profits of Service By A. B. Windham 52 
Claude H. Wolfe of Orlando, Fia., serves his fellow townsmen as well 
as his customers, and finds it is good business 


Selling a City an idea 
Nashville Electric Service is meking the entire Tenessee city “a 
electric” conscious. 


How to Patch Up Damaged Radio Cabinets... 
Fred J. Notz, Chicago expert on Philco, tells what to do ond how 
to do it. 


Demonstrating the Westinghouse Range Timer. 


Room to Sell ; By Clotilde Grunsky Taylor 
Pinski’s of Great Falls, Mont., is happy about moving out of the high- 
rent district. 


Selecting Salesmen 
Edwin Palmer, Jacksonville, Fla., 
shortage. 


tells how to combat the salesman 


Servicing Arvin Heaters 62 


News ae ee e ee 


Electrical Appliance News—New Products 135 
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Ss el L. cates 





Atlantic City Host to National Houseware and Appliance Show May 30-June 4 


Story on page 2 













Atlantic City Scene 
of Housewares 


Expect 500 exhibits will 





fill 


120,000 square feet. Many new 


manufacturers will show wares. 


‘ al 
he 
‘ a 
ca 
a 
iO an 
4a 
1 O00 
floor ar 
J inuaf® 
n ma 
exhibit 


Abco Metal Products Co 1427-33 
Aluminum Cooking Utensil Co. 418-420 
Aluminum Goods Mfg. Co. 445-47-49-51 
Aluminum Specialty Co 313 
Asquith Associates, Inc 1211-13 
Associated Plastics Co 1006 
Automatic Electric Heater Co 313 
Barlow & Seelig Mfg. Co., Simplex 
Div 1116-18 
Bellaire Enamel Co 550-52 
Bersted Manufacturing Co 406-08 
Block & Co 674-76 
Borg-Erickson Corp 645-47 
Brearley Co 314 
Buckeye Aluminum Co 534-36 
Burpee Can Sealer Co 1323 
Calgon, Inc 133 
Caloric Stove Co 906-08 
Capitol Products Co., Inc 1235 
Cardinal Mfg. Co 1015-17 
Carlstein & Associates, Martin. . 626-30 
Century Products Works, Inc 1107 
Chattanooga Implement & Mfg. Co 
707-09 
Chicago Electric Mfg. Co 444-50 
Clark Co. J. R 632-34 


James H. McGraw, Jr. 
President 


Curtis W. McGraw 
Senior Vice-President 
and Treasurer 





Joseph A. Gerardi 


Secretary 


Nelson Bond 
Director of Advertising 


Sh 


, 4) percent 1 be 
‘ ure the remaining 10 
ise the ay] ance 
New Blood 
\ Buddenberg, executive secre 
e Nat Housewares Mfr 
\s 4 : Ca arters 1 & 1cag 
i i yt « 1 line 
i vt not appear at At 
( ause they feel llows 
alte € Januar yw, 
ill ations and ut of 
node a substantial number of 
bl manufacturers have come 
Ave t heretofore been able 
ire space. With so many new 
’ acturé setting up shop here 


Ow 


onsiderable in the way of new mer- 


chandise is expected to reward the 
visitors 
Hotel Rooms Made Available 

\ housing bureau set up right in 
\tlantic City has been able to take 
are 1 reservations for hotel rooms, 
and to date no complaint of being un 
able secure accommodations has 
been received 

While the 11th and 14th floors of 
the Chicago’s Merchandise Mart won't 

moved right onto the beach, enough 

the housewares people have signi 
hed their intention to move eastward 


e specified dates that the Penn 
sylvania Railroad plans to 
Chi 


run specials 


ago 
No Starvation 


Chat the visitors need not leave the 
lower 
level will be set up to give strength to 
famished and footsore, but nary 


appearance of 


yuilding, a restaurant on the 
the it 
a hot dog will mar the 
the first floor 


Partial List of Exhibitors 
National Housewares and Major Appliance Exhibit 


Clarvan Corp 
Clements Mfg. Co 
Clocks, Inc 


1244 
814 
254-60 


Club Aluminum Products Co.301-203-204 


Corning Glass Works 
Cory Corp 


Davis Mfg. Co 

Detergents, Inc 

Dominion Electric Corp 

Dormeyer Corp 

Dow-Corning 

Du Boff & Co 1 


Duralux Co 


Enterprise Aluminum Co., The 
Essential Chemicals Co 
Excel, Inc 


Fan Glo Heataire Mfrs 
Farber, Inc., S. W 
Finders Mfg. Co 
Fresh’nd Aire Co 


Geier Co., P. A 

General Floorcraft, Inc 
General Mills, Inc 

Geuder Paeschke & Frey Co 


Eugene Duffield 
Editorial Assistant 
to the President 


J. E. Blackburn, Jr. 


522-26 
512-20 


761 
910 
462-64 
547-51 
945-47 
323-27 
532 


206-10 
1207 
1110 


808 
407-11 
728-30 
512-20 


825-31 
807 
673-77 
268 


Director of Circulation 


Hamilton Mfg. Corp 828-34 
Hankscraft Co. 223-25 
Hanovia Chemical & Mfg. Co 917 
Hanson Scale Co 545 
Hill-Shaw Co. 724-26 
Hobart Mfg. Co 270-72 & 1219 
Homecraft Electronics Co 626-30 
Hoover Co. 912-18 
Howell Co. 109-113 
Health-Mor Inc 1018 
International Appliance Corp 318 


Kalamazoo Vegetable Parchment Co. 570 


Kamkap Inc. 554-56 
Kennedy Carliner & Bag Co 737 
Kewaskum Utensil Co . 655-57 
Kisco Co., Inc 1019 


Kitchenaid Div., Hobart Mfg. Co 
270-72 & 1219 


Kitchen Queen, Inc 1035 
Knapp Monarch Co 422-28 
Kord Mfg. Co., Inc 1013 
Kromax Corp. . 565-69 
Lakeside Aluminum Co 938 
Lake State Products Co ..919 
Landers, Frary & Clark 327-41 
LeJohn Mfg. Co 802 


McGRAW-HILL PUBLISHING COMPANY, 


JAMES H. McGRAW (1860-1948), Founder 


Electrical Merchandising. May 15, 1948, Vol. 79, No 


at least ten days for change of address. 


. Published twice monthly. 
Publication office, 99-129 North Broadway, 


While it is 


not expected to 





same 1,400 souls who braved t! , J 
and drafts of Chicago's amphit jeate L! 
last January, still it is antic pat 
others to the same number 
will be willing to brave the d 
1{ a famous bathing beach, not 
get the usual dinner lance and ente = 
tainment on Thursday night t “Ss 
week, which is always conside 202 
stellar attraction With the = 
Electric Institute convening at the H —_ 
tel l'raymore almost at the san e204 
and the Gold Star Mothers also meet. a 
ing in Atlantic City, these two wort - 
groups are being cordially iny a 
ome en masse to view what's yor 
othng in the way of pots and | = 
to forget the laundry and bat 33 
Housewares Association Elects 

\ meeting in Chicago in A 

complete plans for the coming exposi- 


tion was also the occasion for ¢ 
a new slate 


Housewares Manutacturers 







ot officers of the Natio 





| 




















A < 
Named were J. R. Caldwe ll, \ t | 
Rubber Co., Wooster, O as 
dent; J. W. Alsdorf, Cory Corp., ( 
cago, vice president; H. H. Kimt ry 
Landers, Frary & Clark, Chicago, re. = 
elected as treasurer, and A. W Bud- soz 
lenberg, Lisk-Savory Corp., Chicag ela 
vas re-elected as executive secretary z 503 
[The Executive Committee ided on 
Messrs. Caldwell and Alsdorf, Joseph po 
A. Kaplan, Jos. A. Kaplan Sons C ony 
New York, and S. L. Hanson of the § - 
Hanson Scale Co., Chicago : — 
i. 
j 
AL 
acine 
Lewyt Corp. 0) pRea Eng 
Lisk Savory Corp 538.40 republic 
evere ( 
Manning-Bowman & Co.. 410-12 eynolds 
Merit Made, Inc . 935 etenhe 
Meyer & Sons, Inc., W. F. 144 wel M 
Mimms Co., E. N.. 1119 petiss-O 
amson 
National Die Casting Co 350-52 BReal-Sac 
National Enameling & Stamping heridan 
Co. . + ilex Co 
National Stamping & Electric Works 619 implex 
Nicro Steel Products, Inc 170-2 cm 
Noblitt-Sparks Industries, Inc. 584-68] on-Chic 
Noma Electric Corp 745-47 perti, | 
Nutone, Inc. 139-145 teel Pr 
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COMPLETE KITCHEN program was big news. Promoters were J. M. Sted- 
man, Pennsylvania Power & Light; J. F. Burt, West Massachusetts Electric; 
T. O! MeQuiston, Duquesne Light; Harry E. Warren, Ralph O. Jones Co.; 
and H. H. Brennan, Pennsylvania Power & Light. 


AT THE FARM luncheon Frank Watts, Farm Journal, ate with President 
Charles E. Oakes of EEI and Allen B. Kline, president, American Farm 
Bureau Federation. A worsening power shortage could hurt their plans for 
expanding rural electrification. 





LIFE WAS NOT DULL in the 
David C 


Hotpoint suite. ELIZABETH SWEENEY of McCall’s, who used to 


BIGGEST PARTY was sprung by General Electric. 
At right greeting Preston S. Millar of Electric Test- 
ing Laboratories are E. D. Stryker and Joe S. 
Strecker of General Electric. 


Marble, product service engineer, J. B. 
Ogden of the J. L. Hudson store, Detroit, laugh 
with Miss Elizabeth Lyman, Hotpoint. 


be a home service girl herself, klatches with 
“Dusty” Newbell of Deepfreeze Division of Motor 
Products Corp. 





THIS BOWER of roses conceals Ann Suter of the 


Duquesne Light Co. and Harriet G. West of the 
Indianapolis Power & Light Co. 


J. F. BROWN of Alabama Power Co. is having a 
talk with Maury J. Broderick of Altorfer Brothers, 
maker of domestic washing machines. 


GOING UP, Esther Lee Bride of Union Electric, 
St. Louis, and Dorothy Clure, Electromaster home 
economist, tell the man. 
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OLDEST MEMBER present probably was W. E. Clements (right), New 


Orleans Public Service, who joined the utility in 1893. At left is O. C. Small, 
NEMA. They heard C. E. Wilson’s plea for confidence in the future and his 


assurance that demand will not fall. 








Power Demand Will Stay High, 


Wilson Tells EE] Conference 


Urges utilities to continue expansion. New capaci- 


ties a challenge to sales managers, says Wagner. 


Plan return to complete electric kitchen selling 


HE power shortage, credited with 
drying up so many well springs 
of appliance promotion, was faced 
squarely by the 900 utility people who 
attended the 14th annual sales con- 
ference at the Edgewater Beach Hotel, 
Chicago, April 6 to 8. 
Top speaker was Charles E. Wilson, 
General Electric president, who said, 
“We feel strongly that utility com- 





MRS. B. E. MARSH and Miss Martha Bohlsen of 
the Nebraska Power Co., Omaha, were present at 
all meetings. 


ELECTRICAL MERCHANDISING—MAY 15, 


panies should have the courage to con- 
tinue their plant expansion, even in the 
face of a recession, or of higher money 
rates, or any similar deterrent that 
might appear. 

“The 20 billion kw.-hr. rise in total 
power production in 1942 over 1941 
was almost equal to the entire Ameri- 
can production of electricity in 1914,” 
Mr. Wilson said. “We know that gen- 


erating capacity, contrasted with power 
load, shows very little reserve at pres- 
ent, and that the situation is aggra- 
vated by West Coast drought condi- 
tions. This is the background against 
which we are presently operating. We 
know that whether it may be deserved 
or not, there will continue to be criti- 
cism of private utilities for obstruction 
(Continued on page 14) 








1948 


LETTERS FROM HOME are being read by Col. 
Hansen and Mike Maier, of Monarch Range fame. 
The convention lasted three days. 





McCALL’S AWARD winners Leonora O’Neal and Routh T. Neill (left) with 
A. P. McNamee, advertising department, Camille Davied, editor, and Eliza- 
beth Sweeney, household editor of McCall’s (center) and winners Virginia 
E. Thabet, Susanne Wofford and Vivian Marshall (right). 


Geory WHITWELL 


Put if, tes ft 








PROMINENT MEMBERS were car- 
tooned as Frank A. Coffin of the 
Wisconsin Electric Power Co., Mil- 
waukee, demonstrates. 





JAMES T. COATSWORTH, commercial director, 
EEI, has a word with E. C. 
Power Co. during the farm meeting. 


Easter of the Alabama 
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TO STUDY NEW TECHNIQUES of presenting the electrical living story, more than 
70 West Coast home economists met in Los Angeles in February to attend the first 


PCEA Home Economics Workshop 


Best methods of demonstrating major appliances 


were the girls’ main concern in the refresher course. 


Home Economics Gals 
Hail PCEA Workshop 


Seventy western utility women attend 2-day 
refresher course held by Association and 
learn new ways of telling electrical story 


PROGRAM designed to increase 
A the value of the home economists 
to the electrical industry and to the 
represent, was undertaken 
in February by the Pacific Coast Elec- 





trical Association with the sponsoring 
yf its first “Home Economists Work- 
s , l Angele More than 70 
utiityv-<« ve ore service girls 
all over the West Coast attended 
the two-day session which was held in 
e May Co.’s Crenshaw Store audi 
toriun the direction of Miss 
Vi 1: | 


PG&E home eco 

nomics director and chairman of the 

PCEA Home Economics Committee. 
Under the title, a “Western Parade 





of Demonstration Ideas” the Home 

I Workshop was a program 

ne eas, new manners, new tech- 

es f presenting the electrical liv- 

st y 1 post-graduate refresher 

‘ e to bring the utility home eco 

nomist to-date through specialized 

tall il model demonstrations by 

experts fror vithin and outside the 

PCEA 
Tie-In Demonstration 

e program of the Home Eco- 

Wor »p provided three types 

at to bring the ome service 

‘ 1p-to-date—ttie-in demonstra 

ti nodel de nstrations, and gen- 
eral ed at a eature 

The t nstrations showed 

them | make e of the material 

supplied by the food manufacturers or 

associat in such a av that the food 

wuld be the feature but there would 

e a te tie-in with one or more 

electrical kitchen appliances 

M \lice Brown, home economist 

the Hawaiian Pineapple Co., San 
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showed how the featured 
baking a 
pie could involve a tie-in with 
such appliances as the range, refrig- 
The electric range 


Francisco, 
presentation of pineapple- 


cneese¢ 


erator and mixer 
and the refrigerator were tied-in with 
the demonstration of yeast bread mak- 
ing by Mrs. Wilma Lohmeyer, western 
home economist for the Wheat Flour 
Institute. Again in the demonstration 
by Miss Mabel E. Cramer, the “Mary 
Logan” of Swift & Co., Los Angeles, 
the range and the refrigerator were 
tied-in with a talk on meat selection 


and cookery 
How to Proceed 


Model demonstrations made up a 
major part of the Home Economics 
Workshop Mrs. Margaret 
Deeter and Mrs. Theia Kamerer of the 
So. Calif. Edison Co. showed how 
home service can clinch the sale and 
re-sell the user in behalf of the dealer 
and distributor by calling on a new 
A model home call 
showed the technique of gaining the 
user’s confiden e, ol 


program. 


user of a range 


correcting mis 
uses of the equipment, of giving the 
user further information on the uten- 
sils to use, care of the stove, operation 
of the 
methods of cooking 


controls, and suggestions on 


Ironing Techniques 


Under the title, “” 
iron our clothes 


This is the way we 
” three demonstra- 
home economists the 
techniques in 


tions gave the 
latest demon- 
strations. The rotary ironer technique 
was presented by Miss Mary Louise 
Parks, home service director for the 
Leo J. Meyberg Co., Bendix distribu- 
tors. Miss Shirley Botane of G-E Ap- 


Ironing 


ORGANIZERS of PCEA refresher sessions for utilities’ home economists were, left to 
right; Vic Hartley, secretary of PCEA; Miss Margaret Fenner of PG&E, who originated 
the idea as chairman of PCEA’s home economics committee; and H. C. Rice, chairman 
of the PCEA electrical living committee, and host for So. Calif. Edison Co. 


pliances, Los Angeles, gave a model 
demonstration on a flatplate ironer, and 
Mrs. Dorothy S. Huse, director of 
sales training and development for the 
Proctor Electric Company, illustrated 
the technique of demonstrating hand 
ironing. 


Refrigerators and Ranges 


\ quickie refrigerator presentation 
for use on sales floor or exhibit was 
appropriately titled “Selling Cold” and 
was presented by Mrs. Marjorie Har- 
per of the G-E Consumers Institute, 
who illustrated how to make such a 
demonstration short, to the point, and 
sell. A model electric range demonstra- 
tion by Mrs. Geri Furst, regional home 
economics director for Hotpoint, Inc., 
was built around the story to “be a 
guest in your home—cook electrically.” 


Movies Help, Too 


As general educational material for 
the visitors to the home economics 
workshop, three technicolor movies, 
all prepared by McCall's magazine, 
were spotted through the program. In- 
cluded were “Five Days in the Cooler”, 
presenting the refrigerator, “Into the 
Suds and Out”, on correct techniques 
laundering, and “Kitchen 

which the electric dish- 
washer was presented. The availability 
of these movies for use in public show- 
ings as part of utility home service 
programs, was outlined. 


tor home 
Magic,” in 


Participants 


Taking part in the sponsoring of the 
Home Economics Workshop through 
the PCEA were California Electric 
Power Co., Pacific Gas & Electric Co., 
San Diego Gas & Electric Co., Coast 
Counties Gas & Electric Co., and the 
Southern California Edison Co. The 
latter utility was the host to the two 
day meeting. Henry C. Rice, of the 
So. Calif. Edison Co., and chairman of 
the PCEA Electrical Living Commit- 
tee, opened the conference and outlined 
its theme. 
Victor J. 
PCEA. 

Participating also, were the Deep- 
Div., Motor Products Corp., 
which was host at luncheon to every- 
one atending the workshop the first day 
of the meeting, and the Proctor Elec- 
tric Company which was luncheon host 
to the group on the second day. 


Present at the meeting was 
Hartley, secretary of the 


treeze 


MAY 15, 


Power Curb Ends 
in California 


Restrictions in California on the u 
of electricity were lifted April 13 
Power commissioner Robert I 
O’Brien announced that Daylight Say 
ing Time will continue indefinit 
Benefits derived from Daylight Sa 
ing Time and delivery of power fr 
southern California were two of t 
factors cited by Mr. O’Brien as | 
ing made abolition of t 
emergency curtailment orders. TI 
other important factor was that higher 
than-normal snow and rainfall in t! 
past two months has vastly improv 
the hydro-electric resources of nort 
ern and central California 

The relaxation, Mr. O'Brien sa 
will remain in effect at least unt 
June 1, staff will de 
whether a return to rationing of el 
tricity is necessary. In the meantin 
he added, voluntary conservation « 
forts by the public will be important 
in conserving the state’s power rf 
sources. All applications for new bus 
ness electrical connections will ¢ 
tinue to be screened by local pow 
conservation committees. 

Soon after Mr. O’Brien’s announce 
ment Governor Vail Pittman of Ne 
ada ended controls in the western pa 
of his state, which is linked closely t 
California’s water and power 


possible 


when his 


Plans Disclosed For First 
Bay Area Video Station 


Construction permits and plans | 
establishing the first television trans 
mission stations in the San Francis 
Bay Area were revealed recently | 
the National Broadcasting Co., wt 
the San Francisco Chronicle, and als 
by the American Broadcasting Co 

Frank E. Mullen, vice-president 
NBC, announced that the Chron 
station, KRON-TV, will be an NB 
affiliate. The new station wi!l 
erected on the San Bruno range, am 
should be completed by early 

Coaxial cable for television hook-v 
between points on the West Coast 
now being installed, according t M 
Mullen, and will connect with an east 
west cable at Los Angeles. 
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The NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business from 
ELECTRICAL MERCHANDISING’‘s Regional Editors 





THE EAST 
By Robert W. Armstrong 





A! EW days ago a New York dis- 
tributor used a nasty word in a 
speech to several hundred dealers. The 
word was “transhipping.” 

“Look,” said this distributor in effect, 
“we are the distributor. That’s our 
business and let us handle it. We 
don’t want any of our dealers doing it 
for us.” 

This frank confession that some 
dealers were taking an easy way of 
getting rid of merchandise was made 
in the presence of a large segment of 
the trade press, so obviously there is 
no secret about it. Transhipping can 
indicate any one or several things. It 
mean, for instance, that the 
product is poor, but in this case that 
doesn’t seem to be true. It might 
mean—and probably does—that the 
supply has caught up with that elusive 
thing called demand and/or that re- 
tailers are not willing or prepared to 
work hard at selling. Spot checks in 
other cities ‘of the eastern 
area revealed that to most distributors 
transhipping is no great headache—yet. 
There’s some of it, of course, and 
many distributors say, “There always 
has been and always will be a little.” 


might 


Getting Inside on the Outside 


Aware that increased production is 


| gradually winning the tug o’ war be- 


tween supply and demand, some dealers 
are putting on outside salesmen, but, 
say most sources, not enough. Most 
dealers, like one Massachusetts inform- 
ant, have “no planned activity,” but 
are waiting to see which way the cat 
will jump. A Boston distributor says 
very few outside salesmen are being 
hired and adds with characteristic 
wholesaler’s frankness that the dealers 
in his area “need a good kick in the— 
need a gentle shove in the right di- 
rection.” This same source, however, 
reports that one dealer near Boston 
has added new figures in his bank 
book by hiring seven or eight outside 
television salesmen and keeping them 
all working. And Boston didn’t even 
have a telestation at this writing! 

\ Connecticut dealer, who is hap- 
pily aware that he has his competition 
worried, put on seven outsiders in 
February and March. They were 
pretty raw, but, he reports, “I haven't 
lost any money on ’em.” 

A New York distributor says that 
some of his dealers are putting on 
salesmen, but the activity seems to be 
onfined to those dealers who did it 
before the war. 

Some hiring is reported from New 
Jersey ; Philadelphia makes a similar 
Washington declares there is 
a general trend in that direction. 
Nearly every dealer, says a D.C. dis- 
tributor, is looking for at least one or 
two men. 


report 


Refrigerator Freeze-up 


Deliveries again became a matter of 
importance last month as the demand 
lor refrigerators took an upward jump. 
Most dealers and distributors reported 
that although they were receiving as 
Many or more boxes in April than they 
Were in the year’s earlier months, they 
Couldn't keep up with the consuming 

(Continued on next page) 
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THE MIDWEST 
By Tom F. Blackburn 


THE SOUTH 
By Amasa B. Windham 





COLUMN like this is a very fine 

place for rumors of things that 
are likely to be confirmed by future 
news. Prowling around among utility 
commercial men at the Edison Electric 
Institute, one came across three definite 
tips: 

1.) That one of the big brand line of 
traffic appliances is about to be released 
to a mail order chain for retail selling. 

2.) That a television unit featuring 
a built-in aerial and selling at a list 
price reported to be around $129 is 
being put on the market by another 
mail order chain. 

3.) That the rug is quietly being 
yanked out from under the subsidies 
granted by the utilities on sales of 
water heaters and ranges. It’s just a 
nudge here and a push there but in 
the squeeze to reduce cost against a 
ceiling of prices, the trend is plainly 
visible. Of course the shortage of 
power has a great deal to do with it 
and should there be generation in- 
creases, it undoubtedly ‘will be reversed. 


Seven or Eight Turnovers 


An expert in bookkeeping attending 
the EEI meeting said that a dealer 
today needs around seven to eight 
turnovers a year to do as well as he 
did before the war with five or six. 
Again it is a steady pressure of rising 
costs. 

In Chicago they are beginning to 
name names and quote prices in major 
appliance advertising, and the copy is 
said to click. One big ad resulted in 
74 refrigerator sales the first two days 
after it ran with only six allotted to 
the specials. Refrigerators listed at 
$299.95 were reduced to $269.88, and 
another brand priced at $249.75 was 
advertised at $218.88. 

Signs of a realization that the sales- 
man’s commission isn’t gravy for the 

(Continued on next page) 


PRIL was another record month 
A for appliance dealers and dis- 
tributors in most of the Southern 
states. Only Miami, Louisville and 
New Orleans reported business was 
not as good as in March. 

An analysis of just why sales con- 
tinue at such a high pace in the South, 
shows five outstanding reasons. These 
are (1) a rash of home shows with 
displays having been held, or slated 
at Nashville, Miami, New Orleans, 
Birmingham, Memphis and_ other 
cities; (2) thousands of new cus- 
tomers being added as the power com- 
panies and the REA _ cooperatives 
string new lines all over the South; 
(3) plenty of money, high wages, 
families better off and more people 
employed than ever before; (4) easier 
credit terms, with even the smallest 
banks advertising and competing to 
lend money for all kinds of buying, 
and (5) an all-time high in advertis- 
ing through display, classified, bill- 
boards, national tie-ins, radio, mail 
stuffers and other forms. The dealer 
who doesn’t advertise, simply doesn’t 
sell. 


Birmingham Bucks Strike 


Birmingham, center of the rich 
Southern coal, iron and steel industry, 
breezed through the coal strike with 
flying colors. At this writing thou- 
sands of miners and steel workers who 
live in the area are still out, but dealers 
and distributors did not foresee a dent 
in sales volume. Atlanta was going 
great guns. Almost the only Southern 
city without black market troubles, 
the Georgia capital reported dealers 
there were doing a brisk business in 
everything from washers, ironers and 
dryers to air-conditioning equipment. 
Charlotte dealers were on an expan- 
sion spree, with almost every major 

(Continued on next page) 
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THE FAR WEST 
By Clotilde Grunsky Taylor 





S expected, the drought conditions 

in California have proved to be 
less serious than at first predicted. 
Late rains have brought the snow 
pack and season’s total to about the 
same as last year, though the year still 
ranks as a dry one and the long range 
effect has been to deplete still further 
the underground water storage of the 
dry San Joaquin Valley. Utility Com- 
mission restrictions have been “tem- 
porarily suspended.” 

Letters to leading dealers in various 
strategic points of northern California 
have revealed that few of them suffered 
any real damage. From Bakersfield, 
center of the drought area, one dealer 
writes that “although we were fearful 
of the Commission’s rulings, they 
seemed to have helped rather than hurt 
our sales.” This firm found that it was 
able to get deliveries on scarce deluxe 
model electric ranges because other 
dealers had released their orders. They 
sold easily as replacements. This firm 
has cut down on some orders, such as 
certain items of housewares, but has 
made no general cut in business. They 
increased rather than decreased adver- 
tising and report that although busi- 
ness as a whole was slow in that area 
during the drought period, their own 
record of sales was double that of a 
comparable period of last year. How- 
ever, more business is being written on 
contracts and the time of payment is 
getting longer. 


General Buying Levels Off 


From Fresno, Calif.: One store says 
it has been cutting down somewhat on 
orders for the reason that it found it- 
self somewhat over-inventoried at the 
close of the fiscal year. Though busi- 
ness dropped off during the drought 
period, this is credited in part to the 
fact that this coincided with income 
tax payments, war talk and general 
business jitters. General buying levels 
were off, but this firm was not seri- 
ously affected. Although some crops 
were irrevocably lost, the reviving 
benefits of late rains have brought the 
valley back to a feeling of relative 
optimism. This dealer believes that 
soft times are gone for all sections of 
the country and that it will be neces- 
sary to increase rather than decrease 
advertising and sales promotion in 
order to keep things up. 

From the Santa Clara Valley: One 
active firm says that during January 
and February they felt a dropping off 
of sales as compared to the same pe- 
riod last year, but this was due to the 
fact that supplies could not be obtained 
from jobbers. While some dealers cut 
down on orders, this firm took all it 
felt it could use and started an adver- 
tising campaign. By spending $1,200 in 
local papers, it was able to show an 
increase in business during March of 
more than $7,000 above the same month 
of 1947. Although the Utility Com- 
missions’ rulings cut down on the sale 
of electric ranges, water heaters and 
dryers, it did much to increase sales of 
deluxe models of gas ranges. The 
public never got around to cutting 
down on purchases before the late rains 
renewed hope for a good year. 

(Continued on next page) 
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THE EAST 


(Continued) 





public. And this despite the fact that 
many merchants built up inventories 
luring February and March, 

Washington, Philadelphia, and Bos 
ton all reported some consumer price 
resistance \ Bean Town spokesman 
said, “It's quite noticeable on conven 
tional washers priced over $139 and 
reirigerato over $299." A large 
Massachusetts retailer said that cleaner 
prices are meeting plenty of resistance 
and added, perhaps a bit wisttully, that 
“some manufacturers are becoming 
ognizant of the need for reduced 
prices.” 

A Philadelphia source said, “In many 
cases the dealers are complaining about 
sales,” implying that sales for the 
average dealer at least have fallen off. 

Washington simply declares that 


a little sales resistance 
all around.” Further checking revealed 
that Washington consumers were turn- 


there is “quite 


ing more and more to standard models 
of major appliances in preference to 
the deluxe, top-of-the-line items that 
attracted their dough a few short 
months ago 

In Philadelphia and New Jersey, 


deluxe jobs are still outselling the 
Model T’s, but a New York distributor 


reports that consumers are becoming 
more cagy. This same source revealed 
that sales aren't all they should be, 
either. Many dealers, allocated their 
merchandise on a quarterly basis, 
hadn't moved all their first quarter 
stock at the end of April. 

Up Massachusetts way the canny 
Yankees are still, apparently, paying 
for deluxe models in preference to the 
less gadgeted and less chrome trimmed 
standard items. This applies to re- 
frigerators, ranges, and automatic and 
conventional washers. 


Trade-Ins Growing 


There has been some little increase 
in trade-in activity in the Bay State. 
A Connecticuter reports that in the last 
has become 
Down 


six months his territory 


mu h more trade in conscious, 


Honorably Mentioned 





THESE 6 IN 1 Fuses recently won hon- 
orable mention in the annual Lewis & 


Conger Safety Contest. A red neon sig- 
nal glows when one of the six self-con 
tained fuses of a Signalite “6” blows. A 
turn to the right of the indicator top 
renews the fuse without removing it from 
the socket. 
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New York way they are “beginning to 
feel it, especially in television.” Peo- 
ple who already have good radio- 
phonographs and want telesets won't 
buy unless they can get a trade-in, says 
distributor. New Jersey also 
reports an increase in trade-in activity, 
Philadelphia and Washington 
both have seen no signs of increased 
trading-in 

All-in-all, business has been pretty 
fair this past month. No one is turning 
handsprings freezer or radio 
sales, for example, but the refrigerator, 
range and television picture is bright 
and clear. Many dealers betray a 
slight uncertainty about the future. 
rhere’s all this war talk, for example, 
with gloomy predictions of short steel, 
curtailed production, material, price, 
and credit controls. But right now 
there is an ample supply of many 
appliances; there’s the customer on 
that side of the counter and the dealer 
on this side. .. . And there are sales 
to be made. 


while 


over 





THE MIDWEST 
(Continued) 





profit column is evidenced by some- 
thing that happened in Chicago in 
April. A customer bought repair parts 
from two branches of one of the big 
brand vacuum cleaners. Immediately 
two salesmen from the two branches 
called on the man at his office and at 
his home, seeking the sale of a new 
cleaner. 


What Laundries Think 


The American Institute of Launder- 
ing which headquarters at Joliet, IIl., 
came up with a survey which stated 
that 9 percent out of 11 percent of the 
public who try them, use self service 
laundries, The professional clothes 
washing group declares that washer 
owners represent 61 percent of all 
urban families. Ten percent of the 
urban families sent all their washables 
to the laundry, 27 percent sent in part 
of the weekly wash. Commercial 
laundries only consider 63 percent of 
the total urban families as potential 
customers. Of these 30 percent are 
former customers and 33 percent never 
have tried laundry service before. 

That we are likely to see an epidemic 
of premium usage before prices are cut 
s evidenced by the growing interest 
in these items. A national premium 
exposition was held in Chicago in 
April, and a lot of the appliance public 
were present. One Wilmette, IIL, 
dealer has a lot of kids in town work- 
ing for him drumming up sales by 
giving them gifts in case they bird-dog 
major appliance sales for him. 

Chicago fluttered with pennants and 
promotion material of the Chicago 
Tribune television station during the 
month, and the meaty sporting features 
are making the programs popular with 
the mass market. Nevertheless, rumors 
continue that one can buy television 
receivers at less than list in the Windy 
City. 

Signs of the telescoping of too 
numerous dealers are apparent in the 
Middle West. One advertiser offers a 
“gift” of furniture with certain sales. 
Smaller outfits content themselves with 


The NATIONAL APPLIANCE AND RADIO PICTURE 


(CONTINUED FROM PAGE 7) 


lettering on their windows offering 
specials on various items which they 
are closing out. 

The appliance situation in Minne- 
apolis is reported healthy, no shortage 
except refrigerators, mixers and roast- 
ers; no price cutting and no premiums 
as in Chicago. Close cooperation be- 
tween dealers and distributors, prob- 
ably due to short margins, all making 
for a clean market. Probably 75 per- 
cent of the dealers in the Twin Cities 
belong to the dealer association. 

A rumor is that International Har- 
vester Co. intends to do a merchandis- 
ing job in the Twin Cities. Inciden- 
tally, Minneapolis is getting a local 
television, KSTP-TV, without any tie- 
ins with Chicago or Milwaukee. 


Heat Pump for Milk 


A farm application on the heat pump 
is coming up in Minnesota, with the 
heat pump used for removing heat from 
milk and using the heat for the milk 
house, 

As this goes in the mail box, Middle 
West farmers are still buying work 
and household appliances without any 
sales talk and throwing down the 
dough on the counter for it. They 
have completely recovered from their 
scare that happened during the com- 
modity break. 





THE SOUTH 
(Continued) 





dealer planning or hunting for addi- 
tional space. Even politics and gov- 
ernmental manipulations helped buying. 
One dealer in Raleigh, N. C., told 
this reporter he had sold three com- 
plete kitchens right on the heels of, 
and with a boost from, the promised 
income tax reduction! 

li all this sounds like Pollyanna 
singing in the bathtub, it can’t be 
helped. Business is still good and 
even the pessimists admit it. Of 
course that coal strike can still have 
its repercussions and national defense 
needs may cut into the picture again. 
Also customer buying resistance is 
strong everywhere and delivery of 
scarce items has not improved con- 
siderably—but by and large, the pic- 
ture is a rosy one, This is not to say 
that some spots are not having their 
troubles. South Georgia, north Flor- 
ida and east Alabama are areas where 
business runs at a moderate pace. Nor 
are dealers setting the woods on fire 
in certain sections of Virginia such 
as the Shenandoah Valley and the 
Blue Ridge area, in Eastern Kentucky 
and in parts of the Carolinas. Miami’s 
slump was termed seasonal, but New 
Orleans and Louisville dealers gave 
no reason for the decrease in sales in 
those cities. 


Video At Fever Heat 


Interest in television remained at 
fever heat in Birmingham, Houston, 
Dallas, Louisville and Miami, and a 
fat market is in prospect. Only At- 
lanta, surprisingly, was cold to the 
new medium. One of the largest 
wholesalers in that city told this re- 
porter that advertising and demonstra- 
tions had not been pushed in Atlanta 
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Boston Crowns a Queen 
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MISS TELEVISION at the recent First 
Annual Electric Show conducted by the 
Electric Institute of Boston was lovely 
Phyllis Joyce Ponn, here receiving the 
symbol of her rank from A. W. Coolidge, 
lieutenant-governor of Mass. Some 
70,000 visitors attended the show, 11,000 
of whom competed for the Miss Television 
title, sponsored by the Institute, the 
Boston Post, and Westinghouse station 
WBZ-TV. 


because of the fear of many dealers 
that such publicity would cut into the 
sale of radios. The big dealers and 
Atlanta radio stations however, were 
working to discount this idea. 

Specialty selling was varied. States 
along the Gulf of Mexico seemed to 
be doing very well in the sale of home 
freezers and _ refrigeration. Water 
heaters were moving at a fast clip in 
Nashville and Chattanooga, due to 
heavy promotion by locally owned 
power boards. Laundry equipment 
sales were booming almost everywhere 
and new appliances, such as dryers 
and dishwashers were catching on fast. 
Many Carolina and Virginia dealers 
are preparing to revive the campaign 
for promotion of farm equipment such 
as tobacco curers, hay driers, power 
tools, etc., which was not very suc- 
cessful last year. 


Trade-Ins Increase 


The replacement market becomes 
more active all the time. Trade-ins 
are welcomed by about 70 percent of 
the small dealers and many of the 
larger houses are accepting them. 
Much newspaper advertising space is 
devoted to this angle nowadays and 
more may be expected. 





THE FAR WEST 
(Continued) 





From the San Francisco peninsula: 
This dealer says his March business 
was two and one half times above 1947, 
25 percent above February and 30 per- 
cent above January. No orders were 
cut—rather the contrary, except of 
low priced electric ranges, which had 
been piling up on the inventory list for 

(Continued on page 45) 
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| can build bigger profits—cash in on 
aready market for replacement V-belts 
for home, farm and small industrial ap- 
plications— with Goodyear’s new, eye- 
and sales-catching SerVomatic V-Belt 
Merchandiser. 


IT SERVES— over 90% of all home appli- 
ances, farm machines and small industrial 
equipment. The SerVomatic keeps frac- 
tional horsepower V-belts right out where 
your customers can’t miss them—a con- 
stant reminder to them to buy. So— 





LECTRICAL MERCHANDISING—MAY 





More Profits 
With This New 


SERVOMATIC 
V-Belf 
Merchandiser 





















can do it. 





IT SELLS— Speeds your sales of V-belts! 
And they’re the twins of the famous 
Goodyear Automobile Fan Belts, installed 
as original equipment on a large share of 
America’s new cars. They incorporate the 
same low-stretch, long-life construction. 
And best of all, they’re backed by the 
reputation and consumer acceptance of 
“the greatest name in rubber.” 


IT SAVES— valuable floor space, because 
the SerVomatic is compact — fits in any- 
where, in aisles, next to counter or up front 


GOODFYEAR 


THE GREATEST NAME IN RUBBER 


1948 

















Selectorule 
slip old belt on the 
rule and read off 
proper size-replace- 
ment belt — quickly 
and easily. Anyone 


Simply 






Complete Manval |ists 
specifications for re- 
placement V-belts for 
all makes and models 
of home, farm andlight 
industrial appliances. 





















facing the door. It cuts down sales time, 
because many customers serve themselves. 
This handy rack makes inventory easier, 
too. And with it comes an array of selling 
aids that will help you use the SerVomatic 
to best advantage. 


For full details on this salesmaker see 
your nearest Goodyear Industrial Rubber 
Products Distributor. Or write Goodyear, 
Akron 16, Ohio. 





SerVomatic, Selectorule—T.M.'s The Goodyear Tire & Rubber Company 
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“EM~ Pop-Up Toaster “KEM~ Tel-A-Matic Waffle Bake 
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ay ae “KeM~ Turnover Toaster 


= 


R/DEALERS... °°": 


“ 
“see * 


ts|in Every Answerf 


Dial gives choice of 7 shades. 


What Coatuves of tho gs Quick—no preheating wait. 


Pop-Up Toaster make it Quiet—no ticking noise. 
“a natural” for gift sales, Automatic—toasts two sides of two slices at once. 


® for quick sales? ® Removable crumb tray for easy cleaning. 





Because each one you sell—sells another! 
Because it performs dozens of kitchen jobs—in seconds! 
Because there’s no other appliance like it! 

e't grates, chops, grinds, liquidizes, blends, whips, mixes! 


Why is the 
“KeM~ Liquidizer called 


" the “Wonder” appliance? “KEM~ Heating Pod 





Because it’s perfect for travelers. ) 
Why should you stock the Because it’s so light, so compact. fe 
~KM~ Goad-A-Bout Iron? Because the automatic handle folds down for easy packing, ae 


4 


adjusts upright for ironing. ie 
- @  adivsts uprig g f & p 
NA 


You'll Never Question KEM Popularity... ‘ 


Feature this easy-to-sell, fast-moving line of into your store! Millions of home-lovers read _— ee 
dependable, efficient, beautiful appliances. them monthly, in House & Garden, House 

Every exclusive ~KM~ feature answers the Beautiful, Saturday Evening Post, Ladies’ 

needs, the wants of your customers. And Home Journal, Better Homes and Gardens. 

every “%M-~ national ad brings customers ‘Tie in and cash in—now. 


Write or wire your “KM -— Distributor today 


KNAPP-MONARCH CO. « St. Louis 16, Missouri 
“REM~ oppli 


PP also factured in Canada 
World-Wide Distributors Exclusive Distributors in Canada 
Philco International Corporation, 50 Broadway, New York Crown Electrical, Brantford, Ontario 





May 30-dJdune 4. BOOTHS 422, 424, 426, 428, Auditorium. 


+ KM~ Quad Woffle Baker 
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N era ot expansion in the use ol 
A electricity in the South which will 
wre than double present operations 
vas forecast at the 15th annual con- 
ference of the Southeastern Electric 
Exchange held April 8-10 at 


Raton, Fla Utility and electrical 


Boca 


nanutacturing representatives were Op- 
the vast industrialization 


w in progress in the area 


timistic on 

program no 

and saw the section leading the country 

in expansi activities 

\ key to the 
9 


‘ ’ 
appliance saies Oppor- 


which are being opened was 
given by McGregor Smith, president 


of Florida Power & Light and presi- 


dent of the Exchange Mr. Smith 
pointed out that between 1940 and 1947 
the utilities in the Southeast increased 


ower generation by 77 percent and 

generating capacity by 40 percent while 

the country as a whole increased pro- 

duction by 76 percent and capacity by 

By 1951 the Southeastern 

utilities will have increased capacity 
95 percent over 1940 


24 percent 


Giantism in a Decade? 










While has shown 
1 remarkable growth since the war 
even greater 
growth over the next decade. They 
dicated that with the present expan- 


lemand for power 


itility executives saw 


ion of generating capacity there would 





follow intense sales activities. Co- 
rdinated appliance dealer and distribu- 
tor programs would receive active 


attention. With per capita income in 
the South more than double what it 
market for 
electrical appliances offers great oppor- 


was before the war, the 


tunities. 

Jack E. S. Thorpe, president of the 
Nantahala Power & Light Co., was 
elected president of the Exchange to 
succeed McGregor Smith, president of 
Florida Power & Light Co. 

Other officers elected included S. C. 
McMeekin, president of South Carolina 
Electric & Gas, as first vice-president; 
W. O. Turner, president of Louisiana 
Power & Light, as second vice-pres- 
ident; and C. B. McManus, president 
of Georgia Power, as third vice-pres- 
ident. 


Aggressive Action Stressed 


The tempo of the meeting was one 
for aggressive action to speed expan- 
sion and financing programs. It was 
one of the most stimulating programs 

the Exchange and the informative 
and technical discussions presented 
possible solutions to many of the indus- 
try problems 

John A. Sibley, chairman of the 
Trust Co. of Georgia, advocated a 

1ange in the Flood Control Act of 
1944 to give utilities preference in dis- 
tribution of power from government 
projects. He said that the present con- 
flict between public and private power 
would retard development in the South. 

Philip D. Reed, chairman of General 
Electric, urged a strong policy against 
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Southeastern Speakers See 
Era of Electrical Expansion 


Appliance market benefits from doubled 
per capita income. Predict 95% power 
increase by 1952. Thorpe new president 


Exchange of Views 





PALM TREES provided the setting for 
the recent Florida meeting of the South- 


eastern Electric Exchange. Three of the 
conferees were, left to right: C. B. 
McManus, president of Georgia Power; 
A. H. Higgins, president of Florida Power; 
and W. C. Johnson, executive vice- 
president of Allis-Chalmers. 


Russian aggression and favored selec- 
tive service to meet military needs. He 
support to the Marshall Plan and 
a planned economic 
and industrial mobilization program. 

L. E. Osborne, executive vice-pres- 
ident of Westinghouse, urged coordi- 
nated efforts to eliminate present con- 


gave 
saw the need for 


fusion in regards to industry and the 
He saw production 
being increased by the use of lower-cost 


national economy 


designs, better tools, more horsepower 
and more modern machines in factories. 


Develop Better Relations 


As a means of developing better cus- 
tomer and public relations J. W. 
McAfee, president of Union Electric 
Co. of Missouri, and Edward R. Dun- 
ning, vice-president of N. W. Ayer & 
Son, were agreed on programs for 
utility management to “speak out” on 
industry problems and operations. 

Ashton B. Collins, Reddy Kilowatt, 
demonstrated the opportunities of a 
youth program to develop an intelligent 
and well-informed attitude toward busi- 
ness, the utilities and the benefits of 
all-electric living. 


The Job Ahead 


Charles E. Oakes, president of 
Pennsylvania Power & Light and pres- 
ident of the Edison Electric Institute, 
traced the great expansion programs 
of the industry and pointed to the 
difficulty being experienced in raising 
sufficient capital to finance the pro- 
gram. He said that over the next four 
years the industry must raise from the 
investing public about $3.9-billion to 
finance the $6-billion construction pro- 
gram. This will constitute about one- 
seventh of new capital to be raised by 
industry as a whole, 


Twin Cities Milk Law size of 30 gal. capacity storage or off. 
peak type tank giving 35 gal. of 170 
Water Heater Market deg. water daily was recommended, 
Power companies offer low water 
With the ruling, effective May 15, heating rates for these storage or 
that the fluid milk market, affecting off-peak type heaters and the 50 gal, 
5.000 farms within a 50-mile radius size with 1,000-watt element making 
available 75 to 80 gal. of 170 deg. 
water daily is advocated as the farmer 
finds many uses for this additional 
supply of hot water. 
Some 125 dealers and distributors 


of the Twin Cities, would go on stand- 
ard U. S. Public Health rules re- 
quiring farm milk houses to be 
equipped with a water heater, a mar- 
ket has been created for 30-gal. or 
larger storage type heaters in the Min- in the Twin Cities area, aided and 
neapolis-St. Paul area. abetted by T. L. Losby of the North- 

Under requirements set up at a ern States Power Co., are cooperat- 
conference of farmers and milk pro- ing in a sales campaign to put 3,700 
ducers, the average dairy water heater water heaters into the farm dairies, 
of 10 to 18 gal. capacity would no with an additional 1,500 probably 
longer be economical, and a minimum going into farm houses. 


From Shelvador to Swing-A-View 


































ie «< 
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THE CROSLEY division of Avco Mfg. Corp. not only unveiled its new 1948 line of 
Shelvador refrigerators at its recent press and distributor showing in New York's 
Waldorf-Astoria, but also revealed its lovely new home economist, Mrs. Catherine 
Beck, here telling a thing or two to the high brass. Left to right, Bert Cole, vice- 
president of Crosley Distributing Corp.; C. W. Kirby, Crosley’s domestic sales manager; 
and N. C. MacDonald, general sales manager. 





























ALTHOUGH THE SHOW was primarily for refrigerators, Crosley took pride in show- 
ing its Swing-A-View television set. Stanley Glaser (left), manager of the Crosley 
radio and television section, points out the Swing-A-View feature more for the benefit 
of the visitors than for Ray Cosgrove (right), vice-president of Avco and general 
manager of Crosley, who knows all about it anyway. 
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Glam dit! 
row any te wy 


The New 


PREMIER 


Model “82” Cleaner 
WITH THE BAG YOU 


MAKER * Now, when the bag is full of dirt, Mrs. Housewife simply 

PRO throws away the bag—dirt and all. No need to do that 

ANOTHER / / messy dumping of the old-fashioned cleaner bag. Every 

still DEALER ee woman will instantly acclaim the convenience and sani- 


tary feature of this new Premier. 


















Last month it was the Premier motor-driven floor polisher for 
floor models. Earlier in the year, it was the lower-priced Model 
line of “2 . 

York's 23” Premier Floor Cleaner. 


itherine 
ep, vice- 
anager; 









Now, Premier brings you another and even greater sales oppor- 
tunity: a new vacuum cleaner feature. Yes, and it’s one of the 
greatest selling features in all Premier’s 38 years! 











The Premier “82” comes complete with its usual 
dust bag, and can be used in the conventional man- 
ner. In addition, it provides the new “Throw-away” 
bags. The Premier “Throw-away” bag is a special, 
clothlike, porous material. Acts as a dust filter, yet 
does not cut down cleaning efficiency appreciably. 
Four “Throw-away” bags are packed with each 
cleaner, Handy refill packages offer you the opportu- 
nity of frequent, easy, over-the-counter repeat sales. 





















So easy! Just slip the 
“Throw-away” bag in- 
side the regular bag! 






















Just lift out the bag 
—_ = and throw it away! 


4. 

- Engineering and styling changes, too! Note 
the new end caps, the handsome design 
and the smart appearance. Motor is full 
1% hp. Equipment includes 8-ft. hose with 
8 specialized attachments. 


2 tie PREMIER am —— i 7 












THIS PREMIED 9 in SATURDAY EVENING POST, June 12" 


wi. 3 Ask your distributor for tie-up promotion materials and mats. 
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EEI Conference 





the public power program and for 
any tuture defense bottlenecks that 
might occur, and even for the faulty 
operation of equipment which may or 
may not be caused by low voltage 

“It seems to me to be utterly foolish 
and vicious for any man in our busi- 
ness to ascribe his present troubles to 
abnormal demand and to imply that 


this demand will fall off.” 


Things Normal At G.E 


Speaking of the present General 
Electric situation, Mr. Wilson said 
“We are currently in stock position on 
tandard motors Electric eating 


equipment is available on short ship 
ment in all lines. We have uncommitted 
capacity in fractional horsepower mo 
tors, where before the war we had 
some 54 competitors and today we 
have 160. As of this month 75 percent 
of our general purpose control items 
and all standard items in our welding 
line are in stock.” 


Challenge to Sales Managers 


The electric utilities’ huge expansion 
program, which in the next few years 
will install new generating equipment 
amounting to 15 million k.w., a 42 
percent increase over the 1940 total of 
40 million k.w., will challenge the 
ability of the industry’s sales managers 
to keep this vast new capacity busy 
with profitable load, Ralph P. Wagner, 
chairman of the Edison Electric Insti- 
tute commercial division general com- 
mittee, said 

Following him, Charles E. Oakes, 
president of the Edison Electric Insti- 
tute, declared that the electric utility 
industry must sell nearly $3.9 billion 
of new securities to investors within 
the next four years to finance this 
huge expansion program. Customer 
demand for electricity will climb, he 
estimated, by 134 million k.w. more 
in the next four years, on top of 
the 49 million k.w. peak load of 1947. 


Complete Kitchen Campaign 


A new promotional and educational 
program on the all-electric kitchen 
which will be used by electric utility 
companies and local elements of the 
electrical industry to encourage the 
sale of electric kitchens in both the 
new home and home modernization 
market was introduced. The idea is 
to bring back into being the complete 
kitchen approach which was originally 
backed by manufacturers who now 
have swung back into product adver- 
tising. Materials and suggestions have 
been created to develop a tailor-made 
plan which will fit all merchandising 
situations and conditions. Spearhead 
will be a 40-page book entitled, “Kit 
enizer’s Digest,” which is intended to 
be the most authoritative and complete 
book on the subject. Advertising aids 


pre . nd 
pre ared, and 


of all kinds are being 
kitchen planning units will also be 
provided 

Presentation of the idea was made 
by H. H. Brennan, Pennsylvania 
Power & Light Co., T. O. McQuiston, 
Duquesne Light Co., and Harry E 
Warren, of the Ralph H. Jones Ad 
vertising Agency. 

Speaking of the farm market, J. O 
Christianson of the School of Agricul- 
ture, University of Minnesota, stated 
that in 1943 the estimated value of 
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major electrical equipment on farms in 
the U. S. was nearly $625 million. 
Most of this is to be found in rural 
homes and barns and as yet has had no 
appreciable effect on the principal farm 
machines and tools used in crop pro- 
duction. 


Too Much Hand Labor 


“Of the 21,210,000,000 man-hours 
spent on farms in 1944, about 60 per- 
cent or 13,000,000,000 man-hours were 
performed with the hands or with 
small hand tools. It is significant that 


70 more, and 156 license applications 
are pending. He said that about 80,- 
000 telesets were made in 1947; 1948 
will see between 500,000 and 750,000; 
1949 will chalk up about 1,500,000; and 
in 1950 close to 3,000,000 telesets will 
be sold. 


Pump Possibilities 


High spot in the farm session was a 
discussion by M. B. MacNeille, man- 
ager of the pump division, A. Y. Mc- 
Donald Mfg. Co., Dubuque, Iowa. 

Mr. MacNeille pointed that one half 
of the U. S. farms are without running 
water in the home. There is a $100 
million water system market annually, 
and the proposition is sound economi- 
cally because a farmer can get 1,000 
gallons of water for less than 2¢. Deal- 
ers need coaching in the art of selling 











“HOME ECONOMISTS ARE IMPORTANT in the appliance industry,” said James 
J. Nance, president, Hotpoint, Inc., in addressing the Electrical Women’s Round Table 
April meeting. “They are the bridge between the designer and the consumer, and are 
admirably suited to the selling end of the appliance industry,” he added. With Mr. 
Nance, above are Alice Wilhelm, John Wilhelm Co., Brooklyn, N. Y., and Helen 
Kendall, Good Housekeeping Institute. 








this high percentage of hand labor re- 
mains, after 100 years of substitution 
of mechanical or animal power for 
human power. There is a tremendous 
field for further mechanization of farm 
jobs.” 

Mechanical power has reduced the 
actual cost of production per unit for 
agriculture as a whole by 30 percent 
in the past 25 years, Dr. Christianson 
said 

Horace Russel, general counsel, 
U. S. Savings & Loan League, Chi- 
cago, speaking on financing, advocated 
selling houses complete, with all equip- 
ment at from $7,000 to $8,000 with the 
purchaser paying $42 to $48 a month. 
To pay $100 extra a month for $1,000 
worth of additional electrical equip- 
ment adds too much of a burden, Mr 


Russel said. 


Television's Future 


Utilities need have no fear of loss of 
load from mass operation of television 
receivers, said P. J. Chamberlain of 
G-E, because the newer sets have 
enough screen brightness to make any 
dimming of house lights unnecessary. 
He declared that half the population of 
the nation will be able to use television 
receivers by the end of 1952. There 
are now 21 stations on the air, con- 
struction permits have been issued to 


water systems, he said. Too frequently 
the price limitation shapes the decision, 
with the result that a farmer buys too 
small a system and later has to take a 
loss on it as it won't do the work. 
Dealers need operating demonstrators 
in their stores, and should be taught 
that they can get information on pros- 
pects from their power company. There 
is a market not only from farmers, 
but from non-farm people, summer 
resorts and the rural commercial mar- 
ket. To be successful a dealer must 
have a service department and carry 
supplies needed to take care of emer- 
gencies. 


Contest Winners Announced 


H. M. Sawyer, chairman of the EEI 
prize award committee, announced 19 
winners in various contests. The three 
prizes for all-electric kitchen promo- 
tion and the Hughes Electric Cooking 
awards went to the Philadelphia Elec- 
tric Co., the Georgia Power Co., and 
the Indiana Service Corp. The Hughes 
Electric Range promotion prizes were 
awarded to the Florida Power Corp. 
first and to the Gulf States Utilities 
Co., second. In commercial cooking 
the three winners were Wisconsin 
Electric Power Co., Birmingham Elec- 
tric Co. and the Union Electric Co. 
of Mo. 
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Scheduled Meetings 


NATL. HOUSEWARES & MAJOR 

APPLIANCE EXHIBIT 
Natl. Housewares Mfrs. Assn. 
Auditorium, Atlantic City, N. J. 
May 30-June 4 


INT‘’L TRADE FAIR 
Toronto, Ont., Canada 
May 31-June 12 


EDISON ELECTRIC INSTITUTE 
Annual Convention 
Atlantic City, N. J. 
June 1-3 


VACUUM CLEANERS MFRS. 
ASSN. 
Cleveland Hotel, Cleveland, Ohio 
June 11 


RADIO MFRS. ASSN. 
24th Annual Meeting 
Hotel Stevens, Chicago, Ill. 
June 14-17 


RADIO MERS. ASSN. OF 
CANADA 
Annual Meeting 
Royal York Hotel, Toronto, Ont., 


Canada 
June 15 


ASSOCIATED POT & KETTLE 
CLUBS 


Annual Meeting 
Harrison Hot Springs, British Columbia 
June 21-23 


CHICAGO SUMMER MARKETS 
Merchandise and Furniture Marts, 
Chicago, Ill. 
July 5-17 


FLUORESCENT LIGHTING ASSN. 
s 


HOW, 
STORE MODERNIZATION SHOW 
Grand Central Palace, New York, 
N. Y. 
July 6-10 


NATL. ELECTRICAL RETAILERS 
ASSN. 

Mid-Year Leadership Conference 

Sheraton Hotel, Chicago, Ill. 

July 11-13 


AMERICAN WASHER & IRONER 
MERS. ASSN. 

Summer Meeting 

Grand Hotel, Mackinac Island, Mich. 

July 15-17 


WESTERN SUMMER MARKET 
Western Merchandise Mart, San Fran- 
cisco, Calif. 
August 2-7 


1ST ANNUAL ALL-ELECTRICAL 
EXPOSITION 
Southern Calif. Radio & Elect. Appli- 
ance Assn. 
Pan Pacific Auditorium, Los Angeles, 
Calif. 
August 20-29 














McCall’s Magazine awards went t 
Miss Leonora O’Neal of the Gu! 
States Utilities Co., for a home servict 
program; Routh T. Neill, Kingsport 
Utilities, Inc., for a school lunchroom 
promotion; Miss Virginia E. Thabet 
Applachian Electric Power Co., for 4 
home service program through sales 
floor display; Miss Suzanne Woffor 
Mississippi Power & Light Co., i 
effective rural new customer mecting 
and Miss Vivian Marshall, New Or 
leans Public Service Co., for nev 
appliance promotion. 
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oe Z There are 26 Handyhot qual.- 
: ity electric appliances — all 
‘olumbia in the famous Gingham Pack- 
, age — all attractively priced. 
: Automatic toaster. $14.95. Look to Handyhot for port- Combination fan and 
KETS Also, Turn-over Toaster. able washers and a complete heater for cooling 
Marts, $4.50 line of household appliances. or heating. $17.95. 
Look to Handybreeze for 
wi quality electric fans, espe- 
ASSN. cially designed for home use! 
pas a The Handyhot line is backed 
by continuous nation-wide 
"7 rk, 
7 ee ee advertising and full scale 
sa: =CS~— oa dealer promotions. 
AILERS SEE YOUR HANDYHOT 
DISTRIBUTOR FOR 
nce DETAILS. 
RONER 
d, Mich. | BBE SSBSESBRE SRB Ba Ba 
a Sea RRR ERE RE & SE saepennee 
‘on Fran- ey oscillating fan. $21.95. 
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— WORLD'S LARGEST MANUFACTURER OF PORTABLE WASHERS 
Ae Chicago Electric Manufacturing Company, Chicago 38, III. 
—_ = See us at the National Housewares Show, Atlantic City Auditorium, Space Nos. 444 - 446 - 448 - 450. 
Co., io , ‘ . 
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PROPER USE of Eureka complete home cleaning system cut cleaning time 36 percent, 
reduced hand cleaning 75 percent and removed almost three times as much dirt, 
Eureka’s survey revealed. Above, Dr. Elaine Knowles Weaver who conducted the study 
with Mabel B. Buxton (right) director, Eureka Home Research Bureau. 


Needed: Cleaner Education 


Eureka-Williams Time-Study shows women 


spend too much time, work too hard, fail 


to get all the dirt when cleaning house 


By Anna A. Noone 


s 1 1 " 
4 VIDENCE that the average home 
4maker is badly in need of educa- 


tion in the proper use ot vacuum 
cleaners for home cleaning, and par- 
ticularly in the time-saving advantages 
to be derived from the proper use of 
vacuum cleaner tools and attachments 
given in a recent time-study made by 
Eureka Home Resear Bureau 
% Eureka-Williams Cory; Bloon 
ngton, Ill., under the supervision of 
Dr. Elaine Knowles Weaver 
he survey revealed that American 


homemakers 


not only work too hard 
at the business of cleaning house, but 
they fail, despite their efforts, to re- 


1" 


move all the dirt 


he time-study revealed that, al- 
though all but one of the 24 women 
cooperating in'the survey owned some 


sort of electrical vacuum equipment, 
they spent only 24% of their cleaning 
time using it. The bulk of the time, 
(76%) was spent using brooms, carpet 
sweepers, dry mops, wet mops and 
scrubbing brushes. 

The study covered four 4-week peri- 
ods in 24 homes in and around New 
Brunswick, N. J., with families that 
were typical in that they had two or 
three children and averaged 4 to 9 
rooms. The average rug area in these 
1omes equaled four 9 x 12 rugs. 

The women were given new Eureka 
equipment to use for the second and 
third periods of the survey, but it was 
not until the fourth period, when they 
were also given instructions in the 
use of the equipment and the various 
attachments, that the greatest time- 
saving was effected and the most dirt 


Vas rem ved 


The First Period 
In this first 4-week period the 


women averaged 5 hrs. 41 min. a week 
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cleaning their homes: 53% (or 3 hrs. 
3 min. a week) with dust mop, dust 
cloth, brushes and brooms; 23% (1 hr. 
18 min. a week) with soap and water 
jobs—a total of 76% of their work be- 
ing done by hand, and the balance, 24% 
(1 hr. 20 min.) using vacuum equip- 
ment. And they were removing an 
average of only 9.78% oz. dirt per 
home, per week. This was later shown 
to be only 34% of the dirt which it was 
found possible to remove with modern 
electrical equipment (when they knew 
iow to use it). In other words, 66% 
of the dirt was being just moved from 
one place to another, or not being 
touched at all 

The time spent by these women in 
rug cleaning with vacuum cleaners 
varied from 13 to 337 minutes in the 
first 4-week period, not counting the 
time spent with carpet sweepers which 
were used by 13 of the 24 women. The 
average rug cleaning time with vac- 
uum cleaner equipment was 41 minutes 
per week. The women using vacuum 
cleaners exclusively for rugs averaged 
13.3% of their total time, while those 
with cleaners and carpet sweepers 
averaged 18.4% of their total time in 
rug cleaning. In three cases the time 
spent with the sweeper exceeded the 
time spent using the vacuum cleaner. 

For overall care of the floor—in- 
cluding use of vacuum cleaners, carpet 
sweepers, floor brushes, brooms, cloths, 
mops and wax applicators, the total 
time ranged from 41% to 65%—an 
average of 52% of the total cleaning 
time. The time spent in using cloths, 
mops, brushes and brooms equalled 
that spent using cleaner and floor 
brush attachments. The use of dry 
mops alone was 63% greater than 
the use of the floor brush attachments. 
Use of the broom averaged 18 minutes 


per woman per week—approximately 
half: the time spent-using dry mops. 

Cleaners with attachments accounted 
for only 23% of the total cleaning 
time, while the use of a dry cloth alone 
accounted for 23.7% of the total clean- 
ing time. (The dusting tool was used 
only 2.6% of the time by comparison.) 
Of the 19 women owning attachments, 
none of them used the demother or 
sprayer. 

In other words, the attachments 
were used little in most homes, but 
the 19 women who used them averaged 
1375 minutes in cleaning during the 
entire period as against 1319 minutes 
averaged by the women who did not 
use them. Likewise, all the women 
who used the dusting tools also used a 
dust cloth, and their average time for 
dusting alone was 90 minutes per week 
as against 84 minutes averaged by the 
10 women who used only a cloth. 


Second Period 


In the second 4-week period of the 
study the cooperators were divided into 
three groups of eight each. Group I 
was given a complete Eureka home 
cleaning system, which consisted of an 
upright model and a tank-type model. 
Group II was given upright cleaners 
without attachments, and Group III 
was given tank-type cleaners. 

In Groups II and III there was an 
attempt made to divide the women so 
that they received the same type of 
cleaner as formerly used—in this way 
their method of work would not be in- 
fluenced by a change of cleaner type. 
Again no special instructions were 
given in how to use the new equip- 
ment. 

As was expected, the groups varied 
in the time spent cleaning. Several 
women spent more time with the new 
equipment—experimenting and doing 
extra cleaning jobs. 


Group 1, averaged 282 min. (4 hrs. 
42 min.) per woman per week—a 
7% decrease in time. 

Group 2, averaged 340 min. (5 hrs. 
40 min.) per woman per week—a 
6% decrease of time. 

Group 3, averaged 305 min. (5 hrs. 
5 min.) per woman per week— a 
14% decrease. 


Third Period 


All women were given a complete 
Eureka home cleaning system for the 
third period and they discariJed equip- 
ment previously owned. Still no sug- 
gestions were made for using the 
equipment. Changes in practice were 





- 


— 


Trey fam 





“SO HELP ME—I STILL DON’T KNOW THE 
NAME OF THAT LITTLE VILLAGE IN AFRICA. 
BUT | GOT THE HICCUPS JUST AS THE QUIZ- 
MASTER ASKED ME AND—WELL—THERE YOU 
ARE.” 


MAY 15, 


entirely of the woman’s own volition, 

Cleaning time was cut to average 
258 minutes (4 hrs. 18 min.) per week 
—a decrease from the first period of 83 
minutes per woman per week, or ap- 
proximately 25%. 68% (2 hrs. 55 
min.) of the cleaning time was done 
electrically, and 32% with non-vacuum 
equipment. Of the cleaning done with 
a vacuum, 46 minutes weekly were 
devoted to rug cleaning and 129 min. 
utes to attachments. The round brush 
got most use—57 minutes per woman 
per week; the floor brush averaged 55 
minutes per week. All women used 
the round brush. All but one used the 
long brush. 

Dry cloths were used only 17 min- 
utes a week compared to 57 minutes for 
round brushes; dry mop use dropped 
down to 4 minutes a week; brooms 6 
minutes. Only 10 women used the 
waxer-polisher attachment. Three used 
the sprayer. None used the demother, 


Fourth Period 


Before beginning the fourth period, 
all cooperators were asked to try to 
eliminate as many manual tasks as 
possible—to do most of their cleaning 
electrically. They were given many 
suggestions as to how to use the equip- 
ment. They also had demonstrations of 
good practices. Furthermore, they 
were now familiar with the equipment. 
A real interest for experimentation was 
aroused among the women. 

The average time spent per woman 
per week during this period dropped to 
218 min. (3 hrs. 38 min.). Compared 
to the first period (5 hrs. 41 min.) 
cleaning time was reduced 2 hrs. and 
3 min., or 36%. Compared to the third 
period in which the same equipment 
was used without instruction, there 
was a saving of 40 minutes, or 11%. 
Use of vacuum equipment averaged 
152 minutes (2 hrs. 32 min.) per 
woman per week. 


Analysis of Findings 


With the complete home cleaning 
system used properly, an average of 2 
hrs. and 3 min. was saved weekly— 
equivalent to about thirteen 8-hr. work- 
ing days per year and a decrease in 
cleaning time of 36%. 

Taking the group as a whole, elec- 
trical equipment used only 24% oi the 
time during the first period was in- 
creased to 70% in the final period 
Carpet sweepers were completely 
eliminated. Brooms and dry mops 
were used by only 3 women and for 
only brief periods. Dry cloth use was 
cut from 81 to 4 minutes weekly; dry 
mops from 35 to 1 min.; brooms from 
18 to less than a minute per week. 


Dirt Removal 


Since dirt removal is one of the 
prime purposes of home cleaning, 
samplings of dirt collected were taken 
in the first period and again during 
the first week that the complete home 
cleaning system was used. Here are 
the findings : 

With the new complete home clean- 
ing systems dirt from the tank cleaner 
ranged from .50 ounces to 25.76 oz3; 
from the upright cleaner 1.94 oz. to 74 
ozs. The average of the total of the 
two was 27.74 ozs, or nearly three 
times as much dirt. 

The upright cleaner collected 69% 
of the dirt removed with the complete 
system—this was from rugs and car- 
pets. The 31% of dirt, (8.62 ozs. 
average) collected by the tank-type 
cleaner comes close to the total amount 
of dirt (9.78 ezs.) collected from all 
cleaning equipment during the {rst 
period. 
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FOR HIGH-VOLTAGE 


SELL-ABILITY eee 


\ 


Ent OR 4 REFUND 
won * * he, 
© Guaranteed by 
Good Housekeeping 


lp 
Ny » 
°r As ADVERTISED qnee® 


3 
This Seal is given to no one; 4 
the product that has it earns it. 


As you know, confidence is doubly important 
in the selling of electrical equipment, 
where so many unseen elements enter 

into sotisfactory performance. And extra 
confidence goes with the trusted Good 
Housekeeping Guaranty Seal—extra 
confidence in the product, in the brand 
name, in the store. 


For quicker acceptance— especially 

by the 8,400,000 readers of 

GOOD HOUSEKEEPING —and for faster 
selling, depend on products distin- 
guished by the famous Guaranty Seal. 
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(00D HOUSEKEEPING 


The Homemakers’ Bureau of Standards - 57th St. at 8th Ave., New York 19, N. Y. 


sells goods } 
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Y) DUST PAN PROMOTION 
FHINTO EDWARDS, SYRACUSE! 


orQFE-THE-FLOOR in 1 week 
Shot prospects for home follow-up! 
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—" urday, morning ’til 
ht, 3,000 women 
1ored for dust pans! 
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ards opened for SIX solid days! 
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PROMOTION BEING SCHEDULED 
FOR YOUR TERRITORY NOW! 


See your Lewyt distributor— 
he’s lining up dealers! 


(Rhymes with ‘do it’) 


VACUUM CLEANER 


LEWYT CORPORATION, Vacuum Cleaner Division 
76 Broadway, Brooklyn 11, N.Y. 
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IT WORKS BOTH WAYS 


“Same insulation 
they use in the 
best commercial 
refrigerator 
cases!“ 














“Same insulation 
they use in 
most home 
refrigerators 
today” 















































OWENS-CORNING 


FIBERGLAS THERMAL 


...a swell feature to have ance en emnans 


...a swell feature to sell IN S U LATI ON 








*FIBERGLAS is the trade-mark (Reg. U. $. Pat. Off.) for a variety of products made of or with gless fibers by Owens-Corning Fiberglas Corporation. 


EE! Offers Ist Annual 
Planned Lighting Awards 


The first Annual Planned Lighting 
Awards, for electric utility companig 
and their personnel who achieve oy, 
standing success in promotion ¢ 
planned lighting installations in th 
residential, commercial and industrig 
markets, have been announced by thy 
Edison Electric Institute and the Be. 
ter Light Better Sight Bureau. 

The awards, offered jointly by th 
two organizations, will be made fy 
successful planned lighting promotion 
programs sponsored by utilities during 
the twelve-month period ending Mard 
1, 1949. A total of $1400 in cash prizes 
with certificates of merit and a plaqu 
will be presented. 

First and second prizes of $200 an 
$100 respectively, will be awarded 
with certificates for the best individu 
programs in three liznting field. 
residential, commercial and industrial 
In addition to these six prizes, an e- 
graved bronze plaque and $500 will g 
to the company with the best program 
in all three markets combined, 

Judges will place special emphasi 
upon educational activities designed ty 
teach Better Light—Better Sight pris. 
ciples; sales promotion and selling o 
Planned Lighting installations, includ 
ing sales techniques, engineering ani 
layout services, and sales training. Co 
operative activities with local con 
tractors, retailers and electrical league 
will also be considered, as will method 
used for consumer promotion, such a 
advertising, model installations, ex 
hibits and other sales practices. 


Westinghouse Establishes 
Television Service Policy 


Westinghouse television receivers 
are being installed and serviced by 
certified television service agencies, W 
H. McKnew, general service manager 
for the company’s home radio division 
said recently in describing television 
training and service policies. Th 
agencies are staffed by factory-traine 
crews and a $55 fee includes a norma 
installation, antenna, and service for 
one year. Mr. McKnew said tha 
each crew can install 12 sets a week 
The program has been set up asi 
separate section of the division servic 
department under the direction of AF 
fred H. Kuttruff. 

Franchises for television  servict 
agencies have been granted to the 
Times Appliance Co., New York, and 
to the Westinghouse Electric Supply 
Co. in Newark and Philadelphia 
Installation crews are currently it 
training for Boston, Baltimore ani 
Washington. 


Tenney To Speak At NEMA 
40th Anniversary Dinner 


George C. Tenney, McGraw-Hil 
vice president, editor and publisher @ 
Electrical West, and acting editor 
Electrical World, will be the principa 
speaker at a dinner commemorating 
forty years of trade association activitY 
in the electrical manufacturing indus 
try. The dinner, to be held Tuesdai 
evening, June 1, 1948, at the Home: 
stead, Hot Springs, Va., has been at 
ranged by the motor and generat0! 
section of the National Electrica 
Manufacturers Assn. in honor of th 
organization, on June 2, 1908, of the 
American Assn. of Electric Moto 
Mfrs., earliest predecessor of NEMA 
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COMMERCIAL CREDIT CORPORATION | 
4 A Subsidiary of Commercial Credit Company, Baltimore 
MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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ATTENTION — department, appliance, 


hardware store buyers = : 
here is a fast moving item Soe YOUR 
housewares department! 


SEE IT AT THE ATLANTIC CITY 
SHOW MAY 30! 





ORIGINAL 
all-plastic 
ice cube 


“JUST A TWIST AND OUT THEY POP” 


® ROTO-TRAY is made of duPont POLYTHENE —is the handiest, 
most serviceable, indestructible ice cube tray ever made. 


Removes one —two—or any number of cubes, instantly, by 
a simple twist of the wrist. 


Eliminates for all time the nuisance of running water — wet 
hands —half melted cubes. 


No chopping—no tugging—no frosting or fréezing to 
refrigerator. 


NOW SOLD BY 7000 DEALERS FROM COAST TO COAST 
2 STANDARD SIZES: 


16 cube ROTO- TRAY 
11” x 446" x 1% 


ALSO SEE AT OUR BOOTH #939 
a new distinctive line of flexible, prac- 
tical polythene houseware. Unlike any- 
thing you’ve seen before—they bounce 
—they pour—they stack. Bowls and re- 
frigerator dishes, ice buckets and tum- 
blers. Don’t miss them! 


$1.69 


12 cube JUNIOR 
9’ x 3%" x 12" 


$1.39 


U.S. Patent Nos. 2,433,210; 2,433,211; D0-137,122. 


(Copyright, 1948, RMC) 
——_w 
i te 


UBLIt 


ORPORATION 
* Chicago 44, iNinots 


4643 W. bexingto, r 
Ve. 
PF haat 


Utl[tttZ: 
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Sayre Shows ‘Em 








WHEN BENDIX distributors journeyed to South Bend recently to see the company's 
new line of washers, no less a person than Jud Sayre, president of Bendix, showed 


them how the new soap injector works. 


Posing happily are (left to right) W. E. 


O'Connor, Southern Wholesalers; Stephen Seth, Stephen Seth & Co., Inc.; Mr. Sayre; 
Tom Joyce, Raymond Rosen & Co.; Max Krich, Krich-Radisco, Inc.; and Irving Sarnoff, 


Bruno-New York, Inc. 


Bendix Presents New Washers: 
Reduces Prices Seven Percent 


Makes bid for apartment house 
market with boltless Gyromatic 


3runo-New York, Inc., distributor 
for Bendix Home Appliances, Inc., 
recently announced three new washer 
models to 600 dealers in the night club 
setting of the Hotel Capitol’s Carnival, 
with an elaborate, radio-style narra- 
tion, attractive girl models, attractive 
Bendix washers, spotlights, showman- 
ship, and a luncheon. 

Bruno had plenty to get excited 
about: Bendix’s new models were the 
first in ten years and, in two instances, 
the prices were lower by seven percent 
than the 1947 washers. 


The Trend is Opposite 


“The public is entitled to lower 
prices, even though the trend is in the 
opposite direction,” Bendix president 
Jud Sayre said earlier. The lower 
prices were: $229.95 for the standard 
washer, as opposed to $249.50 in 1947; 
$249.95 for the deluxe machine, $19.55 
less than last year’s price of $269.50. 
The company’s bid for apartment sales 
was wrapped in the Gyromatic model, 
a no-bolt-down washer listed at 
$299.95. An extra feature, at the extra 
cost of $20, is the company’s new 
automatic soap injector, which can be 
obtained with either the deluxe or 
Gyromatic models. (See page 29 for 
technical description.) 

Only unhappy news for some re- 
tailers was Bendix’ announcement that 
last year’s standard and deluxe models 
would henceforth be sold at the re- 
duced prices of $199.50 and $219.50, 
respectively—without any rebate for 
dealers who had already made in- 
ventory purchases at the regular dealer 
cost. 

Irving Sarnoff, head of Bruno, ad- 
dressed the dealers at the close of the 
program, said, in effect, “We are not 


MAY 15, 


concentrating on the competition from 
other automatic washer manufacturers. 
Our competition is the conventional 
washer manufacturer.” 


Cliff Dweller Market 


Pointing out that only five percent 
of the automatic washer market in 
New York had previously _ been 
touched, Mr. Sarnoff declared that 
3runo hopes to sell 60,000 Bendix 
washers in the next twelve months, 
although the new models will be on 
allocation for an indefinite period. 

Bruno’s estimate of the market was 
based on the fact that 71 percent of 
New York families live in apartment 
houses and that, although there are 
approximately 20,000 Bendixes in use 
in apartment house basements today, 
many women are dissatisfied because 
they have to wait their turn or can't 
wash when they want to. The Gyro- 
matic, said distributor spokesmen, will 
be the answer, since it can be installed 
on any floor without bolting down, and 
runs without vibration. 

Like Bruno, other distributors across 
the nation got busy blowing their mer- 
chandising trumpets in  glamorized 
presentations of the new line. 


Dorland Named Ad 
Agency for Walco 


Dorland, Inc., New York, has been 
appointed advertising agency for the 
Walco Tele-Vue Lens, a product ol 
the E. L. Cournand Co. Campaign for 
the lens will include newspapers, maga- 
zines, television broadcasting, trade 
media, and direct mail. 
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Warm-Aire Pot Type 
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Warm-Aire 
Smokeless 


AJ1020 


he startling, new WARM-AIRE 
Smokeless Coal Circulator burns 
either hard or soft coal with equal 
efficiency . . . the console type cabinet 
with Tu-tone blond walnut finish is a 
thing of beauty . . . the double air-jet 
carburetion, exclusive with WARM- 
AIRE, makes the Smokeless tops in fuel 
efficiency. The long fire travel of the 
very popular WARM-AIRE Twin Blue 
Flame Oil Circulator gives maximum 
heating efficiency and economy of operation. The Twin Blue 
Flame Burners give a wide heating range . . . light direct 
with a match... have a built-in fuel gauge, automatic 
damper control and low flame adjustment. 
Stiglitz WARM-AIRE Pot Type Oil Circulators . . . OCH 
45-55 and 75... give a complete range of heating units 
covering every requirement from 45,000 BTU up to and 
including 75,000 BTU. Oversize heat exchanger, special 
baffles, radiant heat side doors, side wall louvers, no draft 
base, dependable pilot flame give WARM-AIRE Pot Type 
Oil Circulators high customer preference. 
The handsome, console type cabinets of all WARM-AIRE 
Circulators, the gold tone or blond walnut Tu-tone finish, 
the high heating efficiency and complete advertising support 
turns “Prospects into Profits.” 


ON DISPLAY AT 
ATLANTIC CITY 
SPACE 1111 























Upstairs—downstairs—all through the house 
—there’s an ARVIN color to match any room! 





ARVIN model 444 3] 4° 


® Non-breakable cabinet! 
® Underwriters’ listed! 
e Over a million in use! 
and now 
IN AMERICA’S FAVORITE COLORS 
AT NO INCREASE IN PRICE! 


You'll find new and bigger profits at the end 
of this rainbow! 


* Colors everybody wants! 

*® Performance you can depend on! 

° A mark-up that makes it worth while! 
° A great national advertising campaign! 


ERE’S the Arvin model 444... for store traffic, 
for faster sales, for an honest-to-goodness 
profit! 

Arvin Model 444 is already delivering its 
amazing performance to over a million users! Safe 
for children! Underwriters’ listed! Non-breakable 
cabinet! Now in America’s most popular colors, 
as proved by a nation-wide survey! People stop— 
look—buy! You’ll find a 
potful of profits at the end 
of this ARVIN RAIN- 
BOW! Big color displays 
and free ad mats! Write, 
wire, or phone your Ar- 
vin Distributor. 





NOBLITT-SPARKS INDUSTRIES, INC. 


Columbus, Indiana 

















PAGE 24 


—- 


MAY 15, 1948—ELECTRICAL MERCHANDISING 





EL 











— 


ISING 

























> 
y i 


e 


4S : | 
. This painting will 
appear in Arvin's 
full page in Satur- 
day Evening Post, 
dune 12, 


eur 


For better profit,  F /HIIIEEIE 
faster turnover BURREEE EE 


a 
,OCee 








MODEL 240P—BATTERY OPERATED 


Rich ruby-red thermo-plastic in re 
smartest 1948 styling. Alnico 4 95 
speaker. Special Arvin circuit 
for super-reception. Better profit 


margin for dealers. 

MODEL 241P—BATTERY AND AC/DC 

Choice of 3 colors — ruby-red, * 
ivory, or saddle brown plastic. $ 4 5 
3-way utility for tripled selling 


power. Selenium rectifier. Under- 
writers’ listed. Alnico speaker. 


*Slightly higher in Zone 2. All prices less batteries. 


NATIONALLY ADVERTISED 


in Life, Saturday Evening Post, 
Country Gentleman | 


MODEL 250P—BATTERY AND AC/DC 






Special Arvin circuit gets * 
distant stations easily. Lug- 4 9 5 
gage-type case of metal and 
comet a green shatter-proof 
plastic. 5 tubes plus sele- 


nium rectifier. Connections 
for outside antenna. 5” Al- 











nico speaker. Underwriters’ oats i 
portables! Columbus, Indiana 
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WHITE CROSS 
PROFIT & TRAFFIC 
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Three Generations of Experience 
Thousands of Money-Making Dealers 
Millions of Sotistied Customers NATIONAL STAMPING and ELECTRIC WORKS 


3250 W. Lake St., Chicago 24, Ill. © Subsidiary of Eureka Williams Corporation 


AMERICA’S PROFIT LINE OF TRAFFIC-MAKING APPLIANCES 
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HARVEY G. KNUTH 


Knuth Named President of 
Steel Kitchen Cabinet Inst. 


Harvey G. Knuth, Manager of the 
Kitchen Cabinet Division of Lyon 
Metal Products, Aurora, IIL, has been 
elected president of the Steel Kitchen 
Cabinet Institute. 

Mr. Knuth was elected at the two 
day meeting held at the Congress Hotel 
in Chicago, April 13, 14. Prior to his 
election as president Mr. Knuth had 
served as chairman of the standardiza- 
tion committee in 1940, 1941 and 1947. 
He was also a member of the board of 
directors, in 1947. 

The Steel Kitchen Cabinet Institute 
is a national group of manufacturers 
organized to maintain a high quality 
standard in steel kitchen cabinets. 


Chattanooga Appliance 
Sales Gain $100,000 


Some of the changes in the sales of 
various appliances from February to 
March reported by the Electric Power 
Board of Chattanooga are startlingly 
large—both up and down. Refrigerator 
sales, for example, were 451 in Febru- 
ary and leaped to 788 in March. Vac- 
uum cleaners, on the other hand, to- 
talled 1,565 in February and slumped 
to a paltry 430 in March, despite the 
fact that it was spring cleaning season. 

Range sales, which numbered 414 in 
February, increased to 602 in March 
and space heaters, which totaled only 
277 in February, sold 710 strong in 
the third month. 

Radio sales dropped off in Marc! 
to 493 from a February total of 622 
Also slipping were ironers, which 
racked up 38 in February and totaled 
33 in March. Water heaters climbed 
from a February figure of 201 to a 
March total of 273. Toasters, perco- 
lators and waffle irons also registered 
a gain with a total of 311 in March 
as compared with 213 in February. 
Electric irons climbed from 249 to 341. 
Clothes washers about held their own 
with 441 units sold in March, but dry- 
ers slipped from nine to five. Dish- 
washer sales were listed at 18 for the 
third month in comparison with six 
for February. Sewing machines earned 
more for dealers with sales of 90 units 
as compared with 66 in the previous 
month. A total of 189 mixers, clocks 
and shavers were sold and customers 
bought 722 miscellaneous small appli- 
ances. Portable room heaters fell off 
from 125 to 68. 

All in all, Chattanooga dealers re- 
porting to the Board sold $681,099.32 
worth of domestic electrical equipment 
in March as compared with $571,450.69 
in February. 
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The New Electric 
Portable Washing Machine 
with Big Washer Performance 
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BAFFLED ORUM 


New York Office: 212 Fifth Avenue, New York 10, N. Y. 
Chicago Office: 11-105 Merchandise Mart, Chicago 54, I}. 


Write for name of distributor in your locality 
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Here’s the answer to every woman’s prayer for a portable washer with 


“big washer” performance. No more running out to a neighborhood washing 


center! Royal Chef's portable electric clothes washer, with patented 


“baffled drum’ construction, handles day-to-day laundry needs easily... 


quickly... efficiently. Just check these features: 


Light - Weighs only 31% pounds. 

Sturdy - Made of heavy-gauge drawn aluminum. 

Smart - White baked enamel finish. 

Easily Stored - Squared sides. Sits flat on any surface. 


Roomy - Handles 4 Ibs. of wash (8 men’s shirts, 2 double-size sheets, 


18 diapers, or equal load of any type of laundry). 
Space Saving: Only 18” x 16%” x 20”. 
Quick - Does the laundry in 12-15 minutes. 


Gentle - Drum action tumbles clothes soothingly; 7 gals. water capacity. 
Powerful - Capacitor type motor, 1/10 H.P.—115V— 60 cycle A.C. 


Clean - May be used in kitchen, bath, laundry, etc. 


Convenient - Operates on sink, in bathtub, in any part of the house. 
Attachments: Include 7% ft. extension cord; 2 ft. feed-drain hose. 


Guaranteed - “Roya! Chef” promises superior performance. 






























manufactured by POULSEN & NARDON, INC. 
Main Plant: 2665 Leonis Blvd., Los Angeles 11, California 









CUSTOMIZED 


NEW! 


Sy the world s largest manufacturer 
of stainless steel kitchen sinks 











KITCHENS 
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Start with the Heart 
of the 
Kitchen 




















Now—for the first time—Tracy manufactures com- 
plete kitchens . . . built to the high quality stand- 
ards of the famous Tracy Stainless Steel Sinks... 
built in a brand new plant especially designed 


to produce kitchens of custom quality on a mass- 
EVERY TRACY production basis. 
KITCHEN CENTER SALE Featuring the famous Tracy sink in Lifetime 
§ y 
STARTS THE SALE Stainless Steel. . . Easier to clean... won't chip, 


OF A crack, stain, discolor...resists food acids, hard 


usage and heat... a lifetime of kitchen beauty! 
COMPLETE KITCHEN 


Write for complete information on 
the new Tracy Customized Kitchens. 


KITCHEN CENTERS 
TO CHOOSE FROM— 


(Western prices slightly higher) Retail At the Housewares Show, Booths 816-818 
OE CE ses ckccesevsedéa $269 








re 289 

RT a i ie in wie 349 

og ER ER 369 . 

py oe el dll pre TRACY MANUFACTURING CO., Pittsburgh 12, Pa. 


96” double bowl. ............... 
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WESTINGHOUSE Console 


Westinghouse Electric Corp., 
Home Radio Div., Sunbury, Pa. 


vice: No. H-183 radio-phono. 
ling Features: Incorporates 2 paral- 
el power-output tubes plus West- 
nghouse Plenti-Power circuit; 
AVC; large 10-in. speaker with 
\lnico V permanent magnet ; built-in 
oop antenna; operates on a.c. at 
105-120 volts; automatic record 
anger rolls out of compartment at 
ipper left at hand level and is con- 
trolled by single button, playing 
12-10 and 10-12 in. records; ma- 
wany finished cabinet. 


5 } 
trical 


1948 
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ARVIN Radio 


Arvin Div., Noblitt-Sparks Industries, 
Columbus, Ind. 

Device: 3-way portable No. 250P. 

Selling Features: Features a_ scuff- 
proof carrying case of unbreakable 
laminated plastic wrap-around with 
light steel at top and bottom and a 
luggage type carrying handle; 5 
miniature tubes plus selenium recti- 
her; special antenna hook-up for 
lear reception in mountainous areas ; 
\lnico V magnet 5-in. speaker and 
specially designed IF transformers. 

Electrical Merchandising, May 15, 
1948. 





TELE-TONE Television Set 


Teletone Radio Corp., 
540 W. 58th St., New York City 


Table television set No. 149 
ng Features: All channel tuning 
receive all stations; “audio- 
vision” tuning—picture and sound 
tuned as soon as channel is selected; 
mple installation operates on 
weak or strong signals; easy-view, 
in. screen furnishes 26 sq. in. pic- 
e; 22 tubes, 2 rectifiers and a 
lenium rectifier; all controls ac- 
ssible with vertical and horizontal 
id controls” on front; mahogany 
ibinet. 


trical Merchandising, May 15, 1948 
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NEW RADIO 


switch; long battery life; new style 

case of matched burl walnut veneers 
featuring portrait frame _ inside 
cover; size 84 x 8 x 44 in. 

No. 570 similar to 574 in an Ebony 
Catalin case with portrait frame 
inside lid; size 7? x 78 x 34 in. 

tlectrical Merchandising, May 15, 1948 
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WILCOX-GAY Recordette 
Wilcox-Gay Corp., Charlotte, Mich. 


Device: “Recordette” No. 8J10 com- 
bination recorder-radio-phono. 

Selling Features: Portable, weighs 
only 18 lbs.; makes recordings from 
microphone or radio; plays phono- 
graph records up to 12 in. in size; 
large area, low impedance loop an- 
tenna in cover; full-size 10 in. turn- 
table with rim drive; 4-pole record- 
ing type induction motor, rubber 
mounted; a.c. superhet; PM dyna- 
mic speaker, Alnico V_ magnet; 
Crystal microphone designed for 
home recording and crystal pickup 
and recording cartridge ; microphone 
in special holder on inside cover; 
inverse feedback circuit; 4-tubes 
plus amplifier; fabric cover. 

Electrical Merchandising, May 15, 1948 





AIR KING Pockette 


Air King Products Co., Inc., 
170 - 53rd St., Brooklyn 52, N. Y. 


Device: Air-King Pockette portable 
radio A-425, 426 and 427. 

Selling Features: Fits in palm of hand; 
4-tubes; measures 3x5}? 38 in.; 
weighs 1 lb. 11 oz.; when lid opens, 
radio is “on”; when lid is closed it 
automatically shuts off; 2 standard 
batteries—1 flashlight battery and a 
standard 45 volt “B” battery; loop 
antenna built in cover of polysty- 
rene case with vinylite carrying 
strap; metal grill treated to with- 
stand all outdoor elements; A-425 
ebony with nickle trim; A-426 ivory 
with gold, and A-427 maroon with 
gold. 
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EMERSON Radios 


Emerson Radio & Phono Corp., 
111 8th Ave., New York City 


Models: No. 574 and No. 570 “Me- 
mento” self-powered portrait radios. 
Selling Features: No. 574, deluxe pe- 
riod model, selfi-powered 4-tube 
superhet; new “sealed unit” Alnico 
5 permanent magnet dynamic speak- 
er; gold-color lined crystal-clear 
3-dimension plastic grille; slide rule 
dial automatic lid-operated shut-off 





Television Light Filter 


Video Filter Co., 

41 Buena Vista Ave., Yonkers 2, N. Y. 
Device: 
Selling Features: Easily installed, 

easily-removable light filter made of 

a transparent plastic frame and sup- 

porting cord; frame hangs over 

screen and is fitted with highly- 
polished amber Celanese Lumarith 
cellulose acetate transparent sheet 
material to filter brightness of cath- 
ode ray tube and to prevent eye 
fatigue while viewing television; 
framing provides permanent solid 
support for lens and assures longer 
life for filter. 
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Video neutral density filter. 


~ 
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ULTRATONE 
Radio-Recorder-Phono 


Audio Industries, Michigan City,.Ind. 


Device: 


Model PR-7 combination ra- 
dio, recorder and phono. 


Selling Features: 6-tube a.c., 115 volt, 


60 cycle, 75 watts; all controls and 
calibrations on metal sloping front 
panel; tone control; inverse feed 
back; built-in loop antenna; built-in 
PM speaker Alnico No. 5; separate 
output jack for extension speaker ; 
twin neon recording level indicators ; 
adjustable crystal recording heat 
with special shavings collector; 
Monitor speaker for recording; 
heavy duty dual speed recording and 
playback motor; 334 and 78 rpm; 
separate a.c. motor switch; crystal 
playback tone arm; specially de- 
signed midget crystal microphone ; 
portable carrying case made of fir 
plywood, covered with brown ma- 
hogany Dupont fabricoid; built-in 
compartment in case for carrying 
microphone; front panel and con- 
trols fully protected by retractable 
hinged cover. 
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ULTRATONE Phonographs 
Audio Industries, Michigan City,.Ind. 


Vodels: PA-84 and PM-84. 
Selling Features: PA-84 Milwaukee- 


Erwood automatic record changer 
plays 12-10 in. or 10-12 in. records; 
3-tube (including rectifier) ampli- 
fier; 5 in. PM speaker; tone con- 
trol; separate switch for amplifier 
and record changer; compact port~- 
able case made of fir plywood cov- 
ered with brown mahogany Dupont 





fabricoid trimmed in gold. 163 x 


144 x 84 in. 


PM-84 has portable case of fir 
plywood covered with brown ma- 
Dupont fabricoid, trimmed 


hogany 
in gold. 2-tube (including rectifier) 


amplifier; 5 in. PM speaker; self- 
starting, constant speed motor; 154 


x 114 x 6 in. 
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The Northin gton 


Easy to look at . . . easy to sell ... . priced to SELL! The 
MIMMS Northington — smartly styled —is the first Air 
Circulator to be built into a fine piece of furniture. Coffee 
table height — mahogany or walnut finish — draft-free, cool, 
low-level air currents —3 quiet speeds give smooth quiet 
performance. Ideal for office or home. The time is right to 
push these Air Circulators. Dealers — Wholesalers — Jobbers 
— Manufacturers’ Agents . . . write for prices and complete 
information. Some desirable territories still open. 


SEE US at ATLANTIC CITY 


_ MiMMs 


COMMERCIAL AND 
INDUSTRIAL MODELS 


High (illustrated) and Low Stand Models in 
18, 24 and 30 inch sizes incorporate the 
latest in fan developments ._ . the one piece 
propeller blade engineered to diffuse the air 
over the widest area possible of molded plas- 
MOTORS tic in the 18 and 24 inch and cast alumi- 
he num in the 30 inch... attractively plated 


m9 










, ch column, guard and base .. the 
Westinghouse chrome col » gu ! 
ond low stand base is suitable for wall 
‘ ounting. igned for stores, restau- 
Rateeed mount g. Desig " 
rants, offices, auditoriums, churches, 


homes, or wherever smooth, draft-free circulation of air is 
desired. No unpleasant blasts of air — operation is quiet 
— movement of air is uniform. Engineered and built to 
give a life-time of satisfactory service. We welcome in- 
quiries and will be glad to send prices and complete 
information to interésted Jobbers or Dealers. 


E-.mImms CO. 


1013 E. Broadway 
Louisville 4, 
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NEW PRODUCTS 


and 3rd speeds are 1250 cim. and 
450 cfim., for 12 in. fan; 1600 and 
650 cfm. for 16 in. fan; and 2500 and 
1100 cfm. for 20 in. fan; all fans are 
direct driven; complete with pull 
cord; overall ivory finish; each 
model adjustable to wide range of 
window frames. 
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FAN-GLO HEETAIRES 


Markel Electric Products Inc., La Salle 
Lighting Products, Inc. Buffalo, N. Y. 


Deivce: Thermostatically controlled 
Fan-Glo wall Heetaires—230 Series. 


Selling Features: Thermostat auto- 
matically turns the built-in wall Fan- 
Glo on and off at temperature speci- 
fied; has a range of from 560 to 84 
degs. F; Ivory enamel finished metal 
case; 25 amp. rating, 115 volts or 15 
amp, 230 volts a.c.; distributes infra- 
red rays as well as fan-forced heated 





VOSS Washers 
Voss Bros. Mfg. Co., Davenport, lowa. 


ale Models: 48C, 48CP and 48CG, wash- 
ae a - ers. 
— al Merchandising, May 15, Selling Features: 1948 models feature 


top suds washing made possible with 
Voss floating type agitator clothes 
float, dirt sinks to bottom; inter- 
changeable Flex-O-Klean bottom 
type agitator if desired; corrugated 
porcelain tub; double wall insula- 
tion; Electro-safe pressure extractor 
—when release bars are contacted, 
roll tension is released, both rolls 
stop, entire machine stops motor or 
gasoline engine shuts off; easy-lift 
lid; rotary water pump on model 
48-CP; oversized standard electric 
motor cradled in rubber on models 
48-C and 48-CP; Briggs & Stratton 
gasoline motor, model WMB 32 h.p. 
on model 48-CG. 

Electrical Merchandising, 
1948. 





DAYTON Fan 


Dayton Electric Mfg. Co., 
748 W. Adams St., Chicago 6, Ill. 


Device: Dayton 14 in. utility fan. 

Selling Features: Fan head is adjust- 
able within a 90 deg. angle; 14 in., 
4-wing aluminum blade delivers 1600 
cim.; quiet 1500 rpm. motor in 
polished aluminum canopy; chrome 
guard supports fan head assembly; 
bar-stock steel base attached to 
guard with knurled plastic knobs; 
blows up or out, for use on floor, 
desk or hanging on wall. 
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May 15, 





SETH THOMAS Clock 





Seth-Thomas Clock Co., 
Div. General Time Instrument Corp., 
Thomaston, Conn. 








Device: “Lustre”—crystal-clear plas- 

FRESH-AIR MAKER Fans age B, 
Schwitzer-Cummins Co., Selling Features: Crystal-clear plastic 
1145 E. 22nd St., Indianapolis 7, Ind. case, prism-cut; silver dial with 


etched decorative background; nu- 
merals, black hour and minute hands 
against white numeral track; sash 
and sweep second hand finished in 
silver; 5re in. high and wide, 3% in. 
deep.; self-starting electric move- 
ment. 
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Device: Fresh-Air Maker adjustable 
window fans. 

Selling Features: In sizes of 12, 16 
and 20 in.; overall dimensions are 
16, 20 and 24 in. square; all models 
have 3-speeds with quiet operation 
at all speeds; air deliveries at Ist 
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SOLE EXPORT DISTRIBUTORS: 


TEL. : 


Manufactured by 


Whe BEATAL 


y fe 
CHARLTON — LONDON 


Created by specialists in the manufacture of modern kitchen furniture. 





Py ams 
# 


ett ae re RE ee 8 








The Beatall ‘Four Fold’’ Stool is a compact kitchen unit, designed 
by efficiency engineers for the benefit of women everywhere. It 
can be used as a shoe tidy, step ladder, kitchen seat, child’s high 
stool or occasional table. It is the essential space saver for every home. 


SPECIAL FEATURES 


* Is strongly constructed of wood and metal. 


Hc Finished in attractive pastel shades of cream and green cellulose 
sprayed enamel. 





3c The under-top and step are covered in Pyramid rubber. 
He Size 22}” high, 14” wide, 113” deep. 
Hc Unit design gives simplicity of packing for export. 


F:G. TURNPENNY [LO scrwinchester st tono0W.ece 


EFFANGEETY, STOCK, LONDON. 








Cables: 





LONDON WALL 1316 (3 lines). 
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for the garden 


Here is a new form of garden lighting that brings glowing 
nighttime beauty to the garden and new profits to you! 
Sensationally new FLORALITE lights rose bushes, hedges, 
evergreens, pathways. Dozens of uses around every home! 
Simple to install, just plug into any electrica! outlet. A single 
FLORALITE sale is bound to bring additional sales because 
unit after unit can be added. FLORALITE’S amber color 
does not attract insects! Height 24”, plus 8” push-in-ground 
base. Complete with approved weather-proof cord. 


NATIONAL ADVERTISING | Sensational campaign 
to millions of families is creating a big demand for 
FLORALITE. Look for these sales-getting ads in— Saturday 
Evening Post, Better Homes & Gardens, The Home Garden, 
Flower Grower, Popular Mechanics Magazine, etc. 


FREE! FLORALITE STORE DISPLAYS, 
COLORFUL FOLDERS, NEWSPAPER MATS! 


Free, electric-lighted store display 
designed to exhibit an actual 
FLORALITE unit in operation will 
be furnished with first orders! Beau- 
tiful illustrated 3-color folders are 
supplied for counter pick-up use or 
for mailing to your customers! Free 
newspaper mats in one, two and 
three columns sizes are supplied for 
your local newspaper advertising! 


MAIL COUPON TODAY! 


STEBER MFG. CO. 
Dept. 86, Maywood, Illinois | 
Please ship through my jobber as follows: 1 
FLORALITE Garden Lighting Units | 
FLORALITE Free Folders 1 
C) Point-of-Sale Display (_] Newspaper Mats | 
(-] Please send more information! | 
1 
i 
































Name 
Address 
City 
Jobbers Name 
Sold by electrical wholesalers, hardware jobbers, 
florists’ supply houses. 
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5100 Ravenswood Ave., Chicago 40, Ill. 
Dei 


elling Features: 


TORNADO Cleaner 
Breuer Electric Mfg. Co., 





ice: No. 101 Tornado vacuum 
cleaner, 

Designed to combine 
power in a size which permits easy 
portability and handling; incorpor- 
ates many heavy-duty features; 
completely enclosed 4 h.p. motor 
mounted within burnished aluminum 
top, which also contains air filter; 
quiet operation; no outside filter 
bag—tank has ample capacity, fin- 
ished in baked on enamel and 
mounted on polished cast aluminum 
base equipped with 4 large easy 
rolling casters; weighs only 29 Ibs.; 
strong suction with a waterlift of 
47 in.; in addition to standard hose 
and all- purpose cleaning nozzle at- 
tachments include a flat fibre nozzle 
for cracks and corners and a brush. 
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WESTINGHOUSE Air Mover 


Westinghouse Electric Corp., 
East Springfield, Ohio. 


Device: “Mobilaire” 16-in. portable fan 
mounted on wheels. 
Selling leatures: Large-surface Mi- 


carta plastic blades are more sharply 
angled than usual; 5-curved injector 
rings which surround blades increase 
fan’s capacity from the average 1600 
cfm for regular 16 in. fans to 3000 
cfm; can completely change air of a 
5-room house every 2 minutes, the 
manufacturers claim; injector rings 
are curved in direction of air flow 
through fan, and turn side air so that 
it slides into air stream without tur- 
bulence, leaving rear of fan free for 
additional air entrance headed in 
right direction. Suitable for use as 
attic fan—supported by 2 slender 
steel columns mounted on a pair of 
rubber wheels; weighs only 35 Ibs.; 
entire units can be moved upstairs or 
down; height can be varied for use 
with windows of different types and 
heights with sills from 15 to 39 in. 
above floor. 2-speed capacitor-type 
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NEW PRODUCTS 


Electrical 


Device: 


Selling Features: 


Electrical 


Selling 


APPLIANCE 
















induction motor, no radio interfer- 
ence; occupies a floor space of only 
17 x 24 in.; steel mesh screens 
mounted in front of and _ behind 
blades; front screen snaps off; 
baked-on blue-grey enamel finish 
Merchandising, May 13, 
1948 


MITCHELL Twin-Ray 


Mitchell Mfg. Co., 
2525 Clybourn Ave., Chicago 14, Ill. 


No. 1910 Twin-Ray—combi- 
nation sun and heat unit. 

Uses an RS sunlamp 
bulb and an Infrared heat bulb; at 
taches over bathroom mirror, bring- 
room; can also be slipped off home 
ing benefits of July sun into bath- 
which holds it above bathroom 
mirror and can be used as bedside 
table model; 3-way switch makes it 
possible to have ultraviolet, infrared 
or both at once; all-metal; chrome- 
plate construction, wire guard pro- 
tects lamps. 
Merchandising, May 15 
1948. 
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SEACO Refrigerator 
Seaco Inc., Sioux City, lowa 


32 volt, 
Features: 


Device: 
Operates 


110 volt refrigerator. 
equally 


well with 32-volt or 110 volt units; 
easily converted from 32 to 110 volt 


operation or vice versa; 9 cu. it 
capacity ; 20 sq. ft. shelf area; 164 » 
ice maker; meat keeper de signed s 

that cire ul ation of air is 
around meat, keepihg it fresh longe: 
2 hydrators for fruit and vegetable 
white porcelain inte rior, 
Dulux exterior ; removable 
tip-out storage bin; 
handle; interior light: 
door has 3 in. insulation ; 


toranddefrost located top 
} 


shelves 


unit; available with 32 volt (op 
type) or 110 volt (sealed) units. 

Electrical May 
1948, 


Merchandising, 
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assured 


Hi-bake 


feather touch 
full opening 
cold selec- 
center ; 
t h.p. reciprocating type condensing 


n 
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BENDIX Washers 


Bendix Home Appliances Inc., 
South Bend, Ind. 


Models: Bendix Gyromatic with auto- 


matic injector (GI): Gyromatic 
without injector (G); and the de- 
luxe with injector (BI). 


Selling Features: The new Gyromatic 


for use in apartment houses and 
rented homes is specially balanced 
so it needn’t be fastened down; all 
new models have improved engineer- 
ing, styling and washability features, 
retaining tumble-action washing and 
rinsing principles and porthole door ; 
automatic injector adds soap or syn- 
thetic detergent in metered amounts 
pre-determined by operators ; located 
in top panel the injector has an 
agitator which rotates and a feeder 
screw which carries soap to tub 





through trap door. Spring-wound 
timer and 2 removable indicators on 
a calibrated dial; permits soaking 
and immediate washing without at- 
tendance of operator, eliminates wait- 
ing for machine to fill with water; 
Gyromatic is vibrationless—motion 
of spinning mechanism is isolated 
irom cabinet by means of suspension 
springs and hydraulic shock-absorb- 
ers—giving smooth action at both 
regular and high speeds is built into 
machine; cylinder spends 525 rpm 
lor extraction periods; speed during 
washing and rinsing operations 59 
rpm; trough-type, perforated baffles 
are incorporated in tub for better 
washability, especially in hard water 
areas; long-life clutch with greater 
Capacity provides faster accelera- 
tion, improving distribution of gar- 
ments in tub and reducing vibration ; 
timer provides a drain period, spray 
rinse, spin following “soak” period; 
following wash are a drain, flush 
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rinse and spin extraction plus two 
deep rinses in fresh lukewarm wa- 
ter, each separated by a drain and 
spin period. Counter height work- 
ing area; fluted front panel, re- 
movable for servicing; instrument 
bezel finished in 2-tone chrome, 
stainless steel soap grill and plastic 
soap door; fingertip chrome latch 
for porthole door; 9 lbs. dry clothes 
capacity; time control dial may be 
set to provide maximum of 93? min. 
for soaking and 143 min. for wash- 
ing; white porcelain top and door; 
white Dulux baked on bonderized 
steel cabinet; steel drum with baf- 
fles porcelain enamel inside and out; 
fills through a water-mixing valve 
connected by hoses to hot and cold 
water supply— water comes in 
through top of tub; to safeguard 
water supply a _ built-in air gap 
eliminating need for vacuum breaker 
in plumbing system. 





Deluxe (BI) with injector is 
similar to (GI) with smaller cabi- 
net; extraction speed is 402 rpm; 
timer dials is brought to front of 
machine (left) and selector switch 
dial on right. 

Model S same as deluxe except 








exterior which is round with a 
square back panel to fit with cabinet 
groups, making it eligible for kitchen 
installations, controls are on either 
side of back panel ; plastic soap door, 
controls and rubber parts are in 
matching gray; white porcelain tube 
and door; top and base finished in 
white Dulux. 


Electrical Merchandising, May 15, 


1948. 


1948 





KAISER Disposal Unit 


Kaiser Fleetwings Sales Corp., Kaiser 
Blidg., 1924 Broadway, Oakland 12, Calif. 


Device: Kaiser garbage disposal unit. 

Selling Features: Fits any sink having 
a 34 in. diam. drain opening; unit is 
compact and self-suspending under 
kitchen sink; continuous feed type 
unit receives and automatically 
shreds all food waste including 
bones, parings, fruit pits, to a fluid 
consistency which flows down drain 
in swirling stream of water; unit 
cleans itself during each operation; 
110 volts, a.c., permanently lubri- 
cated, heavy duty 3 h.p. capacitor 
motor. 

Electrical Merchandising, May 15, 
1948. 





MIX-ALL Mixer 


A Lightco Product, manufactured by 
Western Die Casting Corp. Oakland, 
Calif; Les Taufenbach Co., Architects 
Bildg., Los Angeles, Calif. exclusive 
national sales agents. 


Device: Mix-All food and drink mixer 
and liquidizer. 

Selling Features: Has 2 agitators: li- 
quifier agitator liquifys fresh fruits 
and vegetables, chops nuts, grinds 
coffee and mixes drinks; the Swirla- 
tor agitator mixes foods of a malt, 
eggnog and frappe consistency— 
beats eggs, whips cream, makes 
omelets, pancakes, muffins, sauces; 
agitator is a stainless steel coil with 
2 opposed paddles which produce a 
blending and aerating action. 1/10 
h.p. a.c.-d.c. motor with super-oilite 
bearings requires no oiling; fan 
keeps motor cool; diecast aluminum 


Device: 


Selling Features: Magic Conlon iron- 


alloy base with baked white enamel 
finish, also available in black en- 
amel; Blendabow! has 1 qt. capacity, 
interior contour designed to accom- 
modate Swirlator; weighs 9 lbs.; 


3-speeds: 500, 1500 and 3000. 
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CONLON Ironer 


Conlon Div., Conlon-Moore Corp., 
32 W. Randolph St., Chicago 1, Ill. 


“Zephyr” portable ironer. 


ing dial for proper heat for various 
fabrics; single operating lever, 5 in. 
roll; 22 in. long, open ends, special 
aluminum alloy shoe with leading 
non-tangling edges and _ built-in 
1200-watt heating element; lifetime 
lubrication; protective bumper band 
on base; 24 lbs.; white finish. 


Electrical Merchandising, May 15, 1948 





SURF Fan 


G-M Laboratories Inc., 
4300 N. Knox Ave., Chicago, Ill. 


Device: Surf 10-in fan and air circu- 


lator. 


Selling Features: Mounted on special 


bracket with smooth pivots so that 
fan can be turned to discharge air 
straight up, down, horizontally or at 
any other angle in a full 360 deg. 
vertical circle; 3 “rigidized” alu- 
minum blades; nickelplated guard; 
rubber molding around 8 in. base 
makes it steady and safe for any 
surface; may also be used as wall 
model ; 60 cycle, 105-110 volt shaded 
pole induction motor, a.c. only; gray 
wrinkle finish on base and motor 
housing; switch on motor housing; 
weighs 44 Ibs. ; 12 x 8 x 12 in. over- 
all. 
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HERE'S THE ICE CUBE 
CONVENIENCE ALL 
AMERICA HAS BEEN 
WAITING FOR! 


Ice cubes so easy even a 
child can get them! 


Twist ESKOTRAY and all 
cubes fall out, or press 
thumb against bottom of 
cups to release one at a time. 
No running water... no 
gadgets required. ESKO- 
TRAY does not stick to the 
refrigerator. 


Stock ESKOTRAY today by 
asking immediate delivery 
from your jobber. Make cer- 
tain of your share in the 
enormous 1948 demand for 
ice cube convenience. 


ESHOTARY ESHOTAAY 


ESHOTARAY 
> 
= 
~ 


E . 
wy 











PAGE 34 


PLUS 


7 ‘ 


HIN 


t 


\] 
‘ 

Xl 
\ 
Let deed Nh” oe 
Tr 'SDADL 
- \" 


j 


/ 


“YOU aT A T0'MISS THIS PROFIT COMBINATION 


‘wee ING CONVENIENCE 


\ 


. | 
} ‘ 
—>— 


a 


NG V¥ we Ks ‘Ma Luu 


ADVERTIS/NC 


1 dozen carton! 


National 








Attractive disploy pocked in each 


Newspoper Mot Service! 
Newspoper 


Promotion! 


o* 
. 2) 











NEW POSITIONS 





Hoover Co. 


The promotion of four executives 
to the posts of assistant vice-presidents 
of the Hoover Co. was recently an- 
nounced by W. H. Hoover, president. 

W. Henry Hoover, former execu- 
tive assistant since 1935, he started as 
a salesman in 1933. H. W. Hoover, 
Jr., who has been active in the firm 
since 1941, was formerly director of 
the company’s department of public 
relations. Clarence H. Holl, former 
assistant sales director, joined the com- 
pany in 1910 as a foreman. He be- 
came service manager in the executive 


service department in 1930 and in 
1942 assumed the same post in the 
sales department. C. Gordon Troxler, 
former executive assistant, joined 


Hoover in 1934 as a draughtsman and 
became executive assistant in 1944. 

The new Hartford, Conn., district 
manager of the Hoover Co. is F. H. 
Gilliland, former assistant to the di- 
rector of education. He has 
been with the company for 20 years, 
beginning as a salesman in Columbus, 
Ohio. 


sales 


Hoskins Mfg. Co. 


W. D. Little has retired as presi- 
dent and general manager of the Hos- 
kins Mfg. Co., Detroit, manufacturers 
of resistance wire, but will remain on 
the board of directors, of which he is 
chairman. He has been with the firm 
since 1912, serving most of that time 
as sales manager. 

W. H. Brown, former assistant gen- 
eral manager, has been named presi- 





W. H. BROWN 


dent. He joined Hoskins in 1939 as 
a technical assistant. He has served 
as factory superintendent and assist- 
ant general manager. 


Easy Washing 
Machine Corp. 


New assistant advertising manager 
for the Easy Washing Machine Corp. 


is Frank A. Armstrong, former assist- 
ant advertising manager for Philco 
International Corp. Mr. Armstrong 


was also employed by Sears, Roebuck 
as an advertising copy writer and 
served with the U. S. Marines during 
the war. 
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General Electric Co. 


WH. Dennler has been appointed 
assistant manager of the General Elec- 
tric vacuum cleaner division, A. L. 
Atkinson, cleaner division manager of 
the firm’s Appliance & Merchandise 
Dept., announced recently. Mr, Denn- 





W. H. DENNLER 


ler was previously assistant district 
manager of appliance sales in the Pa- 
cific district. He joined G-E in 1932 
and in 1944 was named assistant to 
the general sales manager of the de- 
partment. 

New assistant manager of purchas- 
ing for the Appliance & Purchasing 
Dept. is Lee D. Nutter, former re- 
frigeration district representative in 
the Atlantic area. 

In Chicago, Howard A. Cramer has 
been named manager of the appliance 
service center, succeeding Evan R. 
Dirkse, now at the central parts ware- 
house in Zanesville, Ohio, as assistant 
manager of warehousing and distribu- 
tion for the product service division. 


Electronics Changes Made 


Thomas B. Jacocks has been named 
manager of the Washington, D. C., 
office of the company’s Electronics 
Dept., according to A. A. Brandt, gen- 
eral sales manager. At the same time, 
Mr. Brandt announced that Henry A. 
Crossland would succeed Jacocks as 
manager of the Atlantic district with 
headquarters in Philadelphia. 

New district sales manager in Dal- 





H. G. RANDOLPH 


las, Texas, is Henry G. Randolph, 
succeeding Walter M. Skillman, new 
sales manager of standard line radios 
Mr. Randolph was formerly a radio 
and television sales representative in 
the Chicago district. 
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General Time Instrument Corp. 


\rnold J. Wilson, president of Gen- 
eral Time Instruments Corp., recently 
announced the election of Donald J. 














ited 
lec- 
Bai 
r of 
dise 
‘nn- 
D. J. HAWTHORNE 
i 
Hawthorne to the new post of execu- 
tive vice-president. He was formerly 
= vice-president in charge of manufac- 
§ turing and also general manager of 
the Seth Thomas Clocks Division. 
Succeeding him at Seth Thomas is 
trict 
Pa- 
1932 
it to 
» de- 
thas- 
using 
' re- 
e in 
r has 
iance C. E. SOMERS, JR. 
n R. 
vare- 
stant Charles E. Somers, Jr., vice-president 
othe. and general manager since 1941 ot 
‘sion. Stromberg Time Corp. He in turn 
will be succeeded by Harold S. Arm- 
strong, former eastern sales manager. 
amed 
. Gy 
onics Perfection Stove Co. 
gen- 
time, O. H. Larimer has been promoted 
y A. to the position of sales manager of 
(s as Perfection Stove Co.’s range and 
with heater division, according to C. H. 
Foulds, director of sales. He replaces 
Dal- Frank A. Gabriel, who retired March 
31 after 30 years with the company. 
©. H. LARIMER 
dolph, ss ow 
one Mr. Larimer joined Perfection in 1918. 
adios From 1920 to 1944 he was manager 
radio of the Kansas City district. Since 
ve in 1944 he has been assistant sales man- 
ager of the cook stove and heater 
division, 
ISING 
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You have a real plus feature that rings the bell with Mrs. Buyer 
when you can demonstrate the TK Monotube. The exclusive 
swivel-arm and single tube construction are easier to sell than to 
sell against. 


The unit can easily be moved to an upright position—even when 
hot. Spilled foods no longer need be left in the pan, to smoke 
and harden, until the unit is cool. Greater heating efficiency and 
longer life are assured by the monotube, Faster Cooking results 
from the increased utensil-contact area. Lower Cooking Costs are 
assured year after year—the heating element stays flat, maintains 
its original efficiency during the life of the unit. The Monotube 
is a feature you can SELL. 


FOR REPLACEMENT USE, TOO! 


Monotube units are being used for replacements in virtually 
every type of electric range. Ask your distributor about the Mono- 
tube Pack. Or, write us for a copy of the new Monotube Replace- 
ment catalog. 


MONOTUBE 4 cies clone / 
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Transparent wall of Polished 
Plate glass and doors of Tuf-flex 
tempered plate glass give pedes- 
trians a sidewalk view of the 
selling floor at Vergal Bourland 
Home Appliance Store. Architect: 
W. C. Clarkson, Ft.Worth, Tex. 


FROM SIDEWALK TO SELLING FLOOR 


Make it easy for pedestrians to see in and they'll come in to buy. 


Large areas of Polished Plate glass display the appliances on the 


selling floor and give window shoppers the feeling of being inside the 


store. Tuf-flex* doors make it easy to step in for closer inspection. 


lo assure clear vision, specify windows 


of 


Thermopane*, the 


insulating windowpane that cuts condensation on_ glass. 


For maintenance economy, ask your archi- 
tect to design an all-glass storefront. Colorful 
V itrolite* glass facing on solid areas can be 
quickly ... and thriftily ... cleaned, will 


sparkle like new for years. 


*® 








WEW POSITIONS 

















OUR APPLIANCE STORE 
FOLDER ... will show you how 
Visual Fronts can be designed 
for large or small stores. 
Write for your free copy. 
Ford Glass 
Company, 5258 Nicholas 
Building, Toledo 3, Ohio. 


Libbey - Owens - 








Visva 


Om 
ee ees tee 
ee 


BIRO 





LIBBEY~ OWENS - FORD 
a Ghedt Name iw GLASS 
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Crosley Division, 
Ayco Mfg. Corp. 


The appointment of two new sales 
promotion managers was recently an- 
nounced for the Crosley Division oj 
Avco Mfg. Corp. by Ellis Redden, 
director of sales promotion, and train- 
ing. 

Leo B. Pambrun, who was assistant 
advertising manager for Crosley from 


LEO B. PAMBRUN 


1940 to 1942, has returned from Ma- 
jestic Radio, where he was advertising 
director, to Crosley as radio and tele- 
vision sales promotion manager. H« 
was also at one time advertising man- 
ager of the radio division of Stewart 
Warner. 


DUFF H. BALDWIN 


Dutf H. Baldwin, Crosley’s new r 
frigeration sales promotion manage 
was most recently with Hotpoint 
where he was assistant advertising 
manager. Prior to that he was a mer 
ber of the advertising department 
the Goodyear Tire and Rubber Co 


Webster-Chicago Corp. 


Norman C. Owen is the new sale: 
promotion manager for Webster-C! 
cago Corp. Prior to joining the fir 
he was associated with H. & A. Sel- 
mer, Inc., Elkhart, Ind., as_ sales 
manager for musical merchandise. 


Emerson Radio & 
Phonograph Corp. 


Charles Weisser and Leo Hahn ha 
been appointed president and treasure 
respectively, of Emerson Radio 
California, Inc., with headquarters 
San Francisco. 
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NICRO 
Stainless 
Steel 
Vacuum 
i Coffee 
Maker 





Now..They All Agree! 


NICRO 


STAINLESS STEEL 


COFFEE MAKERS 


: wl; "(797 solve all Coffee Making problems! 


Now you can sell every prospect ... whether she prefers vacuum, drip 
or percolator coffee—for there is a new NICRO Stainless Steel Coffee 
Maker for every coffee making method! And each and every one 
brews full-flavored coffee . . . sparkling clear and delicious. NICRO 
Solid Stainless Steel has so many selling points! It is non-breakable, it 
has no plating to chip or peel . . . it will never discolor or tarnish. It 
cleans instantly with a damp cloth—its gleaming beauty lasts a lifetime! 
NICRO Stainless Steel is absolutely non-porous, never absorbs coffee 
oils or acids, never affects the true coffee flavor. It is easy to see why 
dealers everywhere are selling the complete line of NICRO Stainless 
Steel Coffee Makers... 


why coffee lovers all agree . . . 


Here is the complete new NICRO line of Stainless Steel coffee makers 
. +. every one a big sales hit . . . every one of them a profit-maker. Now 
you can sell a NICRO Stainless Steel Coffee Maker for every method 
of coffee making! Order them today. 


The vacuum coffee maker 
that has broken sales rec- 
ords from coast to coast! 
Its gleaming high polish .. . 


the exclusive 


“Flavor In- 


surance” Stainless Steel Fil- 
ter... the many advantages 


of stainless 


make 


NICRO’S Vacuum Coffee 


Maker a real value. 


Model 472— 8-cup size Fair Trade Price $ 9.95 





Co. Backed by Large Scale 
National Advertising 


Sales stimulating NICRO color advertisements in the 
nation’s leading magazines will be driving home the 
+? new NICRO story . . . “a NICRO Stainless Steel coffee 
| maker for every method of coffee making!” 


See Us at the Convention! 


The complete NICRO line will be on display at the 
National Housewares & Major Appliance Show, to 
be held in the Auditorium, Atlantic City, N. J. from 
~ May 30th through June 4th, 1948—Booth No. 170-172 
sure 





Model 1512—12-cup size Fair Trade Price $13.95 








lio 
ers 
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NICRO Stainless Steel 
Electric Percolator 
Full8-cupcapacity. 575 watts, 
rapid heating — all solid 
stainless steel pump and bas- 
ket, sleek, modern design. 
Model 229—Fair Trade 
Price Tax incl. (2on8) $16.95 


NICRO Stainless Steel 
Percolator 

A beautiful high-polish per- 
colator—easy to clean. Solid 
stainless steel pump and 
basket. Full 8-cup capacity. 
Model 129—Fair Trade 
 ecincdicwitaany $9.95 


NICRO Stainless Steel 

Drip Coffee Maker 

Full 8-cup capacity. Will 

give a lifetime of service. 

A “must” for all drip coffee 

lovers. 

Model 388—Fair Trade 
$10.9 


Price 


NICRO STEEL PRODUCTS, INC. 


3534 NORTH SPAULDING AVENUE, CHICAGO 18, ILLINOIS 


Originators of Stainless Steel Coffee Makers 


THE WORLD'S FINEST 
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display ‘em 
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big profits 








“THE BETTER 


FLASHLIGHT 


Fon BETTER Seance 


FLASHLIGHT 
BATTERY 


cives wont 
eacn’ ve 







%* Quality-built cells preferred by * New design, sturdy construc- 
millions from coast to coast. tion appeal to widest consumer 


market. 
*& “Give More Bright Light Longer’ 
| —proved by actual test. eee ere 
* Extra, easy profits whenever + Colorful cut-out displ ics 


displayed to store traffic. 


%* Pop-up container self-sells 2 
dozen standard metal top 


3 No. 216 Prefocused Metal 
Flashlights. 





With NATIONALLY ADVERTISED 





batteries. 


FAST SELLERS 
$1.65 


complete with cells 


Write also for details of the eye- 
appealing line of Plastic Flashlights 
. guaranteed corrosion-proof! 


BRIGHT STAR BATTERY CO. 


Main office and factory: CLIFTON, N. J 
Branches: CHICAGO + SAN FRANCISCO 
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Zenith Radio Corp. 


Ray L. Hoefler, former district sales 
manager, has been appointed manager 
of distribution for Zenith Radio Corp., 


active in sales of appliances and radios, 
For 17 years he was associated with 
E. A. Wildermuth, New York, where 
he directed the, distribution of Kelvina- 
tor, ABC, and Atwater Kent products, 

Irving H. Herriott, Jr., salesman jor 
the company’s distributing corporation 
for 10 years, has been named a district 
sales manager of the parent corpora- 
tion, serving the lower Michigan and 





R. L. HOEFLER 


H. C. Bonfig, vice-president and di- 
rector of sales, announced recently. 
Mr. Hoefler joined Zenith in 1941 as 
a member of the factory sales organ- 
ization and in 1944 was appointed 
general manager of Zenith Radio Dis- 
tributing Corp. in Chicago. For 20 
years before joining Zenith he was 





1. H. HERRIOTT, JR. 


most of Indiana territories formerly 
handled by the late Owen Nangle. 
Mr. Herriott joined Zenith in 1938. 





RING UP MORE SALES AND PROFITS 














The Machine That Gives The NEW LOOK To 
All Kinds of Floors 


it is the ONLY HOUSEHOLD FLOOR 


MACHINE that 


e SCRUBS @ DRY CLEANS @ SANDS 
e BUFFS © WAXES @ POLISHES 
@ And Refinishes all types of floors © 


It is the ONLY FLOOR MA- 

































CHINE with snap-on side handles thing It 
for polishing kitchen cabinets, Every ches 
wood panels, flat furniture, and ee to 
your car. Tu penes® 






This beautiful, modern, = 
light - weight, trouble - 
free, and easy to operate 
twin-brush machine will 
glide over any floor 
close to base-boards and 
under furniture . . 

styled for beauty, engi- 
neered for performance. 
See the General T12 at Booth 807 National Housewares SHOW, 


May 30th to June 4th, Atlantic City Auditorium, or write for 
information 


Inquire about our Heavy Duty Industrial models in 14”, 16”, 1”, 33” 
brush diameters. 


4 
GENERAL FLOORCRAFT, INC. sterA tht New’ vorw Van % 




















Our new stream- 
lined model K12 
medium size 
single brush ma- 
chine is also on 
display at booth 
807. 
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DISING 





twenty-five years ago 











Twenty-five years ago when radios began to 
replace “talking machines,” the public gradually 
accepted this innovation in entertainment. It was 
the start of a new industry—that today has a mar- 
ket value well over two billion dollars. Manu- 
facturers, foreseeing this growing demand, chose 
ELECTRICAL MERCHANDISING to sell their 
dealers on the sales possibility of their sets. This 
leading publication was their first choice—be- 
cause even then, as now, it was the publication 


ELECTRICAL MERCHANDISING has 


appliance and radio manufacturers ¢ 





in which to sell dealers and keep them sold. 
These manufacturers are today 
in Radio.” Most of them have modernized the 
talking machine and incorporated it in their sets 
and some have broadened out with television. 
History will repeat itself and twenty-five 
years from now the “Institutions in Television” 
will still be reaching their dealers through 
ELECTRICAL MERCHANDISING because it's the 
“Dealer's Book” — year after year. 


always been the first choice of 


keep their dealers sold. It con 


tinves as a first choice because it completely and effectively covers 


APPLIANCE AND RADIO STORES 


DEPARTMENT STORES 
HARDWARE STORES 


FURNITURE STORES 
UTILITY MERCHANDISERS 


RLECTRICAL 


ABC 330 WEST 42nd STREET, NEW YORK 18, N.Y. ABP 
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And these ate only a few of the firsts. 
Space does noW\permit the entire list. 
, CWE: i = = 


4 


s “Institutions 
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COMBINATION WAFFLER 
ann SANDWICH GRILL 


Naturally, this new waffler-grill combination 
dollars for you—it’s a HoLLIwoop! And your 
customers know that means the best! They're ready 
to buy after one glance at this streamlined beauty 
—and you're ready for another profit-building sale! 


makes 


Here's the only waffle maker on the market made 
of satin finish, solid cast aluminum! Here’s a family 
size waffler that makes 8 perfect squares at a time 
to individual taste, and just the right degree 
of rich, golden brown crispness! Thermostatically 
heat-controlled. 
And here's an added sales clincher! The 
Waffler & Sandwich Grill offers inter- 
changeable grill plates for making all kinds of 
tasty toasted sandwiches in a jiffy! 


Cc 
Yes, Kelliwood mokes the besi— 


offers the best volue—ond offers you 
the best of continuing full profits! 


Whe sles Hl feller yee ~4 


Holliwood write today! 


HOLLIWOOD 


3669 S. Michigan Avenue ” Chicago 15, Illinois 





AT THE 


Atlantic City Show 


BE SURE TO SEE 
THE COMPLETE HOLLIWOOD LINE 
BOOTH 728-730 
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Verd-A-Ray Corp. 


The appointment of Milton J. Grosse 
as executive vice-president of the 
Verd-A-Ray and Penetray Corpora- 
tions has been announced by Max 
Ettinger, president of both companies. 
Mr. Grosse became a vice-president in 
charge of sales five years ago. In 1935 
he became eastern sales manager of 





MILTON J. GROSSE 


the Save Electric Corp., a manufactur- 
ing affiliate of Verd-A-Ray and Pene- 
tray. 


Both companies have promoted Clif. 
ford H. Chamberlain to national de- 
partment store sales manager. Mr. 





C. H. CHAMBERLAIN 


Chamberlain spent 18 years with 
Landers, Frary and Clark as a special- 
ist in department store and general 
trade sales promotion, then became 
president of his own company, Cham- 
berlain and Associates, Inc., Cleveland, 
representing the Verd-A-Ray and 
Penetray Corporations. In 1946 he be- 
came Verd-A-Ray’s divisional sales 
manager for three states. 


Philco | 





bales 


btarte l 


bi the 


Drganiz 

















RHelliwood iniliates oe FINDERS MANUFACTURING COMPANY, 





What Do They Mean To Your Selling Power? 


See The Answer. 
BOOTH 
809 


Read The Answer. 


In The June Issue of 


May 30 to June 4, 1948 
NATIONAL HOUSEWARES SHOW 


Atlantic City Auditorium 


Atlantic City, New Jersey 


ELECTRICAL MERCHANDISING 


REA ENGINEERING & MANUFACTURING CORP. 


104 Fox Street 


MAY 15, 


Aurora, Illinois 
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Philco Corp. 

Albert J. Rosebraugh, who joined 
, in 1928, has been appointed 
er of small radio set sales, ac- 
, to John M. Otter, general 





d Clif. 
1al de- 
Mr, 


A. J. ROSEBRAUGH 


SOME PEOPLE SOLVE 
aaa THEIR ICE CUBE 
ales manager. Mr. Rosebraugh PROBLEMS THIS WAY! 


tarted out in the service department 
f the company’s Chicago wholesale 
rganization. After several years in 
Males he was named sales supervisor 
in 1939. In 1940 he became a district 
epresentative and two years later 























' eo came head of the Chicago wholesale 
cee rganization. In 1945 he was promoted 
sete o the position of manager of the 
ecame 


uithwest sales division. 


= [Stee Jiffy Cubes Require No Dousi 
BB Cicgrchedh wong Sg melne Jitry Cubes Require No Dousing-— 


y and 


- 1 
‘oot = the a” re \\\ 0) // e 
| sales [Bit toined Philco in 1930 23 a member They 2 vr |P’Out One At a Time! 
\\W i, 





f the Chicago wholesale sales force. 
n 1940 he was promoted to the posi- \ 
ion of general sales manager of the 





Yes, more and more dealers are finding that Jiffy 
Cubes are one of their fastest selling items. And no Model A (Standard Size, 11/2" x 4%" x 14": 12 cups)... $1.95 
wonder—when you consider how many advantages Model B (Apartment Size, 9%" x 3%" x 114": 8 cups)... $1.49 
Jiffy Cubes offer your customers. Model X-12 (12 individual cups, packaged without tray)..$1.00 

Jiffy Cubes do away forever with dousing ice trays 
under water; with prying and struggling with ice 
picks. Just tell your customers these facts about 


Jiffy Cubes: eae Women Are Wild About 
1. Jiffy Cubes are convenient—ice ‘Pops out at Jiffy Dessert Molds 

finger pressure when you press the dimple on the : 

bottom of the plastic cup. Women like Jiffy Dessert 
2. liffy Cub a — h Molds for making ice 
2. Jiffy Cubes are sanitary—your hands never touc creams, gelatin desserts, and 

the ice—you drop it directly in the glass or bowl. salads. Desserts made in 
3. Jiffy Cubes are economical—you get large, full- Jiffy Molds unmold easily, 


: bee and come out clean and 
size cubes. None of the ice is wasted under the tap. aiaeie, aa a eels 
’ 


A. H. CHATTEN And you use just the amount you need—one cube or ing or running along the edges. Jiffy Dessert Molds 

a trayful. fit both standard and apartment size Jiffy Cube Trays. 
Yes, there are big profits for you in selling Jiffy Price... 6 molds for $1. 

Cubes. Write today for information and discounts. 














Detroit and Toledo offices of Philco 
istributors, Inc. During the war he 
erved in the Army Signal Corps. 


ational Pressure Cooker Co. Ses \ N Qube 


Melvin S. Cohen has been named 


70 sales manager in charge of | JIFFY CUBES ICE gOps OUT AT 
uistributor sales for the National Pres- 
bure Cooker Co., Eau Claire, Wis. | at the y oa FINGER PRESSURE 
according to an announcement by L. wil WW iw 

«. Phillips, president. Mr. Cohen was Housewares Show 
ormerly export sales manager and 
rior to joining National was public Space 1115 
ounsel for the Civil Aeronautics 
Board in Washington, D. C. Atlantic City 


Auditorium 
iven Mfg. Co. May 30—June 4 


The Given Mfg. Co. has announced 
N€ appointment of Leon F. Bennett 
; regional sales director covering 
lorida, Georgia, South Carolina, 

orth Carolina, Virginia, and Mary- P L AS T R A Y Cc Oo R P o R AT 10 N : 

and, His offices will be in Birming- 822-M Fisher Building . Detroit 2, Michigan Patented and Patents Pending 


ram, Ala. In Canada: Fox Agencies, Ltd., Port Credit, Ont. Copyright 1547 by Plastray 
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SCHWITZER-CUMMINS 


FANS and BLOWERS 


AIR HANDLING AT 
ITS QUIETEST BEST 


You will need the best there is in quality, 





performance and design in your merchan- 
dise for 1948, and all at a reasonable price. 


With prices what they are, you must have 
































DISTRIBUTOR NEWS 





ALABAMA 


New manager in charge of sales of 
R. P. McDavid & Co., Inc., for the 
Mobile and Pensacola area is T. D. 
Haas, Jr. The McDavid firm has 
headquarters at 73 Lipscomb St. in 
Mobile. 


CALIFORNIA 


Lavenson & Savasta, San Francisco, 
have opened a branch office in Los 


Harvester refrigerators and me 
freezers is Radio & Appliance Dis 
tributors, Inc., East Hartford. The 
firm will cover the Connecticut an 
western Massachusetts area. 


GEORGIA 


Atlanta’s Georgia Appliance Co 
held a recent open house showing oj 
the 1948 line of Crosley refrigerators 
following a sales meeting attended by 
more than 150 dealers and their per- 



































, ; . ag oe z Angeles. The new company, to be sonnel. Herndon Thomas, president of 
convincing value to offer. Schwitzer-Cum- known as the Angeles Electrical the distributing firm, played host. Mr Ave 
mins Fresh-Air Maker fans and Hy-Duty Wholesalers Co., will handle the Tuttle Thomas has announced that Sam B cone 

‘ i a : & Kift line of range and water heater Peppers has been appointed district egg 
blowers can’t be beat for big air delivery, units. W. R. Packard, formerly with sales manager of the firm, to serve di- H A 
ati lli fe d look the service department of Thermador rectly under Walter R. Trippe, sales lanta 
quiet operation, selling features and looks. Electric Mfg. Co., Los Angeles, will manager. 
, .S on — hem and head the Los Angeles branch of the 
You will like everything about the rena MASSACHUSETTS = 
will cheerfully O.K. this year’s prices. And Si sisuindh aslaliadiiak wiles nulls open 
there are a surprising number of essential CONNECTICUT sentatives for the Belmont Radio Corp,, Supt 
. : In New Britain, 90 retailers from ‘Subsidiary of the Raytheon Mig. Co, : E 
types and sizes to help you get the business Connecticut and western Massachusetts 4re \squith Ass ciates, Inc., State St., om t 
and boost vour profits. saw a presentation of Hallicrafters Boston. rhe firm has the whole New = 
: radios sponsored by the United Radio England area. 
Supply Co. Victor Morell, distributor MICHIGAN ‘, 
president, was host. Speakers were . 
oO ATTIC VENTILATORS Charles Shapiro, sales promotion man- The C. H. Bliss Co., 2526 Buhl nae 
ager, and William R. Mahar, assistant Bldg., Detroit, will distribute Bendix Eliz: 
sales manager, both of Hallicrafters, radios in the Detroit territory, accord- —_ 
2) WINDOW FANS and James Smith, sales director of the ing to J. T. Dalton, Bendix’s general Mal 
wholesale firm. sales manager for radio and television. = 
ee New distributor for International In the Grand Rapids area, James & 19-y 
he AN refri 
© EXHAUST FANS “me 
nout 
© ADJUSTABLE WINDOW FANS Rh sale: 
ing ; 
rs — to ac 
~ 
BY © PORTABLE CIRCULATING FANS (€>*\MERIT-MAST ing 
* — 
\ Cs ER America’s Greatest 
7) 
1 
© SINGLE INLET BLOWERS a Toaster Value! 
Ros| 
has 
las 
sé ¥ 7 
in 
firm 
- oe : IN GLEAMING ALL CHROME FINISH Sull 
5 With our enlarged facilities we can now give Con 
good service to more dealers and distributors was 
and have some prime territory open. We ‘ deal 
4 4 reir! 
would like to present a portfolio of new L 
literature descriptive of some very unique and heat 
interesting developments for this year’s ven- o fm RETAIL iq 
tilating business. It is yours for the asking. Panes on 
\ sepa 
\ \ fron 
SCHWITZER-CUMMINS COMPANY the world’s low cial 
VAs BOGS GO, ice e ea Ae eee, | \ est-priced precision J 
1145 EAST 22nd STREET built automatic toast man 
INDIANAPOLIS 7, INDIANA parlvcsgeseccooragint 
. fea 
ENGINEERS AND MANUFACTURERS a. 
ture! Delicious toast 
every time 
Protected by | yea! 
guarantee and 4 
year warranty. Over 
350,000 Merit-Made 
toasters in use 
SEE US AT BOOTH 935 ISEWARES EXH 
HOUSEWARES EXHIBIT 
& k 
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klin has been appointed to do the 


MISSISSIPPI 


1). Camper and Louis W. Hollis 

Southern Wholesalers, Jackson, 

med 143 dealers from Mississippi 

eastern Louisiana to a Crosley 

gerator meeting recently. Frank 
( ilivan, southeastern regional man- 
a of Crosley, attended. 


MISSOURI 


H. “Hap” Hunter has been ap 
pointed general sales manager of Ap- 
e Distributor Co., 1814 Wash- 
ington Ave., St. Louis 

The Midland Sales Co., 2201 Grand 
Ave. Kansas City, has been named to 
ver Nebraska, Kansas, Iowa and the 
western part of Missouri for the C & 
H Air Conditioning Fan Co. of At- 


lanta 


NEBRASKA 


New district headquarters have been 
opened by the Westinghouse Electric 
Supply Co. at 117 N. 13th St., Omaha. 
E. E. Morton is district manager for 
the territory covering Nebraska, Iowa, 
Illinois and South Dakota. 


NEW JERSEY 


Andrew K. Leach, general sales 
manager of Krich-Radisco, Inc., 422 
Elizabeth Ave., Newark, has an- 
nounced the appointment of John L. 
Mahoney as Bendix home laundry 
sales manager. Mr. Mahoney has a 
19-year background in appliances and 
refrigeration. William W. Cone, Krich 
Radisco’s merchandising manager, an- 
nounces that Jack M. Dierkes, Norge 
sales manager for the firm, is conduct- 
ing a series of Norge dealer meetings 
to acquaint them with the merchandis 
ing program for 1948, 


NEW YORK 


Frank S. Lyons, general manager of 
Roskin Bros., Inc., Albany distributors, 
has announced that Francis M. May 
has been appointed sales representative 
in Albany and Schenectady for the 
firm. Mr. May, along with John E. 
Sullivan, sales manager, and John 
Consadine, sales promotion manager, 
was in charge of an open house for 
dealers to introduce the 1948 Crosley 
refrigerators. 

L & H electric ranges and water 
heaters have been added to the lines 
distributed by R. T. A. Distributors, 
Inc., of Albany, according to Harold 
Gabrilove, president. The firm has 
separated radio and television sales 
from appliance sales by creating spe- 
cialists in each field 

J. H. Robinson has been appointed 
manager of the Farnsworth Television 


J. H. ROBINSON 





& Radio ¢ orp.’s newly established New 


York distributing branch at 108 W. 
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In spirit at least, a great big welcome 
mat is being readied for buyers of 
housewares and major appliances at the 
Mid-Year National Exhibit. It’s the 
manufacturers’ own show, designed 
expressly to serve the best interests and 
needs of the buyer. The Atlantic City 
site is ideal . . . the time is right... 
the new thoughts and new develop- 
ments of the entire industry will be on 
display. Hundreds of leading manufac- 
turers promise to make your attendance 
as rewarding as it will be pleasant. 


June 4, 1948 


Atlantic City Auditorium 
Atlantic City, N. J. 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


ttncorporeted sot tor profttt 
Executive Offices: 1462 Merchandise Mart, 222 Morth Bank Drive, Chicago 54, Hiinots 
Telephone, Delowere 8565 
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Features Built-In 
PICTURE CLARIFIER 


and 


Giant 120 Sq.in. Picture 


7 New Features 


. BUILT. IN CLARIFIER mproves picture 
ast and detail. Gives depth and 3 

Jimensional effect, resulting in a lifelike, 
deep view picture performance 

© PICTURE SIZE of 120 sq. in. is more than 

TWICE THE SIZE of ordinary (52 sq. in.) 

set 

ENLARGING QUALITY of the CLARIFIER 

gives a GIANT SIZE PICTURE —at an un 

precedented price 


@ Powered by a 15” chassis. Improved audio 

9 speaker 

FM RADIO is a standard feature of 
Sightmaster’’ Television Receivers. 


© STREAMLINED CABINET design . . . 





THE NEW iqhitmaster 
“LIVING STAGE’’ 


Television Receiver with Special Roto-Table* 


including specially designed Roto-Table, 


SIGHTMASTER LEADS AGAIN WITH THE 
BIGGEST VALUE IN QUALITY TELEVISION! 








*ROTO-TABLE is an exclusive Sightmaster 
feature. Allows rotation of the set on the 
table. No need to re-arrange furniture. Sit 
back and relax. Just turn the set to face you. 
Roto-Table comes with the Living-Stage set. 


hand-rubbed finish. Dark Walnut Roto-Table to match 


BIGGEST VALUE in quality television today — Model 10-S-2 “‘Sightmaster’’ LIVING STAGE, 
dark walnut, retails at $495.00. Installation extra. 


Expanding Manufacturing Facilities Enable Us to Invite Participation 
of an Additional Number of Dealers on a Protected Franchise Basis. 


THE SIGHTMASTER CORP. 


Manufacturers of Television Receivers Exclusively 
Philadelphia Office: 


220 Fifth Avenue 
New York 1, N.Y. 
MUrray Hill 9-0174 


1500 Walnut Street 
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Find Out Why 
Women RACE to Stores That Show 


Kace 65 


KLECTRIC HAIR DRYER 


*T. M. REG 


U. S. PAT. OFF 


Tear out this ad right now as a reminder to see RACE 65 at . 


NATIONAL HOUSEWARES SHOW 


ATLANTIC CITY AUDITORIUM 
May 30 BOOTH 909 June 
RACINE UNIVERSAL MOTOR CO. 


RACINE, WIS. 








57th St., New York City. Mr. Robin- 
son was vice-president and sales man- 
ager of Kings Electronics Co., Brook- 
lyn 

A new low-cost plan of appliance 
distribution has been developed by 
S. J. Hammer, former general sales 
manager of the D. W. Fay Co., New 
York City, who has formed the S. J. 
Hammer Sales Corp. with offices in 
the Hotel Astor. To stimulate an in- 
dustry whose sales, Mr. Hammer 
claims, are slackening, the organization 
intends to cut distribution costs from 


the usual 20 percent of gross to seven 
percent. Business will be accepted 
only from firms who are willing to 


cooperate in the endeavor, which will 
call for a smaller resale cost. Mr. 
Hammer insists that every man in the 
organization will sell in the field, 
eliminating the necessity for armchairs, 
and that pay will be on a commission 
and profit-sharing basis. The firm in- 
tends to handle only major appliances, 
radio and television. 


NORTH CAROLINA 


The Southern Radio Corp., Char- 
lotte, held a showing of Carrier air 
conditioning equipment recently, ac- 
cording to J. P. McMillan, head of the 
distributing firm. Jack Gazelle, Car- 
rier’s general sales manager, took part 


OREGON 


According to E. P. Siegert, vice- 
president and general manager of the 
Central Supply Co., Portland, his firm 
has been appointed a distributor for 
General Electric lamps. 

D. D. Spence, assistant sales man- 
ager for Hoffman Radio Corp., Los 
Angeles, has been named to take 
charge of the new Hoffman Distribut- 
ing Co., Portland 


PENNSYLVANIA 


The Elliott-Lewis Co., Inc., and the 
Elliott-Lewis Electrical Co., Inc., have 
been merged to form the Elliott-Lewis 
Corp., with headquarters at 2514 N. 
Broad St., Philadelphia. According to 
T. E. Rowland, formerly president of 
the Elliott-Lewis Co., Inc., and now 
president of the new organization, the 
move was made so that clients of the 
two firms could have their needs better 
served by one company. These clients 
number more than 3000, in the eastern 
half of Pennsylvania, the southern 
half of New Jersey, Delaware and 
the eastern shore of Maryland. The 
corporation plans to house all opera- 
tions under one roof 

Samuel W. Stevens, 128 Marham 
Road, Homestead, has been named as 
manufacturers agent for the C & H 
Air Conditioning Fan Co. of Atlanta, 
and will cover West Virginia and the 
western part of Pennsylvania. 


RHODE ISLAND 


Preferred Television Corp., 419 Har- 
ris Ave. is a new distributor for 
United States Television Mfg. Corp. 
Preferred is headed by Olindo 


Galluccio. 
UTAH 


Walter B. Lloyd Co. is the new 
name of the firm in Salt Lake City 
formerly known as Appliance Whole- 
salers. The firm is located at 850 S. 
Main St. 
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S good job of 


time. He agrees with the pre- 

n that about 25 percent of new- 

s in the electrical field are apt to 
f wut during 1947 and as a conse- 
e plans great extension of his 
own activities, believing that the time 
to expand is when others pull in. In 
his experience, the Commission’s ruling 
cut down only on sale of electric 
as other items were too short 


ranges, 
to be affected. Many firms were in- 
clined to blame all reluctance to buy 


drought situation, as for in- 
stance, the oversupply of electric irons. 
His judgment is that this is due not to 
any buying strike, but because, “there 
are more irons than people.” Sale of 
good irons keeps up. 


on the 


Panic and Regret 


A large firm serving San Francisco 
and the Sacramento valley area grew 
panicky during the drought and re- 
leased a couple of thousand ranges it 
had ordered to an allied firm in the 
Northwest. This caused some résent- 
ment from other dealers in the area 
receiving the shipment, particularly be- 
cause the firm in question was not 
licensed to sell this brand. The whole 
arrangement is probably regretted now 
by the California concern. 

In general, the Pacific Northwest 
that business is active and 
deliveries good. The Montana Power 


repor ts 


| Co. has started a sales training course 
} for dealers in the Billings area and 


plans to take it into the field later to 
reach the needs of dealers in other 
The Public Service Co. of 
Colorado still sells ironers, IES lamps 
and electric ranges, but is doing a 

I cooperation with dealers 
A number 
ff electric shows have been promoted, 


¢ 


throughout its territory. 


} the most recent in Stirling, Colo.—and 


the RMEL everywhere is promoting 
idea, 

Some of the dealers who have been 
selling equipment using LPG in the 
intermountain area have become some- 
what panicky because of a recent rise 
in prices and the threat of more to 
come. War talk leaves a feeling of 
uncertainty in the minds of customers 
who are well aware that supplies of 
all forms of petroleum would be cut 
off in case of such a catastrophe. 

An excellent promotion 
Was put on by KSL of Salt 
Lake, which installed equipment in the 
Mormon Temple at the the 
ring conference, with receiving sets 
1 several adjoining buildings, so that 
werflow audiences could 


hear the program 


the “go all-electric” 


television 
station 


time of 


well 
The event created 
a great sensation in town and did much 
to put over the recently started indus- 


trv the 


see as 


a5 


re. One station is opening up 
with a 2-hour evening program three 
times weekly on April 19, another is 
Waiting until the national hook-up is 
available with extensive pro- 
A local dealer expressed the 
retail angle of the situation by saying 
that although he would carry a few 
sets, he felt that the market was small 
ie service and installation prob- 
lem large. He felt that for some time 
the introductory margin available to 
lealers should be greater in order to 
make handling television profitable. 

_ Deliveries in the Pacific Southwest 
fave at last picked up, although not 
enough ranges or refrigerators are 
coming through as yet to meet the de- 
mand. However, there is enough 


more 
grams 


and t 
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available to make possible a 30-day 
delivery, which has broken the black 
market so prevalent in that area. Not 
only had there been the usual run of 
questionable firms which bought ap- 
pliances at any price and sold them to 
the -well-to-do outlander who built in 
Arizona and New Mexico and wanted 
conveniences, no matter how come by, 
but there was also a form of competi- 
tion exclusive to that area. This con- 
sisted of “lungers” because of 
need of supplementing their funds, 
begged relatives or friends to buy ap- 
pliances in the East and ship them west, 
where the invalid sold them at greatly 
exaggerated prices, operating out of 
home or garage. These two irregular 
markets have pretty well broken down 
since regular dealers are getting a 
reasonable share of appliances. The 
public, after all, prefers the protection 
of dealing with a legitimate concern. 

In Las Vegas, Nevada, which re- 
ceives its supplies out of Salt Lake 
City, a completely different situation 
is found. Probably because its warm 
winter climate permits sale of refrig- 
erators and such appliances at a time 
when other intermountain areas are 
slow, this particular community has 
had more domestic refrigerators than 
it could sell. One distributor there 
arranged for a dairy to deliver one 
quart of milk a day for one month to 
everyone buying his make of refrigera- 
tor through a dealer. Another line 
is making a special bid for trade-ins. 
A well known brand of automatic 
washer, way behind in deliveries in 
most of the West, is available for im- 
mediate delivery in Las Vegas. One 
firm has sold 30 already. 


who, 


Reads for Active Sales 


and 


been be- 


On the whole, southwestern 
intermountain dealers 
hind the West Coast in remodeling 
stores and otherwise preparing for 
active sales, but they have now pretty 
well caught up. They are all set to 
go in active outside selling, but are 
being held up by a shortage of sales- 
men and the fact that only now are 
they beginning to. get enough appli- 
ances to meet the demands of the 
walk-in trade. One Arizona dealer, 
anxious to build up his sales force, 
reports that he screened 55 applicants 
sent him through the US Employment 


have 


Service before selecting two, neither 
of which had had any experience, but 
looked as though they might have 
possibilities. He wants more. 
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ROBCO ALL-PURPOSE METER 





FOR 


COIN-CONTROLLING 
ELECTRICAL 
APPLIANCES 
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@ Fits ANY Automatic 
Washer 


a ®@ Easy to Install—on Wall 
- or Appliance 


@ Timing Adjustable From 10 Min. to 1 Hour 
® Trouble Free—Reliable Operation 
® Adaptable to Ironers, Dryers, Extractors, etc. 


a 
( bial 


Specify Operation—Nickel, Dime, Quarter, Half Dollar 


WRITE TODAY FOR COMPLETE INFORMATION TO 


WM. J. DOHERTY & CO. 


National Distributors 
1728 Grand Central Terminal New York 17, N. Y. 
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out the ait’ model 


which th idvet1 


By 


Who Was Hooked? 


One Who Did Not Buy 


lvertised offer,” we sharply con 
luded, “but not now! Thanks!” 
Let's forget about our evening 
lans,” I suggested confidentially to 
wife, “and watch this advertising 
iiting plan in action from the side 
‘ 
We browsed around in the depart 
ent tor the three hours of the eve- 
ng, keeping within sight and hearing 
the “specially-advertised” corner. 


When each prospective customer left, 


% us made a point of following 


to find the personal re 


During that time exactly 21 prospec 


ictions 


e customers asked about the adver- 
ed special. Twenty of these came to 
‘ ume conclu ve had, “Not 
nterested in anythit wut the special 
itfer tonight and now no longer inter 
sted in it!” The one remaining cus- 
toni pre ed to come back later in 
et to 1 tiie lige p ed 


The Fish Weren't Biting 


ren of the 20 stated emphatically to 


they would never go back there for 
that or any kind of an appliance, “Ht 
that’s the way they try to bait busi 


Five of the ten others declared that 


not buy that brand of ap 
The 
Lining ones thought they would 
store and get 


of that brand of appliance 


ince even at some other store. 
hive rem 

1 
some other 


; 


go later to 
¢ model 
where they could have confidence in 
the firm selling it 

“Who was really hooked by that bait 
advertising ’” we asked ourselves and 
then concluded, “That store got hooked 
on its own baited advertising.” 


\URENCE Wray, for the past 
Li iifteen years managing editor of 
ELECTRICAL MERCHANDISING, has been 
ippointed editor, effective April 1. He 
succeeds L. E. Moffatt who died March 
31 following an emergency operation. 
Larry Wray is well fitted to assume 
responsibilities. While the 
major portion of his business career 
has been identified with the publishing 
business—and particularly with the 
McGraw-Hill Publishing Co.—his 


early schooling and experience were, 


his new 


in a sense, preparation for his present 
position, 


United Kingdom to United Press 


3orn in Leicester, England, in 1905, 
he came to this country in 1914 about 
six months before the outbreak of 
World War I. He attended public 
schools in New York City and Boston, 
Mass., finally graduating from Boston 
University where he majored in Eng- 
lish literature and journalism. While 
at college, he found time to captain 
both golf and swimming teams, edit the 
school comic monthly and be elected 
to Skull, the honor society. He spent 
another year in B.U. Law School but, 
characteristically, deserted the law 
when he was offered an active news- 
paper job with the United Press. In 
the space of a year, he became assistant 
UP’s New England 
Bureau which, at that time, handled all 
the New England from Con- 
necticut to Maine. When he left the 
Boston was offered another 
berth in New York headquarters. De- 
ciding to look around the New York 


publishing scene before 


manager ot the 
states 


office he 


accepting, he 


promptly found a niche at McCall's 
magazine. He joined McGraw-Hill in 
January, 1929, as assistant editor of 


In that 
position, he handled news and rewrite 


ELECTRICAL MERCHANDISING. 
jobs and travelled extensively inter- 
viewing hundreds of appliance dealers, 
the and 
sections of the country. 


throughout eastern southern 


Wide Acquaintance in Field 


made 
the publication—a 
held until his recent 
appointment as editor. During the past 
hiteen years in that position, he has 


Four years later Larry was 
managing editor of 


position he has 


broadened his acquaintance with manu- 
facturers, distributors, and 
utility commercial executives and writ- 
ten many of the feature articles dealing 
with their operations and activities. He 
responsible for 
format and 
MERCHANDIS- 
changes which 
have added mater ially to the readability 
and interest of the magazine. Since he 
is always on the alert to sense im- 


dealers 


has been personally 
many ot the changes in 
content of ELEectrIcAt 


ING over the past years 


proved publishing methods, the maga- 
zine, under his guidance, should grow 
in stature and authority as it did under 
the direction of Les Moffatt, who was 
responsible for building it to its present 
position of eminence in its field. 
Larry, as a matter of fact, would be 
the first to admit the debt he owes Les 
Moffatt. Both personal friends, as well 
as editorial associates, Les gave him his 
first guidance in both the publishing 
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LAURENCE WRAY 


field and the electrical appliance busi- 
In later years, they worked to- 
gether as a team—analyzing current 
trends in the business, directing fiel 
editors” and correspondents and _ plan. 
ning the content of individual issues 


ness. 


There can be no minimizing the extent 
ot the loss the paper feels without the 
ripe experience and profound under- 
standing which Les brought to it. 

In addition to his regular editoria | 
responsibilities, Larry found time in ff 
the past year to write “The Electrica 
\ppliance Sales Handbook,” one of the 





first really authoritative sales manuals 
to be published in the industry. Now 
in its second edition, the book is be- 
ginning to climb into the best-seller 
lists of business publications. 


LETTERS 


Range Replacement Units 


To the Editor: 

I notice on page 48 of the Marc! 
ELECTRICAL MERCHANDISIN 
where a dealer in South Bend lists 13 
points under the heading—What 
Dealers Gray Hair.” The 
thirteenth point is that Mrs. S. L 
Kistler needs a new back surface unit 
for her range. “This was 
October 1, 1947 and she keeps calling 
up and gets out of patience with us,” 


issue of 





Giving 


ordered 


he says. 

We haven't always been Simon-put' 
on replacements but I am 
held anyone up for any suc! 
length of time, and if you will have th 
dealer get in touch with us we can sé 
that he gets a Chromalox unit suitabl 
for Mrs. Kistler’s range that will fi 
the range opening. 

We, here at the Wiegand Co., hav 
felt it our obligation to keep America’ 
electric ranges in tip-top cooking shap 
as far as units are concerned and ! 
don’t want anybody to get the idea 
that replacement range units were not 
available and that it took from Oc- 
tober 1 to March 1 to get a replacement 
unit. 


sure we 
never 





3RUCE A. FLEMIN 

Vice President—Sales 
Edwin L. Wiegand Co 
7500 Thomas Boulevard 
Pittsburgh 8, Penna. 
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\ NELDA Publications, Inc. 


503 West 43rd Street, New York 18, N. Y. 


Specialists in Visual 
Advertising and Selling Helps 


Customers look to you to know the best buys in 

this ever-changing radio and appliance field . . . 

the unlimited numbers of new models . . . price changes .. . 
latest specifications. “How's Business?’ depends largely 
on what you buy .. . how you sell it .. . 


on how well you know your market. 


Photographs of nationally-advertised and 
distributed brands . .. radio . . . television 
major appliances . . . traffic appliances . .. consumer durables 


latest model numbers and prices . . . newest specifications 





at your fingertips! Store owners and salesmen 
find this service invaluable in selling. 
Buyers and appliance executives use it 


to know their competition. 


One of these unique, business-boosting 
NELDA services may be the solution to the problem 
you are considering at this very moment! 


For our FREE brochure describing these vital services, 


JL. Mébet~ 


Editor 


w 
NELDA Publications, Inc., 503 W. 43rd St., New York 18 


Please send me acopy of the FREE brochure describing 


all the unique NELDA services: 


Name____ 


Company 





Street Address 





Ee 


City 








ing Youngstown Kitchen displays that sell... in half 


This sturdy Youngstown display background was 


developed especially for Youngstown Kitchens. It’s 





Kitchen displays go up in a jiffy 
with Youngstown Flexible Display 








Another promotion EXCLUSIVE for Youngstown dealers! 


Now you can assemble handsome, professional-look- minutes. Makeshift display backgrounds are done for. 


No tools required. Wall cabinets hook on side panels, 
. with half the effort, at half the cost. base cabinets and Kitchenaiders stand free. Sections 
are easily moved, handled any place you want a 
Youngstown Kitchen display ... in the store or travel- 
ing exhibits. In short, here’s a flexible display back- 
!, flexible ... sets up to any size Youngstown ground that is flexible. Order today from your distrib- 


lisplay along one, two, or three walls in a matter of utor. Available to Youngstown Kitchen dealers only. 


Promotion does it! 


Youngstown Kitchens are writing one of the all-time 
success stories in the household-equipment field. 
Youngstown exclusive promotion helps are ready to 
help you go to town in the big, rich, mass kitchen 
market. Youngstown plastic Min-A-Kitchens are 
one. The Youngstown Story, the Youngstown Kitchen 
Measuring Rule are others not to mention scores 


of ad mats, displays, radio announcements and 


pieces Thev're prepared by experts and 
backed up wit the largest advertising campaign 
r any kitchen! There are a few franchises 


1 e to deal Ss who are ready to follow 
ed Mullins plan. If you would like to handle 


est line on the floor: please write 








OUNGS flown fitlthens 
C BY MULLINS 


MULLINS MANUFACTURING CORPORATION e WARREN, OHIO 


World’s largest makers of steel kitchens 





wee ee 








